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Model Run Exceeds 59; 
Output Pace Slowing 


By Martin L. Whitmyer 
Staff Writer 

Olas readjustments, build- 

outs, vacations and the slow re- 
turn of Ford Motor plants to full 
operations after a week-long strike 
will continue to plague -car assem- 
bly operations this week, but two 
milestones will be achieved within 
the industry, 

They are: 

1, Surpassing of the 1959 model 
run today (July 18). Current model 
output through last Saturday 
(July 16) stood at 5,557,257 units, or 
within 9,270 units of the 5,566,527 


Import Sales Dip 
2nd Month in Row 


°60 Total Trailing 
Year Ago First Time 


ALES volume of imported cars 

has declined for the second 
month in a row, according to regis- 
tration figures just reieased by 
R. L. Polk & Co. 

For the first time this year, 
year-to-date totals have fallen 
below the previous year’s count. 


Both developments are unpreced- 
ented in import annals since the 
foreign jobs made their first big 
move in the American market five 
years ago. 

* * * 
a May volume was 45,623, 
down 5.51 percent from the 
previous month’s count of 48,283 
and 16.10 percent from the 54,377 
counted in May a year ago. Ex- 
cept for January and February this 
year, May’s total was the smallest 

recorded in 15 months. 

The year-to-date total of 227,404 
is off 2.89 percent from the cor- 
responding 1959 count of 234,182. 

Performance of the imports can 
best be measured against domestics 
if it is noted that the market for 
American-built cars was up 0.41 
percent in May and 14.12 percent 
for the year to date. 

- * cd 
pePprts fared even more poorly 
in‘ terms of market’ penetration 
during May, with their share of 
sales declining for the fifth month 
in a row. 

They accounted for 7.05 percent 

of all new-car sales, compared 


with 7.46 percent a month éarlier 
(Continued on Page 4, Col, 3) 


cars built during the entire 1959 
model run. 

2. Assembly of the two-mil- 
lionth car of the calendar year by 
General Motors, probably on 
Thursday (July 21). The compar- 
able car of a year ago wasn’t 
built until the third week of Sep- 
tember. 

Milestones achieved last week 
were the assembly of the four-mil- 
lionth car of the 1960 calendar year 
and production of the millionth 
compact car of the calendar year. 

ok + Ea 
7 compacts suffered heavily 
last week as a strike forced 
Ford to curtail operations at all 
four of its smaller-car plants—Kan- 
sas City, Lorain, O., San Jose, Calif., 
and Metuchen, N. J. 

The result was that compact-car 
output totalled only 21,902 units or 
21 percent of the 104,436 cars turn- 
ed out by the entire industry. A 
week earlier the compacts—Comet, 
Corvair, Falcon, Lark, Rambler and 
Valiant—picked up 24.4 percent of 
the 89,881 cars turned out by the 
industry on 21,942 assemblies. 

A breakdown of compact-car 
output showed Rambler, the only 
maker working six days, with 
11,600 assemblies last week, com- 
pared with 9,715 units a week ear- 
lier; Valiant up from 4,721 to 
5,500; Corvair up from 2,748 to 
4,800; Comet down from 689 to 
two; Falcon off from 2,281 to zero, 
and Studebaker Lark off from 
1,788 to zero. 

Altogether, four makers were 
down last week—Falcon, Lark, Im- 
perial and Thunderbird, Imperial is 
the only make down for change- 
overs. Thunderbird was in its sec- 
ond week of a vacation closing. 

oa Ke ok 

TS. industry was hit hardest by 

the strike at the Ford stamp- 
ing plant near Cleveland last week. 
Although the strike was settled 
Wednesday, eight plants were down 
the entire week due to parts short- 
ages. 

They were the four compact 
plants, plus standard Ford plants 
at Chester, Pa.; Atlanta, Dallas and 
St. Paul. A strike at the Mercury 
plant in Wayne, Mich., also closed 

(Continued on Page 85, Col. 1) 


Top Cars 
No dune new-car registrations 
were available from R, L. Polk 
& Co, last week. Top Cars will 
resume next week, 
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Dealers Pressed. 16, Keep 
ummer Sales Booming 


By Robert M, Lienert 
Associate Editor 
E nation’s new-car dealers 
have plunged into one of the 
most challenging midsummer sell- 
ing seasons they have ever en- 
countered. 

With the ’61s less than 90 days 
away, dealers face record inven- 
tories, an apathetic used-car mar- 
ket, mounting hoop-la over new 
models and the prospect.of inten- 
sified compact-car competition. 

What happens in the market be- 
tween now and Labor Day could, 
for many dealers, decide whether 
the 1960 story will be written in red 
ink or black. 

* ok * 

2. IS a long-standing rule of 

thumb in the industry that the 
Fourth of July marks a turning 
point in the auto market—the be- 
ginning of the stretch. In the past, 
the stretch has frequently been a 
downhill coast into the new-model 
season. 

But if dealers are to squeeze 
through this year, they are going 
to have to produce a midsummer 
selling level somewhere near the 
sizzling pace set in the second 
quarter. 

Can they do it? To get a closeup 
look at grass-roots market develop- 
ments, AUTOMOTIVE NEws corres- 
pondents last week checked with 
dealers across the country, 

Their reports, when meshed to- 
gether, presented a spotty picture 
of ups and downs, with no clear 
pattern discernible agcording to 


Breech Still Plays 
Major Ford Role 


Ppeseeon™. — Although he has 
relinquished the board chair- 
manship of Ford Motor Co., Ernest 
R. Breech is still very much a part 
of the corporation. 

He remains as a director, and 
he will continue to play a major 
role in two vital company func- 
tions—money and produet. He has 
been elected chairman of Ford’s 
newly formed Finance Committee 


Henry Ford II E. R, Breech 
* * * 
and he retains his place on the 
Product Planning Committee. 


Breech resigned last week as 
Ford chairman and also gave up 
his seat on the Administration and 
Executive Committees. Henry Ford 
II, company president, was elected 
chairman to succeed Breech, 

a a * 

LTHOUGH Breech’s resignation 

was unexpected, it did not star- 

tle the industry as did the action 
of William C. Newberg, who quit 
as Chrysler Corp. president two 
weeks ago. 

Breech is 63 years old. He said 
last week that after more than 
40 years of an extremely active 
business life, he felt it was | time 
to relieve himself “of a major 

(Continued on Page 82, Col, 3) 





geographic location or line of - 
handled. 


* * * 


aa reporting new-car 
sales increases or decreases 
since July 4th were so evenly di- 
vided that it appears to be a logi- 
cal assumption that there has been 
little overall market change since 
that traditional turning point. 

Three things stand out clearly: 

1. Used cars are still in trouble. 

2. Compacts are slowly increas- 
ing their share of sales. 

3. Imports are finding the mar- 
ket increasingly tight, 

One dealer saw the “real prob- 
lem” this way. Said he: “Production 
is too high. We’re paying $2,500 a 
month in flooring charges, but the 


New-Car Stocks 


In Field and in Transit, 
Domestic Makes 


1,034,808 
1,024,090 


1959 
Month 


Previous 
Month 


Current 
Month 

Current Records 
High (1,034,808) - - July 1, 1960 
Low (157,607) - - - Nov. 1, 1954 
@© 1960, by Automotive News 


factory is still slugging us with 
cars and putting on the pressure to 
sell more than the market can ab- 
sorb.” 
* : + 

) grenaapd asked what has happened 

to the new-car market since 
the Fourth of July, dealers came up 
with every shade of answer. 

“Our business has markedly im- 
proved to the point where we've 
revised cleanup projections and 
ordered a few more cars,” said 
a Chevrolet dealer. 

On the other hand, a New York 
Chrysler-Plymouth~- Valiant dealer 
said, “I don’t know when I’ve seer 
business suddenly fall off the way 
it has since the Fourth. Everything 
came to an end and I can’t figure 
out why.” 

Some of the saddest stories were 
told by dealers handling imports. A 
Lincoln-Mercury dealer on the 
West Coast said: “We've not sold a 
Taunus in three months and I have 
nine of them in stock to get rid of.” 

7” * * 


~ THE Midwest, dealers reported 
a smal] slump in demand for 
new cars this month with a definite 
slowing in used cars. 

However, dealers were optimis- 
tic about the outlook for the rest 
of the year but are watching in- 
ventories, especially used cars, to 
keep them down. 

One Prairie States dealer said he 
would refuse to order more new 
cars than he thought he could eas- 
ily dispose of before new models 
arrive, regardless of inducements 
from the zone office. 

Domestic compacts seem to enjoy 


a stronger play than other cars in 
(Continued on Page 83, Col, 1) 





New-Car Stocks Recede 
From 1,034,000 Crest 


By Maynard M. Gordon 
News Editor 
a production and a firm 
selling rate have reversed the 
upward movement in domestic 
new-car inventories for the first 
time this year. 

By the first of August, if the 
present trend holds up, as many 
as 150,000 units may be lopped 
from the record-breaking 1,034,- 
808 domestics which stood in 
dealer yards or in transit as of 
duly 1. 

A sharper break in the stockpile 
is expected next month, when fac- 
tory shutdowns for vacations and 
changeovers reach their peak. 

However, present indications 
point to unprecedented loads of 
both ’60 and ’61 models by autumn 
introductions and the October Na- 
tional Automobile Show. Factories 
are gearing for their heaviest pro- 
duction rates of all time when the 
’6ls begin rolling. 
* * 





b 


F MORE immediate importance, 
however, is the turn in national 
stockpile trend. 

The inventory first surged past 
the one-million mark April 1, It 
clung to that perch through the 
Independence Day weekend, though 
indications it would reach the 1.1- 
million height were averted by ex- 
ceptional month-end sales in May 
and June. 

Counting imports, total inven- 
tories could stay above a million 


for another month, at least. Im- 
port stocks in this country reach- 
ed 132,000 cars July 1 and expect 
to show no signs of any dip until 
next month, when the European 
plants close for their annual va- 
cations. 

Although the import stockpile 


(Continued on Page 4, Col, 1) 


Dealers Report 
An Increase in 
Service Volume 


ERVICE volume in new-car deal- 

erships increased appreciably 

last month—both from May and 
year-ago levels, 

A monthly survey by AUTOMOTIVE 
News showed an upswing in every 
bracket of shop endeavor in June. 
This improved on the May perform- 
ance, when 1959 levels were ex- 
ceeded but April totals were not, 

The largest gain last month 

was shown by customer labor 
sales, Which were 16.1 percent 
higher than in June, 1959, The 
smallest rise appeared in the 
number of repair orders written, 
up only 7.7 percent from the same 
month of last year. 

Again compared to the 1959 
month, total parts and accessory 
sales rose 12.2 percent and “shop 
parts” volume 12.6 percent. The lat- 


ter category refers to parts used 
(Continued on Page 4, Col, 5) 
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Highest on Record for July... Service Shop Ideas 


Used-Car Stocks Up 


To 38-Day 


TOCKS of unsold used cars held 

by franchised new-car dealers 
rose to the second-highest level of 
the year on July 1, according to 
Automotive News’ estimates. 

The average dealer’s supply 
was good for 38.0 days of selling, 
compared with 35.9 days a month 
earlier. The July 1 count was sec- 
ond only to the year-opening in- 
ventory of 39.3 day’s supply on 
Jan. 1, 

Last year, the July 1 inventory 
represented a 28.1-day supply. In 
the six years in which AvuToMmoTIvE 
News has computed used-car inven- 
tories, the July 1 stocks have never 
been so high as this year’s, 

* + + 


O reasons are advanced by 
dealers for the increased used- 





New Volkswagen?— 


A German magazine, Der Stern, re- 
ported it had taken this picture of car 
turning Volkswagen's test oval near Wolfs- 
burg and said the car is the long-awaited 
“new” Volkswagen. The car apparently is 
about the size and shape of the present 
Taunus 12-M. 


Latest News 
From Europe 


By George L, Glaser 
European Correspondent 

RANKFORT.—First pictures of 

what was said to be Volkswag- 

en’s new car have appeared in Ger- 
many in Der Stern, a weekly maga- 
zine. 

Judging by the rather fuzzy 
pictures, the new car will be 
about the size and shape of the 
present Taunus 12-M. 

Der Stern, in printing the pic- 
tures, said it succeeded in following 
a Volkswagen van which brought 

(Continued on Page 8, Col, 5) 















Business Barometer 


Automotive News Economic Index — 


83.1 Percent of Last Week 
97.2 Percent of Like Week Last Year 


(July 18, 1960) 
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Dealers Consider 


Ford Ad Study 


Plans to Increase 


Efficiency Studied 
By John K. Teahen Jr. 


Associate Editor 


HAIRMEN of the Ford Dealers 
Advertising F und Committees 
from Ford Division’s 36 sales dis- 
tricts discussed methods of increas- 
ing the efficiency of the local coop- 
erative advertising operation at 4 
meeting in Dearborn last week. 
Conferring with the dealers 
were Duane D. Freese, of Ford 

Motor’s Dealer Policy Board, and 

Ford Division executives includ- 

ing James O. Wright, general 

manager; Charles R. Beacham, 
assistant general manager, and 

M. S. McLaughlin, general sales 

manager. 

Also on hand were officials of J. 
Walter Thompson Co., the agency 
which handles advertising for the 
division and its dealers. 

The Ford Dealers Advertising 
Fund is an independent corporation 
set up in each of the division’s 36 
districts to handle coop ads at the 
local level. 





Supply 


car supply: The used-car market is 
still lethargic and new-car sales, 
continuing at stratospheric levels, 
have poured a torrent of tradeins 
onto dealers’ lots. 

The cleanup this year, said a 
Western dealer, will have to in- 
volvé used cars as well as un- 
used ’60s. If used-car stocks are 
not reduced drastically this sum- 
mer, he warned, dealers will find 
themselves with an overload of 
used pieces when the ’61s arrive, 
trapping floor-plan money and 
plunging dealers into an inferior 
trading position. 

Dealers reporting from the field 
say they simply have not been able 
to get used cars moving, although 
a Chicago volume dealer said the 
only trouble is that the used-car 
market “is more ‘normal’ than it 
was in ’58 or ’59.” 

A factory used-car manager last 
week was quoted as saying, “We 
don’t like what we see, although it’s 
not really bad.” 

+ +* * 

SKED to comment on the used-|} 

car outlook for the rest of the 

summer, a Midwest dealer said,| § 
“With the high new-car inventory | a. 
in the industry, we cannot see 
where used cars will improve on a 
profit basis. However, unit-wise, 
sales should improve.” 

In the Southwest, a dealer who 
admitted used-car stocks were 
heavy said that independent used- 
car operators were in particularly 
tough shape. 

“They are loaded with cars,” he 
said, “and finance companies are 
cutting back the amount of floor 
plan available to them.” 


A Western dealer said summer 
looks “fairly good” because he has 
a low inventory. He elaborated: 
“We are in a current position re- 
garding our book values on our 
used-car inventory. Prices dropped 
rapidly in our area this spring and 
many dealers ‘locked in’ at high 
costs.” 











Quick Repairs in the Open— 


Because it is possible to do all kinds of auto repairs outdoors most of the year in 
Miami, Don Allen Chevrolet has 12 of these repair stalls. The three stalls shown above 
are used for quick service, new-car preparation and wash jobs. (Allen story on Page 34.) 

ese oe 







































* * 


_— money for these ads comes 
from the dealers, who assess 
themselves a certain amount per 
unit. The figure varies from dis- 
trict to district. In Detroit, for ex- 
ample, the assessment is $7 on Fal- 
cons and $13 on standards and 
Thunderbirds. 

Ford Division puts this amount 
on the dealer’s invoice and turns 
the money over to the advertis- 
ing agency. Its expenditure is ad- 
ministered by a dealer committee 
selected by the retailers in each 
district. 

The fund, therefore, is apart from 
the division’s advertising program, 
and it also is separate from any 
advertising an individual dealer 
may choose to place for his own 
dealership. 

The corporation’s Dealer Policy 
Board recently completed a survey 
of the operation of the Dealers Ad- 
vertising Funds at the district level. 
The study reportedly was made be- 
cause some dealers felt they were 
not receiving maximum benefit 
from their contributions. 

* od a 
At LAST week’s meeting Freese 
presented recommendations and 
suggestions based upon this study. 

One recommendation concern- 
ed a greater turnover of commit- 
tee members in each district. 
Some dealers apparently had 
complained that the same men 
were serving on the committees 
year after year. 

It was suggested that a dealer be 
permitted to serve a maximum of 
three years on the committee and 
then retire from the group for at 
least a year. (Some districts already 
limit the tenure of committeemen.) 

Along the same line, it was rec- 
ommended that vacancies on the 
advertising committees be filled by 
election, rather than by appoint- 
ment. 






Vancouver Layout— 


This is a small section of the service department at Johnston Motor Co., Ltd. (Chrys- 
ler), Vancouver, B. C. Customers can drive in one end of the building, have their cars 
serviced and drive out at the other end of the building. 

* 
























* hd * 


DEALER in the Rockies said, 

“Used cars are going well in 
the 1957-and-older group and we 
expect this to continue,” 

Another dealer noted that 
prices continue to soften on the 
used pieces and remarked, “Sale 
prices become everyday offerings 
after the sale period.” 

The used-car inventory on July 1 
was up 5.8 percent over the previ- 
ous month despite the fact that a 
greater number of dealers in July 
managed to hold stocks inside the 
theoretical 30-day limit. 

This apparent paradox came 
about for two reasons: There were 
almost 50 percent fewer dealers 
with stocks good for less than 15 
days of selling and there was a 
greater concentration of dealers 

(Continued on Page 4, Col, 1) 






New Southwest Service Operation— 


Smiley-Berge Motor Co. (Ford) has moved into these new service facilities in Mesa, 
Ariz. The dealership has been expanding ever since it went into business in 1939, The 
32,000-square-foot building represents a $225,000 investment by R. C. Smiley and 
C. M. Berge. The dealers are pleased with their new plant but refuse to alter their 
well-known slogan, ‘Old-fashioned integrity together with America's greatest car 
values.” 







+ * of 
TSE policy board suggested that 
there would be a better line of 
communication between the ad 
committee and the other dealers in 
the district if four or five “field 
meetings” were held each year, 
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Auto Production .............. ° 89,881 71.4 73.0 Every dealer in the district would 
Truck Production .............. 14,982 62.9 58.4 be invited to these meetings and 
Auto Registrations—Year to date.. 2,815,305 oy. 112.5 (Continued on Page 4, Col, 4) 
Truck Registrations—year to date. 405,918 Fis ¢ 105.9 nee ena 
Steel Production—tons ......... 1,203,000 79.7 109.7 ° 
Lumber Production—Board feet... 237,909,000 94.0 106.0 2 Fined $40 Each 
Paperboard Production—Tons.... 174,810 56.6 97.0 : 
Soft Coal Output—tons ........ 1,775,000 19.7 96.5 I mn Sticker Case 
Oil Refinery Output—Borrels ..... 51,433,000 102.7 105.7 
Electric Output—Kilowatt hours.... _13,031,000,000 91.5 96.5 oc ang. ge elo mongpre S aapeee 
Barometer Freight Cer Loadings 340,957 99.6 93.2 i adie of Fells City Auto Im- 
Department Store Saies Index .. 125 100.8 114.7 ee i fined $40 As in Fed- 
Stock Market Price Index....... 407.7 100.9 93.6 po 1 District C h f -, 
U.S. Geverament Spending eral District Court here for remov- 
—Fiscal year to date $1,961,217,000 95.4 ing the price stickers from four 
Commercial and Industrial Loans $31,625,000,000 100.1 yd ae ee Gene tat 
Savings RE ees seseee $31,088,000,000 100.4 100.4 lam 5B. Jones, United es 
U or Pele A eee wigs $939 99.2 91.5 district attorney, said the violation 
Be = Fellures salon, Ashtead 271 97:5 1143 occurred on a lot operated by the 
oe sowie Srioten , : Morguelans at Clay and Broadway. 
Stocks July 13 July 6 1960 Range Stocks July 13 July 1960 Range se _ the firm are in 
effersonville, Ind. 
AMC....... 21% 22% 291-21 aka nian 44% 44 50%-41% || Equipped to Handle Imports— a The Morguelans’ attorney said 
Chrysler... 44% 44% 71% -42% Mack...... 344%, 35% 52%-34% Wayne King and Gene Goebel of King and Goebel Motors have invested in modern| they had removed only portions of 
DES cases 67% 67 92% -64% Ds pa inecs 9Y%e 8%, 24%- BY, || equipment for the service department in their new exclusive Simca dealership in| the stickers and that their purpose 
GM........ 434%, 44 55% -43 White..... 46, 46% 67%-45 Thousand Oaks, Calif. They are equipped with adequate parts and service all imported | Was to conceal from competitors 


their source of supply. The price 
remained on the stickers, he ‘said. 





cars. Capital outlay for the new dealership, including building, land, parts and service 
facilities, and equipment, totals more than $250,000. 
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Dealer Forum 


by Robert M. Finlay 


——— peddle so much 
garbage under the heading of 
“quality” in the auto business that 
the term has taken on a faint odor. 

However, every once in a while 
someone takes a refreshing ap- 
proach to it. Like the dealer dis- 
cussing quality dealer programs 

who said: 

“The primary problem in this 
regard is not so much the adop- 
tion of a quality-dealer program 
as it is one of a quality manu- 
facturer program.” 

Then there was the reporter dis- 
cussing a sneak preview of a new 
car who said: 

“The car looks like a 
far as workmanship goes.” 

This assumes an accepted stand- 
ard of sloppiness as well as of ex- 
cellence. 


as 


* * * 


Industry Report 

AUL E. RUCH is the dealer we 

referred to, and he made the 
quality manufacturer reference in 
an industry-relations report to the 
Pennsylvania dealer convention. 
Ruch is a mem- 
ber of NADA’s 
Industry Rela- 
tions Committee 
and is chairman 
of the national 
Dodge make com- 
mittee, His point 
is well taken. 

Obviously, we 
would have a lot 
fewer industry 
problems if qual- 
ity distribution Paul E. Ruch 
were the standard of the industry. 
Too often sales executives have the 
assignment of moving cars at any 
price. 

Under such a setup, it becomes 
smart to be tricky. The executive 
is rated by the short-term stand- 





Buildout Bonuses 
Set by Plymouth, 
Rambler American 


DETROIT.—Buildout bonuses of 
$75 and $150 on Plymouths and $75 
on Rambler Americans have been 
announced to dealers. 

Plymouth dealers have been 
given a July 1-Sept. 30 quota which 
is equal to their April, May and 
June sales total. They receive $75 
per car for sales between 40 and 65 
percent of quota and $150 per car 
for sales in excess of 65 percent of 
quota. 

The payments are not retroactive, 
and they do not apply to Valiant 
sales. The program includes all 
Plymouth dealers except those in 
the Western area. The Western 
dealers are working under a dif- 
ferent bonus arrangement, 

The $75 rebate on Rambler Amer- 
icans began July 11 and will con- 
tinue until Sept. 30. In addition, 
salesmen receive 1,000 prize points 
for American sales during that pe- 
riod. 
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ard of moving cars today, rather 

than the long-term wellbeing of 

the manufacturer and _ his dealers. 

We recall a sales executive who 
was selling the volume theory of 
sales to his dealers. 

“We show them,” he said, “how 
their overhead per car goes down 
as they spread it over more units. 

“And this is true. The only thing 
is, if the market turns around and 
they can’t sell in volume. when they 
are set up to do so, they get hurt.” 

And the market always turns 
around, sooner or later. 

* * * 

Quality of Product 
Ana aspect of the quality 
manufacttrer program men- 
tioned by Ruch igs the construction 
of the product itself. Right here, 
said Ruch, it would be well to ask: 

“After 50 years of building au- 
tomobiles, why are we still receiv- 
ing poor quality merchandise? 
Today’s cars are the result of 
faulty design, engineering and 
production.” 

Ruch said that he can remember 
the day when dealers, to say noth- 
ing of customers, would not have 
accepted Many cars we are receiv- 
ing in almost every shipment. 

Ruch’s report was by no means 
an unmixed diatribe against the 
factories. He made it clear that 
dealer-factory relations were im- 
proving, with great progress having 
been made in communications. 

Ruch said that the door is open 
wider than ever before for discus- 
sion of overall industry problems. 

He felt, however, that dealers 
should utilize to a greater degree 
the facilities of their own manu- 
facturers’ vice-presidents or ex- 
ecutives in charge of dealer rela- 
tions. 

They should also fully utilize 
their own factory dealer councils, 
he said. 


Other Problems 


A==— the other problems men- 
tioned by Ruch: 

1. Inadequate economic forecast- 
ing that has resulted in tremendous 
dealer losses due to markets we 
have been unable to accommodate 
through lack of the right merchan- 
dise at the right time. “Their fore- 
casting was also a trifle late on 
compact cars, but soon we will have 
them running out of our ears.” 

2. Makers overestimated the 1960 
market and while they cut back 
“we now have over one million new 
cars in dealer inventories.” 

The inventory situation is com- 
plicated by the increasing trend 
toward tailor-making or customiz- 
ing cars, which makes it more dif- 
ficult to sell out of stock. 

“However,” Ruch said, “the 
manufacturers, one in particular, 
stated that they are bending 
every effort toward finding a so- 
lution to this problem, and prom- 
ised that NADA would be pleased 
with their attempts toward solv- 
ing production and distribution 
problems.” 

Ruch was critical of advance pub- 
licity on future models. In connec- 
tion with build-out bonuses, he 
said: 

“In this connection, bonuses take 
on special significance this year 
when one manufacturer started 
talking about 1961 models in May 
(the height of our selling season) 
and this same manufacturer stated 
that its entire 1961 lines would be 
on display in Illinois on Sept. 12, 
1960. 

“Other factories have already 
indicated plans for 1961 which 
cannot help but confuse an al- 
ready confused buyer .. . 

are they obsoleting our 
current models many months before 
we will receive our first shipments 
of 1961s?” 

He asked: “Should not the 5 per- 
cent begin earlier than usual when 
our makers publicly advise our cus- 
tomers what and when to expect 
that wonderful 1961 model, when 
we are stil] extolling the virtues of 
that wonderful, wonderful 1960 
model?” 


* 





Many Dealers See Status Quo... 





Outlook on ’61 Prices 


By John K. Teahen Jr. 
Associate Editor 
C MAY be wishful thinking, but 
many of the nation’s auto deal- 
ers are betting that their manufac- 
turers will hold the line on the 
prices of their ’61 models. 

More than half the dealers con- 
tacted in an Automotive News 
spot check expect no general 
price hike this fall. A few are 
resigned to an increase, and the 
‘others are keeping their fingers 
crossed. 

Typical of the dealers who ex- 
pect the factories to hold the line 
was a Great Plains Ford merchant 
who remarked, “If they raise prices 





again, dealers will be in real trou-; price break in several years. Prices 


ble. We’ve absorbed all the in- 
creases we can afford.” 

* * * 
PENNSLYVANIAN was even 
more emphatic. “The factories 

better hold the line this year,” he 
declared. “If they don’t, they'll be 
retailing the cars themselves.” 

A Rocky Mountain Chevrolet 
dealer didn’t see much hope for 
price stability in 1961. “The 
manufacturers will argue that 
they could absorb one year of in- 
creased costs, but can’t stand 
two,” he commented. 


Last fall, the auto makers gave 
dealers—and the public—their first 


Main Service Center at Lander Motors— 


Lander Motors’ 


main service center, above, is 80 feet long with access on two 


streets. This building is devoted only to mechanical work on customers’ cars. There 
is a second building housing the body and paint shop, for new-car conditioning and 
used-car reconditioning. (See story on Page 29.) 


Iowa Dealers Set to Push 
U.C. Warranty Program 


By Fred M. Lazell 
Staff Correspondent 

DES MOINES.—With the time 
limit for an appeal of the case 
against its used-car “Guaranteed 
Warranty” program having expired, 
the Iowa Automobile Dealers Assn. 
soon will launch another sales cam- 
paign on the plan which has 
brought them increased used-car 
business. 

The plan, which guarantees the 
used-car buyer a 15 percent dis- 
count on both parts and labor for 
any repairs within one year, was 
attacked in Federal District 
Court here by Sales Engineering 
Institute, Inc., and Carmel S, La- 
Fleur, Detroit Lakes, Minn. The 
plaintiffs charged that the IADA 
warranty had infringed their own 
copyrighted warranty plan. 

Federal District Judge Robert 
Van Pelt, in his ruling here April 
25, held that the “defendant Iowa 
Automobile Dealers Assn, has not 
infringed plaintiff's warranties” 
and sustained the Iowa associa- 
tion’s motion to dismiss the case. 

The Iowa warranty provides that 
the 15 percent discount will be al- 
lowed by any Iowa dealer partici- 
pating in the program, regardless 
of from whom the customer pur- 
chased the car. Thus, it gives the 
car owner on tour a guarantee of 
receiving the discount for any re- 
pairg necessary at some location 
other than his home. 

Each customer buying from an 
IADA member of the plan is given 
a billfold-sized list showing names 
and locations of the other partici- 
pating dealers. The plan even per- 
mits owners of a certain make to 
get repairs from a dealer of an- 
other make in a small town where 
there may not be a dealer which 
handles the owner’s line. 

Customers are advised that 
they need not present their war- 
ranty membership card until after 
the repair bill has been computed. 

Al Kahl, IADA executive vice- 


president, said the plan has been a 
distinct aid in used-car sales, par- 
ticularly in competing against non- 
dealer association members who 
are not offering such a warranty. 

“Dealers have found it a clinch- 
ing argument in many a closing 
room,” Kahl said. 

Kahl reported that 488 IADA 
dealers were members of the plan 
as of July 1. 


He’s for Estes 


MEMPHIS.—Auto Dealer Joe 
Schaeffer has been named to the 
Businessmen for Kefauver Com- 


of 60 models were a minimal 0.3 
percent above those of comparable 
"59s. 

By comparison, prices jumped 
7.17 percent in 1957, 3.35 percent as 
the 1958 recession got under way 
and 2.65 percent in 1959. 

* * * 


HE ’60 introduction period found 

some makes holding the line on 
every model while other manufac- 
turers cut prices on several units. 
There were some increases, too, but 
they were considerably less than 
those of the preceding three years. 

Accessory prices also declined 
in many instances last fall. 
Radios, heaters, automatic trans- 
missions and V-8 engines were 
among the items affected. 


It is too early to determine 
whether the factories will hold the 
line again for '61, since pricing is 
traditionally the final step in bring- 
ing a new model to the market. 

In anticipating next fall’s price 
schedule, the observer Must con- 
sider such factors as auto wages 
and tooling costs, the price of steel 
and other components, changes in 
model lineups—and just how much 
the customer is willing to pay for 
a car. 

+ * * 
wc have risen 3 cents per 
hour thus far this year, and 
they will jump at least 6 cents more 
before the new models appear. 

The 3 cents was due to cost-of- 
living adjustments, while the 6 
cents is the result of the annual 
improvement factor written into 
the labor contracts signed two 
years ago. 

The improvement factor, which 
takes effect Sept. 1, is 6 cents per 
hour or 2% percent of the work- 
er’s hourly rate, whichever is 
greater. 

There were wage hikes in 1959, 
too, and the prices of ’60 models 
did not rise. Some observers believe 
this indicates a price boost this fall. 

Tooling for new models is a mul- 
timillion-dollar item at every plant, 
but these costs may be minimized 
to some extent this year because 
of the modest changes expected 
in most of the present compact 
cars. 

* * oa 

Bae, Oldsmobile, Pontiac and 

Dodge will have major tooling 
expenses in bringing out their new 
compacts, but it is felt that these 
costs will be allocated to the new 
cars themselves, rather than being 
shared by the full-sized models in 
these lines. 

The steel situation is the knot- 
tiest in the ’61 auto price picture. 
Wages of steel workers will rise 
7 cents per hour Dec, 1, and a 
price increase is virtually certain 
to follow. The boost may be about 
$7 per ton. 

Auto men are in a difficult posi- 


mittee. Senator Estes Kefauver, | tion since they must announce their 


Tennessee Democrat, is a candi- 
date for reelection next fall. 


’61 prices before the steel industry 
(Continued on Page 84, Col, &) 


On the House... 


were off... 


pliers . 





Wembom 
swapped among dealers .. 


Absence of price and term advertising has boosted, 
rather than curtailed, new-car sales in San Antonio. 
Registrations from May 1 through June 25 show 
San Antonio sales up while Dallas and Fort Worth 
DeSoto has sent a memo to editors 
that there will be a 1961 line of DeSotos, in the 
hopes of heading off “further false rumors”. . 
We hear that one large paint company has lopped 
as much as 20 cents off the gallon price for its auto 
finish, causing consternation among smaller sup- 


New York City dealers have won their fight 
against city applying gross receipts tax on cars 
. Pennsylvania dealers lost, by one vote, 


on @ bill which would allow dealers the 2 percent collection com- 


mission on motor vehicle sales .. 


. Bud Barish, Chrysler-Plymouth 


dealer in Los Angeles, has offered a $250 scholarship for a local 
high school student selected for his automotive talents; following 
his training, Barish agrees to employ the scholarship winner. Here’s 
an idea that all dealers might pursue. . 

Although 95 percent of Chicago’s dealers voted for a state law 
banning Sunday sales, only 40 percent of the dealerships closed vol- 


untarily the first Sunday . 


Auto men were successful in eight of 


nine tries for nominations in recent Iowa primaries. 


—Pete Wemuorr, Editor, 
Automotive News 
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60 Stocks Declining 
From 1,034,000 Crest 


(Continued from Page 1) 


amounted to an 89-day supply at 
the latest reading, the domestic in- 
ventory declined to a 51-day supply 
on July 1 and was tending lower 
ag strikes and changeovers retard- 
ed the flow of cars from factories. 
oe x oa 
co July inventory surpassed 
June’s 1,024,090 domestics (a 54- 
day supply) by about one percent. 
A total of 908,152 cars was in dealer 
possession or in transit on July 1 
of last year—14 percent below the 
current stockpile. 

With the arrival of the cleanup 
quarter, company executives are 
holding to the theory that the all- 
time-high load of new cars is nec- 
essary and normal because of the 
greater mix of models and engines. 
The compacts, with six down and 
four in the offing, have assertedly 
complicated this inventory situa- 
tion. 


“Under present conditions,” 
General Motors’ James M. Roche 


U.C. Supply Rises 
To 38-Day Level 


Inventory Highest 
On Record for July 


(Continued from Page 2) 


with extremely high stocks—those 
good for 90 days or more of selling. 
* * * 





O* DEALERS reporting on July 
1, only 4.8 percent said their 
inventories were in the 15-days-or- 
less category, compared with 9.1 
percent a month earlier, This was 
the smallest proportion in this 
category in Automotive News rec- 
ords running back through 1955. 

More than half of reporting 
dealers—52.4 percent—put them- 
selves in the 16-to-30-day class, 

with 45.5 percent the 
month, 

Dealers with supplies over 30 
days numbered 42.8 percent, com- 
pared with 45.4 percent a month 
earlier. 

But the supplies reported ranged 
ali the way up to 102 days on July 
1, compared with a top-end figure 
of 80 days a month earlier, It was 
the first time since March, 1958, 
that the maximum quotations on 
stocks had exceeded 100 days. 

A year ago on July 1, 18.8 percent 
of reporting dealers said inventor- 
ies were good for 15 or fewer days 
of selling, 56.3 percent were under 
30 days and 24.9 percent were over 
30 days. Range of stocks reported 
was six to 75 days. 


End of Discount 
On Truck Tires 
Ups Price 71 Pct. 


AKRON.—The rubber industry's 
major tire producers have discon- 
tinued the temporary 7% percent 
discount to dealers on some lines 
of truck tires, resulting in a simi- 
lar boost in price to truck opera- 
tors. 

The high price of natural rubber 
in recent months and increasing 
manufacturing costs caused the 
action, said a spokesman for one of 
the producers. 

The discount elimination was in- 
itiated by U. S. Rubber Co. Similar 
action has been taken by Goodyear 


Tire & Rubber Co., Firestone Tire | Mar 


& Rubber Co., B. F. Goodrich Co., 
Seiberling Rubber Co. and General 
Tire & Rubber Co. 

The action applies to all highway 
and off-highway truck and heavy- 
duty tires ranging in size from 8.25 
to 11 inches cross-section in the 
tube type and 9 to 12 inches in the 
tubeless size, 

The end of the discount, estab- 


lished in May, 1959, boosts the price | }*®¥ 


of the popular size 10.00-20 rayon 
tube tire about $12, the spokesman 
said. The unit price of this tire be- 
fore the discount revocation was 


$151.55, he added. 





told an interviewer, “inventories 
in the 50-day-supply area are the 

normal approach from here on 
out.” 

Roche, newly named distribution 
vice-president for GM, forecast a 
“very orderly cleanup” and “man- 
ageable and low” carryover sup- 
Plies when the ’61s arrive at dealer 
showrooms. 


~ * * 

A FORD castings strike that has 
hobbled Falcon-Comet produc- 
tion indicates the industry will fall 
short of the scheduled 450,000 cars 
for the month. This, Ford spokes- 
men said, will put a new crimp in 
Falcon and Comet inventories, 
which were at a month’s supply or 

less when the strike began, 
Industry sources estimated that 
the July inventory averaged 31 new 


domestic cars per dealer. 
* ok * 

A JULY downswing in new-car 

stocks is not an unusual occur- 
rence, although it failed to happen 
last year. The inventory a year ago 
spurted in July to a 1959 high of 
976,390 cars on Aug. 1 before slump- 
ing during the cleanup. 

Earlier years showed the follow- 
ing July pattern: 1958 (recession 
year)—675,598 to 630,656; 1957—745,- 
211 to 704,745; 1956—679,596 to 588,- 
172, and 1955 (boom year), 813,591 
to 806,947. ; 


New-Car Stocks 


Domestic Makes 
(Compiled by Automotive News) 





Dealers 
Cars Cars in Total 
In Transit Potential 
Period Field to Inventory 
Ending Dealers Stocks 
dan, 1, ’50.... 251,754 188,500 440,254 
April 1, ’50.... 276,136 158,000 434,136 
duly 1, ’50.... 311,084 167,500 478, 
Oct, 1, ’50.... 2 7 157,800 366,167 
dan, 1, ’51.... 305,888 89,900 404,788 
Apr. 1, ’51.... 406,541 138,500 545,041 
duly 1, ’51.... 357,606 90,700 . 
Oct, 1, ’51.... 250,762 719,500 330,262 
dan, 1, ’52.... 224,968 31,000 968 
April 1, ’52.... 213,391 83,000 296,391 
duly 1, ’52.... 193,462 1500 277,962 
Oct, 1, °52.. 556 89,000 556 
Jan, 1, '53.... 291,671 83,300 374,971 
April 1, °53.... 445,882 9300 535,182 
duly 1, ’53.... 479,698 82,800 562,498 
. 1, *63.... 519,037 60,800 579,937 
Jan, 1, '54.. 125 36,600 464,725 
April 1, ’54.... 541,911 64,000 605,911 
duly 1, ’54.... 445,665 62,500 508,165 
Oct, 1, ’54.... 267,469 000 296,469 
Jan, 1, ’55.. 881 68,500 362,381 
April 1, °55.... 544,038 99,500 643, 
duly 1, ’55.... 736,591 77,000 813,591 
Aug. 1, 55... 735,447 71,500 806,947 
Sept. 1, ’55.... 675,964 37,300 713,264 
Oct, 1, ’55.... 489,475 48,900 538,375 
Nov, 1, ’55.... 481,735 87,600 569,335 
Dec, 1, ’55.... 645,707 77,400 723,107 
dan, 1, '56.... 755,177 +300 47 
Feb, 1, ’56.... 801,4 900 870,399 
Mar, 1, ’56.... 840,089 63,700 903,789 
April 1, ’56.... 827,977 68,100 898,669 
May 1, ’56.... 846,285 300 902,585 
June 1, ’56.... 746,012 52,890 798,902 
duly 1, °56.... 613,451 568 679,596 
Aug, 1, °56.... 551,081 53,026 588,172 
Sept. 1, ’56.... 456,013 48,382 504,395 
Oct, 1, ’56.... 288,103 25,900 314,003 
Nov, 1, ’56.... 212,967 65,008 277,975 
Dec, 1, ’56.... 318,587 19,656 398,243 
dan, 1, ’57. 1,850 50,168 512,018 
Feb, 1, ’57.... 561,934 68,100 630,034 
Mar, 1, 57. 1608 A400 733,008 
April 1, ’57.... 682,790 63,125 745,915 
May 1, ’57.... 677,705 ,500 737,205 
June 1, °57.... 724,329 63,420 187,749 
duly 1, ’57.... 682,121 63,090 745,211 
Aug, 1, °57.... 645,445 59,300 704,745 
Sept. 1, ’57.... 684,484 45,062 729,536 
Oct, 1, ’57.... 547,549 25,085 572,634 
Nov, 1, ’57.... 380,740 300 449,040 
Dec, 1, ’57.... 460,149 71,800 531,949 
Jan, 1, ’58.... 597,208 55,000 652,208 
Feb. 1, ’58.... 725,003 54,100 779,103 
Mar, 1, ’58.... 821,566 44,000 365, 
April 1, °58.... 783,201 45,900 833,201 
May 1, ’58.... 738,464 38,500 776, 
June 1, ’58.... 704,751 36,500 741,261 
duly 1, ’58.... 630,598 45,000 75,598 
Aug, 1, ’58.... 600,656 30,000 630,656 
Sept. 1, ’58.. * 7,700 463,684 
Oct, 1, °58.... 291,397 21,500 312,897 
Nov. 1, ’58.... 241,382 45,100 286,482 
Dec, 1, °58.... 387,131 73,200 460,331 
Jan, 1, ’59.... 477,009 67,000 544,099 
Feb, 1, °59.... 608,525 58,200 666,725 
. 1, 59.... 643,239 63,600 106,839 
April 1, 59 = ..710,382 66,620 177,002 
May 1, ’59.... 766,185 68,000 834,185 
June 1, ’59.... 845,920 63,300 900,220 
duly 1, ’59.... 844,152 64,000 908,152 
Aug, 1, '59.... 928,390 48,000 976,390 
Sept, 1, ’59.... 688,035 15,000 703,035 
Oct, 1, °59.... 467,038 52,500 519,538 
Nov, 1, ’59.... 472,400 51,000 523,908 
Dec, 1, ’59.... 387,972 20,000 407,972 
Jan, 1, ’60.... 510,467 56,000 566,467 
Feb, 1, ’60.... 687,153 85,200 772,353 
Mar, 1, ’60.... 862,334 77,000 939,334 
April 1, ’60.... 934,427 72,000 1,006,427 
1, 60.... 942,894 800 1,000,694 
June 1, ’60....*953,000 71,000 *1,024,000 
duly 1, 60. 808 44,000 1,034,808 
t Field stocks include cars actually at 


dealerships, those warehoused by dealers 
and factories, and demonstrators. 

* Revised. 
LT 





Sales Records for Imported Cars 


13 Months 
Pet. Gain 
in Pene- 
tration 
of Over Pre- 
Units Industry vious Month 
May ’59.. 54,377 9.32 —0.21 
June ...... 57,211 9.78 5.50 
duly - ...... 56,138 9.94 1.64 
Aug. ...... 56,187 10.56 6.24 
Sept. .... 53,787 1L.76 11.36 
Oct, ...... 1,923 9.73 —17.26 
Noy, ...... 47,430 1L.11 14.18 
anes 54,609 12.71 14.40 
dan. ’60.. 40,420 9.40 — 26.04 
Feb. ...... 42,704 8.64 —8.09 
March .. 50,310 8.43 —2.43 
April .... 48,283 1.46 —1151 
May ...... 45,623 71.05 —5.50 


13 Years 


Pet. Gain 
in Pene- 


tration 
Pet. of Over Pre- 


1948 ...... 16,133 46 1433.33 
BO acess 12,251 25 —45.65 
1950 ...... 16,336 26 4.00 
1951 .. 20,828 Al 57.69 
1952 _...... 29,299 -70 70.73 
1953 ...... 28,961 50 —28.57 
1954 ...... 32,403 59 18.00 
1955 ...... 58,465 82 38.98 
1956 ...... 98,187 1.65 101.22 
1957 ...... 206,827 3.46 109.70 
1958 ...... 378,517 8.13 134.97 
1959 __......609,539 10.11 24.35 
1960 to 
Date ...... 227,404 8.08 — 20.08 


© 1960, Automotive News 





Import Sales Decline Again, 
Trail 1959 for First Time 


(Continued from Page 1) 


and a high of 12.71 percent last 

December. 

May’s penetration was the shal- 
lowest achieved by imports since 
March, 1958, when they accounted 
for 6.56 percent of all sales. 

¥ * ot 


ERCEDES-BENZ moved into 

10th place among imports in 
May while Simca, which had rank- 
ed No. 8 the previous month, was 
pushed out of the Top Ten. 

In terms of volume, Opel, 
Austin-Healey, Triumph, Peugeot 
and Mercedes-Benz all sold more 
cars in May than in April, al- 
though the overall import market 
was shrinking. Biggest gain was 
scored by Opel. 

In comparison with May a year 
ago, MG, Peugeot and Mercedes- 
Benz are new members of the Top 
Ten, having replaced Simca, Hill- 
man and Vauxhall. 

Among makes which were in the 
Top Ten during May in both years, 
only Volkswagen and Austin- 


584| Healey sold more cars this year 


than in the 1959 month. 
- * a 
OLKSWAGEN continued as No. 
1 seller in the import market 
in May although its share of sales 
was not so large as it had been 
in the previous two months. 
Renault continued in second 
place and Opel strengthened its 
hold on third, moving farther 
ahead of fourth-ranking English 
Ford and closer to Renault. 
Market observers are intrigued 


538| by the fact that Opel has moved 


ahead in the import race while its 
sister General Motors captive, 
Vauxhall, has fallen out of the Top 
Ten. 

Fiat clung to fifth place for May, 
although it was only 11 units ahead 
of Austin-Healey in No. 6 ranking. 
A month earlier, Fiat held a lead 
of more than 400 units over A-H. 

+ * * 


RIUMPH continued in seventh 
spot, but MG moved up a notch 
to replace Simca as No. 8. 
Peugeot also moved up one 
rung on the ladder, to ninth 
place, to make room for Mer- 
cedes-Benz in 10th, 
For the first five months of the 


Ford of Canada 


iss Adopts Plan to Aid 
1! Dealer Candidates 


TORONTO. — In a step to 
strengthen its Canadian dealer or- 
ganization, Ford Motor Co. of Can- 
ada, Ltd., is offering financial as- 
sistance to qualified candidates for 
new dealerships. 

The program was announced by 
President Rhys M, Sale, who said: 
“Our overall objective is to add 
strength to the company’s dealer 
organization and improve our per- 
formance in the Canadian market.” 

The plan calls for the company 
to provide operating capital assist- 
ance to qualified prospective dealer- 
ship operators, Ford of Canada 
will also supply management coun- 
sel and guidance by experienced 
personnel. 

The Ford of Canada system is 
similar to the Dealer Development 
program which the parent company 
operates in the United States. 


year, among makes listed in the 
Top Ten in both 1959 and 1960, only 
Volkswagen and Renault increased 
their volume. 

Simca declined most sharply, sell- 
ing fewer than half as many in the 
1960 period as it did in 1959. 

ee oe 





May Sales Score 


For Imports 
New imported-car registrations 
for May: 

1960 1959 

Pos. Make Pos. 

1—12,429 Volkswagen 9,986— 1 

2— 5,874 Renault 7,065— 2 

3— 2,843 Opel 3,744— 4 

4— 2,122 English Ford 3,982— 3 

5— 1,944 Fiat 3,351— 5 
6— 1,933 Austin- 

Healey 1,742—10 

j— 1,842 Triumph 2,198— 8 

8— 1474 MG * 

9— 1,392 Peugeot * 

10— 1,327 Mercedes-Benz * 

Simca 3,274— 6 

Be Hillman 2,789— 7 

* Vauxhall 2,100— 9 

12,443 All Others 14,146 
Total All Makes 
45,623 54,377 


* Not in Top Ten. 


Ford Dealers Sift 
Study to Raise 
Ad Efficiency 


(Continued from Page 2) 
open discussions would be held on 
upcoming ad plans. 

The board also felt that com- 
mittee membership should be 
weighted by location as well as 
by volume, thus giving dealers in 
outlying areas a chance to par- 
ticipate. 

For example, in a district which 
includes a major metropolitan mar- 
ket, the big-city dealers might sell 
70 or 80 percent of the district’s 
cars and might dominate the ad 
committee, The board suggested 
that a few smaller dealers in such 
an area also be given seats at the 
committee table, ; 

* 





k ok 
NE district chairman felt this 
would give the smaller dealers 
a better understanding of the op- 
eration of the advertising fund. 

He explained, “Sometimes a small 
dealer will complain because the 
amount allotted to his section isn’t 
enough to make much of a splash. 
But that isn’t our fault. We try to 
spend each dealer’s contribution in 
his city, town or trading area.” 

In general, the policy board 
urged better long-range planning 
to assure that each dollar contri- 
buted to the fund will be spent 
where it will do the most good. 

A committee chairman who at- 
tended the conference said he and 
other dealers felt it was a worth- 
while session. 

He emphasized that no “ground 
rules” were imposed and that there 
was ho attempt by the factory to 
assume direction of the district ad 
funds. Recommendations were 
made and discussed, but the deal- 
ers were not obliged to adopt them, 
he said. 





Shop Volume Up, 
Dealers Report 


Customer Labor Soars 
16 Percent in Year 


(Continued from Page 1) 
exclusively in servicing ears and 
trucks in the dealership. 

* Ea Ba 


UNE volume surpassed May by 

the following amounts: Custom- 
er labor sales, 10.9 percent; number 
of repair orders written, 14.7 per- 
cent; total parts and accessory 
sales, 15.3 percent, and shop parts 
sales, 14.9 percent. 

The survey disclosed the follow- 
ing individual averages for June: 
Customer labor sales, $7,143; num- 
ber of repair orders written, 613; 
total parts and accessory sales, 
$12,725, and shop parts sales, $5,663. 

Seasonal factors, service re-em- 
phasis and shop expansions were 
given as reasons om for 
the June increases. y dealers 
said intensified competition 
against filling stations and inde- 
pendent garages finally was 
bringing back customers, but 
others confessed they were at a 
loss to fight the inroaders. 

An Illinois Chevrolet dealer, for 
instance, said his customer labor 
spurted 20 percent after a body 
shop expansion and hiring of two 
more mechanics, He combats the 
independents by emphasis on com- 
plicated repairs and a “welcome 
customer” approach. 

* 


* 
peers and accessory sales have 
mounted steadily for an Arizona 
Buick dealer who assigns his parts 
manager to develop service volume. 
“My parts man is the watchdog 
on work quality and the complaint 
expediter,” he explained. 
A Detroit Dodge dealer attributed 
a “tremendous” gain in volume to 
addition of second-shift men, 
* 


* 

A MASSACHUSETTS Chrysler- 

Plymouth dealer, for whom in- 
stallation of new equipment is a 
device to increase new-car sales, 
said “good workmanship, owner 
follow-up, direct mail and avoiding 
comebacks” have helped him build 
parts and accessory sales, 

A California Ford dealer who 
added two stalls is enjoying a 
daily shop fillup. A similar re- 
sponse came from a Dodge dealer 
in a remote New Mexico com- 
munity who uses telephone and 
personal followup on all service 
customers, keeps a card file, 
maintains a doubled-up parts in- 
ventory and feeds the service de- 
partment customers from a front- 
end “super-service” gas station. 
Concentration of major work has 

kept a Dodge shop in Wisconsin at 
maximum capacity of 175 cars a 


day for six months. 
* * * 


THER dealer observations about 
ways to raise parts and acces- 
sory sales were as follows: 

New Jersey (Pontiac): “Direct 
mail and factory wholesale com- 
pensation.” 

Pennsylvania (Chevrolet-Oldsmo- 
bile): “Work hard on wholesale 
buyers.” 

West Virginia (Oldsmobile): 
“Give the parts manager a monthly 

quota,” 

Kansas (Ford): “By selling lub- 
rication books (10 lubes for 
$8.50).” 

Michigan (Studebaker): “Stress- 
ing the advantage of expert serv- 
ice.” 





Imported-Car 
Registrations 


New imported-car registrations 
for five months: 


1960 1959 
Pos. Make Pos. 
1— 64,723 Ww 42,530— 1 
2— 33,270 Renault 30,503— 2 
38— 13,226 Opel 15,913— 4 
4— 13,063 Eng. Ford 18,382— 3 
5— 10,697 Fiat 15,016— 6 
6— 17,266 Simca 15,674— 5 
I— 17,240 Triumph 9,142— 9 
8— 17,172 Austin-Healey * 
9— 6157 MG * 
10— 6,062 Vauxhall 9,310— 8 
* Hillman 11,888— 7 
* Volvo 1,838—10 
58,528 AllOthers 57,986 
-Total All Makes 
227,404 234,182 


* Not in Top Ten. 
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“...act as if they want 
our business” 


says W.D. HAMMOCK, Ford dealer, 


Millington, Tennessee 


















“A finance connection that can help servicemen solve 
their special credit and insurance problems can handle 
any selling situation! CommerctaL Crepir has always 
given us this kind of assistance—and it’s especially 
important because 60% of our sales are to armed forces 
personnel. Their flexibility, fast service and lineup of 
offices across the country have helped us make sales 
that otherwise would have been lost. The people at 
CoMMERCIAL Crepir act as if they want our business, 
and this makes our salesmen feel very close to their plan. 
As an extra inducement, we pay a special bonus to 
salesmen for deals that include our House Plan.” 





Commercial Credit dealers 
are successful dealers 






Write or call the nearest CommerciAL Crepir CoRPORATION 
office for complete information on the benefits of COMMERCIAL 


Crepit Pian. Why not do it, today? 








aa ENE } Commercial Credit Company, Baltimore .. . Capital 
Fpl See § and Surplus over $240,000,000. . . offices in principal 
4 \ v : mag 

ey ‘Sy —_ 







wre F 
We’ oe A service offered through subsidiaries of the | 





cities of the United States and Canada. 
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First-Half Production Tops 254,000 Vehicles .. . 
Canadian Output at 3-Year High 





How Makers Fared in First Half... 


Canadian Car Output—'60 vs. 





By Martin L, Whitmyer 
Staff Writer 


Bp output in Canada climbed to 
its highest level since 1957 dur- 
ing the first six months of this year 
as the four car manufacturers 


turned out 208,821 units. 

The manufacturers also turned 
out 45,513 trucks to give the in- 
dustry a combined total of 254,334 


The 208,821. cars assembled in the 
first half marked a 4.4-percent in- 
crease over the 199,949 units built 


during the same period a year ago. 
The 45,513 trucks produced this 
year represented a 6.5-percent gain 
over the 42,749 commercial vehicles 
turned out last year in the first 
half. Truck output was at its high- 
est level since 1956. 

The 254,334 cars and trucks as- 
sembled during the first six months 
of this year were an increase of 
4.8 percent over the 242,698 vehicles 
turned out during the same period 
of last year. Combined car and 
truck output in the first half of 
this year was the highest reached 
since 1957. 

* * * 


Coane MOTORS and Chrys- 
ler Corp. were the only makers 
to show percent-of-industry gains 
over a year IM -up 1.61 per- 
centage points, and Chrysler up 0.66 
points. Car makers showing a def- 
icit from the first six months of 
1959 were Ford Motor Co., off 1.56 
points, and Studebaker-Packard 
Corp., off 0.71. 

GM and Ford were the only 
makers among the truck pro- 
ducers to show percent-of-indus- 
try gains over a year ago—GM 
rising 3.74 points, and Ford up 
1.88 points. 

Truck producers showing a de- 
cline from the first six months of 
last year were International, off 
4.07 points, and Chrysler, off 1.55 
points. * * * 


M TURNED out 114,323 cars in 
the first half of this year to 


Big-Car Discounts 
For Compacts 
Urged in Indiana 


INDIANAPOLIS.—Increased dis- 
counts on compact cars is one of 
the goals sought by Indiana new- 
car dealers. 

In a resolution unanimously 
adopted at its convention, the Auto- 
mobile Dealers Assn. of Indiana, 
Inc., urged the National Automobile 
Dealers Assn. “to solicit the manu- 
facturers to increase their dis- 
counts to their dealers on their 
compacts to the same percentages 
as those prevailing on their conven- 
tional sized cars . . 

Discounts, in general, are now 24 
percent on standards and 20 per- 
cent on compacts, with an addition- 
al one percent holdback on each. 

The ADAI also urged NADA, in 
a resolution, to urge “each manu- 
facturer to give his dealers uniform 
and equal discounts on their pur- 
chases of build-out cars without re- 
gard to fallacious quotas.’ 

In a third resolution, the Indiana 
dealer group urged NADA to solicit 
manufacturers “to abandon any 
policy of encouraging the trade to 
advertise cut prices on new auto- 
mobiles and to urge that where no 
such general policy exists among 
them that they instruct their zone, 
district and regional managers to 
cease from such practice in the 
event that they have been so ad- 
vocating.” 


Late Report... 
















months of 1959. 

GM’s biggest producer, Chev- 
rolet, turned out 52,948 cars for 
25.36 percent of total industry 
output and a 0.39 percentage- 
point gain over a year ago, when 
the division built 49,934 cars good 
for 24.97 percent of total industry 
assemblies. 

Biggest gain was made by Pon- 


tiac which climbed 2.91 points on 


the basis of 48,878 assemblies, good 


for 23.41 percent of total output 


this year, compared with 20.50 per- 
cent on 40,981 assemblies during 
the first six months of 1959. 

Buick showed a 0.03 point gain 
on 5,830 assemblies good for 2.79 
percent of total industry output 
this year, compared with 2.76 per- 
cent gained on 5,515 cars built dur- 
ing the January-June period of a 
year ago. 
Only GM division to show a loss 
from a year ago was Oldsmobile, 
which picked up 3.19 percent of 
total industry assemblies this year, 
compared with 4.91 percent last 
year. Its output dropped from 9,820 
to 6,667 units. : 

+ * 


rr MOTOR declined 1.56 per- 
centage points on the basis of 
59,894 assemblies good for 28.68 per- 
cent of total industry output this 
year, as against 30.24 percent pick- 
ed up on 60,469 assemblies during 
the similar period of a year ago. 

Its Ford car was its only gainer 
as it accounted for 17.11 percent 
of total industry output on 35,727 

assemblies this year, compared 
with 15.67 percent on 31,326 cars 
built during the first six months 
last year. 

Ford’s Mercury, Meteor and Mon- 
arch cars also showed declines 
from a year ago—Mercury drop- 
ping from 2.01 percent on 4,011 as- 
semblies a year ago to 1.44 percent 
on 3,013 units this year; Meteor off 
from 10.14 percent on 20,274 cars 
last year to 8.67 percent on 18,110 
assemblies this year, and Monarch 
down from 1.64 percent on 3,287 
units a year ago to 1.46 percent 
on 3,044 cars this year. 

Edsel, which is no longer in pro- 
duction, picked up 0.78 percent of 
total industry output on 1,571 as- 
semblies during the first six months 
of last year. 


HRYSLER CORP. added its 0.66 
percentage points on the basis 

of a production of 31,471 cars good 
for 15.07 percent of total industry 


up its output 7.6 percent over the 
106,250 built during the first six 






output this year, compared with 
14.41 percent on 28,819 cars built 
in the first six months of last year. 


Chrysler’s biggest producer, 
Plymouth, showed the largest 
gain as it added 0.63 points on the 
basis of 12,338 assemblies good 
for 5.91 percent of total industry 
output this year, compared with 
5.28 percent on 10,559 assemblies 
last year. 

DeSoto moved ahead 0.53 points 
with 0.91 percent of total industry 
output on 1,904 assemblies this year, 
compared with 0.38 percent and 763 
assemblies last year. Its 149.5 per- 
cent hike in numerical output was 
tops for the industry. 

Dodge declined 0.07 points on the 
basis of 13,878 assemblies good for 
6.65 percent of total industry out- 
put this year, compared with 6.72 
percent on 13,432 cars built during 
the first six months a year ago. 


Chrysler dipped 0.43 points with 
1.60 percent gained on 3,351 assem- 
blies this year, compared with 2.03 
percent picked up on 4,065 assem- 
blies last year. 

S-P declined 28.9 percent in nu- 
merical output and lost 0.71 points 
on a percent-of-industry basis. Its 
3,133 assemblies this year were good 
for 1.50 percent of total industry 
output, compared with 2.21 percent 
gained on 4,411 assemblies last year. 

* * + 
ON THE commercial-car front, 

GM was the big gainer as both 
its Chevrolet and GMC trucks 
chalked up big percent-of-industry 
gains over last year. 

Chevrolet, with 13,809 assem- 
blies good for 30.84 percent of 
total industry output this year, 
picked up 2.59 points over a year 
ago, when its 11,861 assemblies 
were good for 27.75 percent. 

GMC’s 9,632 assemblies good for 
21.16 percent of total industry out- 
put this year, compared with the 
20.01 percent gained on 8,552 trucks 
built last year. ‘ 


pow MOTOR added 1.88 points 
as its Ford and Mercury truck 
lines showed percent-of-industry 
gains over last year. Ford Motor’s 
numerical output increased from 
10,221 to 11,732 units, 


Public Auction Set 
Ariz.—_Twenty new cars 
and trucks belonging to R. J. 
Musch Motors (Dodge) will be sold 
at auction tomorrow (July 19) by 
the First National Bank of Arizona. 





That’s National Show... 


-Three-Ring Car Circus 


By John E. Walsh 
Staff Writer 
HERE will be a lot more than 
autos to see at the 43rd annual 
National Automobile Show in De- 
troit’s new Cobo Hall in October. 
In a sense, the show sponsored 
by the Automobile Manufacturers 
Assn. can be likened to a three-ring 
circus, with the industry’s 1961 
models the center of attraction, of 
course. 

The major features of the nine- 
day event, which opens Oct. 15, 
will be Auto Wonderland, an ex- 
hibit showing how a car is born 
and pointing up the role of sup- 
plier industries, and a Broadway- 
type musical. 

Auto Wonderland could steal the 

show, with a great many exhibits 


Used-Car Market 


The overall average price of used cars sold at wholesale auction 
$8 last week to a level of $939, according to Automotive 

News’ index. 

Only three makes ran counter to the trend, with gains totalling 
$26 for ’59s, $7 for ’58s and $1 for ’53s, 

Losses amounted to $3 on ’55s, $10 on 57s, $15 on ’56s, $21 on 
Se ee eee ey Cane ber Whe, ve 

At a group of representative auctions last week, the sales ratio 
was 72.1 percent, with 67.1 percent a week earlier. It 
was the highest sales ratio recorded in two months. 

Auction reports begin on Page 73. 





the likes of which the public has 
not seen before in one display. 

There will be a styling studio, 
with workmen starting from 
scratch on clay mockups on the 
first day of the show and moving 
through various phases on succes- 
sive days. 

* * 
r[GERE will be a scale model of 
an auto assembly line, showing 
visitors how an auto is put together 
piece by piece. 

There will be a research labora- 
tory with technicians on the job. 

Each supplier industry, such as 
steel, rubber, chemical, glass and 
fabrics, will have its own exhibit 
showing how it serves the auto in- 
dustry. 

“Auto Wonderland is a ‘show 
within a show’ that will appeal to 
all ages and the entire range of 
interests shared by those who 
drive and ride in American cars, 
trucks and buses,” said an AMA 
spokesman. 

Its exhibits will occupy 104,000 
square feet in the giant building’s 
river-level hall. 

The musical revue, which will be 
staged in the main exhibit area 
where the cars will be displayed, 
will star singers Julius LaRosa and 
Betty Ann Groves, the.Ray Charles 
Singers, the June Taylor Dancers 
and an orchestra led by Neal Hefti. 

* . . 


EFTI, who conducted the or- 
chestra on the Kate Smith tele- 
(Continued on Page 8, Col, 3) 


100.00 


Pet, of First Half Pet. of 
Total 


Output 
14.41 
2.03 
0.38 
6.72 
5.28 


30.24 
0.78 
15.67 


2.01 
10.14 
1.64 


53.14 
2.76 
24.97 
4.91 2 
20.50 +2.91 


2.21 —0.71 


199,949 100.00 


* Plymouth includes Valiant, Ford includes Falcon, Meteor includes Frontenac and 


Chevrolet includes Corvair. 


Source: Canadian Automobile Chamber of Commerce. 


Smaller Cars Ruled Out 
By 2 Canadian Makers 


HAMILTON, Ont.—Presidents of 
two Canadian automobile manufac- 
turing companies challenged a 
United Automobile Workers state- 
ment that the industry could meet 
foreign competition by building 
“smaller, cheaper” cars. 

“Economically impossible,” said 


Ron W. Sas, | 


Chrysler of Canada, L 

Little cars cannot be "mie at a 
price the Canadian public will pay, 
said Gordon E. Grundy, president, 
Studebaker-Packard of Canada, 
Ltd. 

It is known that Canadian com- 
panies have studied the feasibility 
of launching the production in Can- 
ada of the little cars which have 
proven so popular in Europe and 
have taken a big bite out of the 
Canadian domestic market. 

None has revealed the compara- 
tive cost figures, but the consensus 
is that high-cost Canadian produc- 
tion versus low costs overseas put 
the damper on action. 

Replying to the UAW “smaller, 
ee car proposal, Todgham 
said “Canadian automotive 
eae is fully aware of the 
threat which the small British 
and European cars pose, not only 
to the industry, but to its labor 
force.” 

“The UAW knows of the repre- 
sentations made by the industry to 
the Dominion Government to re- 
lieve the situation,” Todgham con- 
tinued. 

“Our spokesmen have previously 
called for higher :valution on Euro- 
pean automobiles for taxation pur- 
poses and I, myself, recently urged 
a review and revision of the British 
preferential tariff structure under 
which cars from the United King- 
dom enter Canada duty-free. 

“As for building small cars in 





A Chevy Sales Record— 


When K. E. Staley became Chevrolet 
general sales manager, he had framed as 
a challenge on his office wall the alltime 
monthly sales record of his company. Last 
week he substituted the figures of June, 
1960, for those of June, 1959. In the 11 
months since Staley took office, Chevrolet 
had topped its previous peak. The new 
mark of 190,215 car sales in a single 
month overshadowed the old one by 
14,951 units. 























Canada—as distinct from compact 
cars—again the UAW knows the 
answer. It is the current high cost 
of production which makes it eco- 
nomically impossible to manufac- 
ture small cars in the Dominion of 
Canada at prices competitive with 
British and European imports.” 
Grundy said the Canadian auto 
industry would be unwise to offer 
the Canadian public the type of 
little car proposed by the UAW. 

“As pioneers in the manufacture 
of the compact car in Canada,” he 
said, “we feel that with our Lark 
we are offering the Canadian pub- 
lic the very best in automobile 
transportation, combining, as 
it does, the best features of the im- 
ports—such as ease of handling— 
with the comforts, power and rug- 
gedness of the large, so-called 
standard cars. 

“We feel that it would be unwise 
to offer the Canadian public an in- 
ferior product that could not be 
manufactured at a sufficiently low 
price to make it attractive enough 
to buy.” 


Working Agen Agenda 
Drawn Up for 


ATAM Seminar 


NEWARK, N. J.—Working agen- 
da of the midsummer seminar of 
the Automotive Trade Assn. Man- 
agers was unveiled last week by 
Otto P, Henneberger, ATAM secre- 
tary-treasurer and business man- 
ager of the New Jersey Automotive 
Trade Assn. 

The seminar will be held July 
21-24 at the Grand Hotel, Mackinac 
Island, Mich. 

Opening day will be\devoted to a 
meeting of the board, the auto 
shows meeting and the president’s 
reception. 

The second day schedules reports 
from officers and board, announce- 
ments from the Nominating Com- 
mittee and Resolutions Committee 
and a public relations panel. 

The third day will feature reports 
from ATAM observers on National 
Automobile Dealers Assn. commit- 
tees, a report from the Automobile 
Manufacturers Assn.,, election of 
officers and directors, a panel on 
membership and dues structure, a 
special NADA program and the 
president’s dinner. 

Programs on the final day will 
be provided by Life magazine and 
the Saturday Evening Post and 
ATAM members will hear a final 
report from the Resolutions Com- 
mittee. 


Crowder Motor Sold 

CHARLESTON, W. Va.— Harry 
Colebank and Hubert Jones pur- 
chased the property and building of 
Crowder Motor Co. for $84,500 at a 
court-ordered auction. The firm 
went into receivership after the 
death of W. T. Lively, a part owner. 
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Two More Units Soon To Be Added To Fleet. 





@ Only Program That Brings The Service'School To The 
Dealership . . . Saving Time And Travel Expense For 
Dealer Service Personnel. 


@ Each Unit Is A Fully-Equipped Class Room, Outfitted 
With The Proper Tools And Equipment To Give Com- 
plete Instructions In All Phases Of Rambler Service. 


@ Service Personnel In 
75% Of All Rambler 
Dealerships Have Earned 
Their Service School 
Graduation Certificate. 


This is to certify that: 


Has completed the RAMBLER MOBILE SERVICE 
TRAINING CENTER course of instruction for 
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TRAINING 
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ABILITY 
THE KEY TO BETTER SERVICE 





Another Reason Why 
IT PAYS TO BE A RAMBLER DEALER! 


Director of Dealer Development 


We Have the P (f oduct for the Exploding Compact pinay — Sales Corporation 
* etro , Michigan 
Car Market see There Are Still a Few Dear Sir: Will you please provide me with more complete 
| Franchises Available in Select Markets . . . Sele ee oe 
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Rambler Franchises Also Available in Canada and important Export Markets, 7-18 
In Canada Write to: American Motors (Canada) Ltd., 2951 Danforth Ave., Toronto $9 TiMmmmmmmmmUMIOT a et ee ee ee me meh a Se nt th 
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Ford Will Open 
Marketing Centers 
In Chicago, Dallas 


DEARBORN.—As the Ford Mar- 
keting Institute in Hackensack, 
N. J., completed its first year of 
operation, Ford Division announced 
plans to open similar training cen- 
ters for development of retail auto- 
motive personnel in Chicago and 
Dallas. 

C. R. Beacham, Ford Division as- 
sistant general manager, said the 
institute’s expansion is based on the 
“enthusiastic acceptance’ of the 
New Jersey center by the area’s 
Ford dealers. 

The institute was set up as a pilot 
study by Ford Division at Fort Lee, 
N. J., in June, 1959, and became a 
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full-scale training center when it 
was moved to Hackensack recently. 

The Chicago Institute will open 
this month and the Dallas center 
later this year. 

More than 1,500 Ford dealer sales- 
men and members of management 
and Ford Division sales representa- 
tives have taken courses at Fort 
Lee and Hackensack since the cen- 
ter opened. 

“We have received many letters 
wholeheartedly endorsing the cur- 
riculum and effectiveness of this 
school in the fundamentals of suc- 
cessful dealership operations,” 
Beacham said. 

The course includes basic sales 
training for retail salesmen, used- 
vehicle merchandising, parts and 
service merchandising and business 
management, Special courses for 
Ford field sales personnel are con- 
ducted from time to time. Length 
of the course varies from one to 
10 days. 


That’s National Show... 











Three-Ring Auto Circus 


(Continued from Page 6) 


vision show last season, will com- 
pose the music for the show, which 
will be staged four times daily. 

The J, L. Hudson Co., Detroit 
department store, and Vogue and 
Harper’s Bazaar magazines, will 
sponsor a fashion show daily, with 
top personalities in women’s fash- 
ion in America on hand to describe 
their creations, 

A number of other events will 
take place prior to the opening of 
the show to the public. 

The Detroit Symphony Or- 
chestra will present a concert in 
Ford Auditorium, also in Detroit's 
new Civic Center, on Oct. 12. 

The formal dedication of Cobo 


Hall, a $54 million, 1,632,990-square- 
foot structure at the western end 
of the Civic Center on the Detroit 
River’s north bank, will take place 
Oct, 13. 

On Oct. 14 there will be a press 
luncheon and a preview of the 
show. 

An hour-long nationally televised 
show has been scheduled for the 
evening of Oct. 16, and other TV 
programs are in the works. 

* * + 


RESIDENT EISENHOWER will 
speak at the annua] Industry 
Banquet in Cobo Hall the evening 
of Oct. 17, and although his subject 


See how your paint business can GROW 
with an R-M TINTOMETER 





Now... AUTOMOTIVE /MARINE GRADE PER-MAX ENAMELS 
TO BRUSH, ROLL OR SPRAY ON ANY SURFACE 


UsE AN R-M TINTOMETER and the doors to new business swing wide open to you. 
Add profitable marine, household, and commercial paint volume. 

BRUSHING PeR-Max colors are available from thousands of top-quality auto- 
motive formulas. Brush it on! Roll it on! Spray it on! Sell beautiful automotive 
colors for wood or metal, interior or exterior, on boats, industrial equipment, 
for outdoor furniture, mobile homes, automobile trailers, farm equipment, lawn 
mowers, bicycles, appliances, or any home surface —even kitchen or bathroom walls! 


SEE youR R-M JoBBER Now! 









RINSHED-MASON COMPANY 


Detroit 10, Michigan « 
Windsor, Ontario, Canada 


Anaheim, California 






WOLVERINE FINISHES CORP. 


Morganton, N.C. 





Grand Rapids, Michigan 








has not been announced, it is ex- 


pected to be a major address. 


The AMA spokesman reported 
there is increasing interest in the 
show on the part of both the public 
and dealers. 

AMA representatives have been 
contacting dealer associations 
within a 300-mile radius of De- 
troit, urging them to bring the 
show to the attention of their 
home towns and organizing trips 
to Detroit. 

Dealers also are being urged to 
tie in with the show by promoting 
an “Auto Show Week” in their com- 
munities at the same time as the 
AMA event. They have been told 
that promotion material will be 
supplied by AMA, the spokesman 
said. 

A special film has been prepared 
and a speakers bureau, staffed by 
AMA personnel, has been set up to 
give the inside story of the show. 

The spokesman said more than 
a dozen presentations have been 
made before service groups in the 
Detroit area, and others are expect- 
ed to be given in nearby states. 


Toronto Firm 
Drops Plans to 
Import Moskvich 


TORONTO, — Modern Motors 
(Toronto), Ltd. has abandoned 
plans to import 1,000 Russian-made 
cars into Canada, claiming the 
costs, Canadian government taxes 
and government indifference have 
made the scheme impractical. 

Earlier, United States Importer 
Robert Castle, Syracuse, N. Y., also 
backed away from plans to import 
5,000 Moskvich cars, because of the 
worsened international situation, 

Last year, Modern Motors 
brought in one Moskvich, and it 
aroused a great deal of interest. 
First plans called for selling the 
ear, which can be bought in Russia 
for $860, at $1,500 or $1,600. 

Freight costs of about $300 each, 
tax and duties and a small profit 
shot the price up to about $2,400, 
making the deal impractical from 
a competitive standpoint. 

Duties on imported cars are 17% 
percent, plus 11 percent sales tax 
and 7% percent excise tax, 





Latest News 
From Europe 


(Continued from Page 2) 


two prototypes to the VW test 
track near Wolfsburg. 

I do not believe that these photos 
were taken secretly, but think they 
are part of a campaign by Volks- 
wagen to keep up interest in the 
new car. The new Volkswagen 
seems closer to production than 


most observers had believed. 
Ke ok a 


| iy THE meantime, changes on ex- 
port models of the current 
Volkswagen are due Aug. 1. They 
will include synchronization of first 
gear and installation of the Trans- 
porter engine in the passenger car. 
Other changes will include a 

new type manifold pre-heating, 

new gas tank to increase luggage 

space and other minor modifica- 

tions. 

Thetransition of Volkswagen 
into a stock holding firm is under 
way and the first shares will prob- 
ably appear under Christmas trees 
this year, 

The 20-percent share owned by 
the West German government will 
probably also go on sale, but the 
State of Lower Saxony reportedly 
will keep its 20 percent. 

oe ae * 


N APRIL FOOL’S joke has 
turned into a story believed by 
many in Germany. Mahle, the larg- 
est maker of pistons in Germany, 
released a story of “magnetic” pis- 
tons last April Fool’s Day as a joke. 
Unfortunately, a few “experts” 
believed the story and kept pub- 
lishing stories about the “wonder 
piston.” 
Joke’s on them. 


* + 

T FORD OF ENGLAND'S main 

parts depot in England, the 
phone is hooked to a tape recorder. 
Any dealer in the United Kingdom 
can, at any time of the day or night 
or on Sunday or holidays, call up 
and dictate his order to the re- 
corder. 
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FACTS ABOUT THE HULLABALOO 
IN THE ANTI-FREEZE FIELD... 


You have heard, of course, about all the “new” 
products announced this year. You’ve probably 
read the sensational claims made for some of 
them. All of a sudden there’s something that’s 
supposed to “eliminate” water and anti-freeze. 
And there’s something else. you “never drain” 
(never, that is, unless etc.... etc....) 

Now let’s set the record straight! There has 
been no “breakthrough”...no earth shaking dis- 
coveries in the field of anti-freeze protection. All 
of the “new” products—whether called a “fluid” 
or a “coolant” or “anti-freeze”—are ethylene gly- 
col plus rust inhibitors. (All except one, that is, 
and that one is a packaged solution of glycol and 
inhibitor plus water.) Yes, they’re all ethylene 
glycol based products. 

And what’s new about this? Ethylene glycol 
was introduced to the anti-freeze market thirty- 
three years ago when “Prestone” brand anti- 
freeze was first marketed. And ethylene glycol 
is still the best anti-freeze base. 


And what about inhibitors...that very important part 
not ETHYLENE GLYCOL? 





The answer to this one is easy. The best anti- 
freeze inhibitors, including the exclusive Mag- 
netic Film, are used in “Prestone” brand anti- 
freeze. This was true last year and it’s true this 
year ! 

P.S. Let’s not forget that every Detroit auto- 
mobile maker states in his car owner’s manual 
that water and anti-rust should be used in the 
summer and a fresh filling of anti-freeze should 
be installed every fall. 


“Prestone” and “Union Carbide” are registered trade-marks for products of 


UNION CARBIDE CONSUMER PRODUCTS COMPANY : Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N.Y. 
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AUTOMOTIVE AUTOMOTIVE NEWS PLATFORM 


1 |. Fair and equitable contracts between manufacturers and dealers in 
motor vehicles, parts and accessories; 

1 2. Every dollar of auto excise, gasoline and oil taxes, collected by states 
and U. S. governments, applied to building and maintenance of highways; 
¥ 3. Guard the precepts of individual freedom, which made the U, S. A. 
great and gave its citizens more of the better things of life than anywhere 
else in the world 
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Opportunities in Service 
Unlimited for Dealers 


| strength of the retail auto business lies in the service 
shop. The other day, a dealer spelled it out specifically. 


“I believe,” he said, “that our business, to be profitable, 
must become more concerned with service, must attempt 
to raise its standards both moral and ethical in its dealings 
with the public, and give some stability to its salesmen, so 
that it can attract young men to its ranks who have had 
a good education and have ability.” 


Later on in his letter he states that the profitable founda- 
tion of the retail business is the loyalty of a dealer to his 
brand of automobile, and the customer’s loyalty to the 
dealer. 


The service dealers are the real backbone of the business. 
In good times and bad, they remain relatively stable, for 
this great nation is so dependent on personal transportation 
that opportunities in service are unlimited. 


The well-run service shop will keep the cash register 
ringing when auto sales slow down. When sales are good, 
it is the source of new-car prospects. 


The “quick-buck artists’? come and go, but the service 
dealer is the stabilizing influence in the business. The loyalty 
that they win today will assure sales of tomorrow. 


And there is only one way to win the loyalty of the owner. 
It is to back up the sale with a service shop that owner 
knows he can depend on. No owner resents paying for good 
service. What he does resent is paying for good service but 
getting poor service. 


Events 


% Epiror’s Nore: To facilitate 
recognition, new items in this 
column will be starred and will 
appear in boldface type the first 
time they are used. 


Dealer Conventions 


July 21-24—Automotive Trade Assn. Man- 
agers, Grand Hotel, Mackinac Island. 
ug. 7-9—Georgia Independent Automo- 
bile Dealers Assn., Henry Grady Hotel, 
Atlanta. 

. 1417—Automobile Dealers Assn. of 
West Virginia, Greenbrier Hotel, White 
Sulphur Springs. 

Aug. 21-23—Colorado Automobile Dealers 
Assn., Harvest House, Boulder, 

Aug. 29—Wyoming Automobile Dealers 


Assn., Xj 

Sept, I1-13—New Hampshire Automobile 
Dealers Assn., Farragut House, Rye 
Beach, N. H. 

Sept. 12-13—Minnesota Automobile Deal- 
ers Assn., Leamington Hotel, Minne- 


apolis, 

Sept. 13-14—Federation of Automobile 
Dealers of Canada, Toronto. 

Sept. 16-18— Maine Automobile Dealers 
Assn., Samoset Hotel, Rockland. 

Sept. 18-19—Kentucky Automobile Dealers 

Assn., Sheraton Hotel, Louisville. 

Sept. 18-20—New York State Automobile 
ealers, The Concord, Kiamesha Lake, 


N. Y. 
Sept. 19-20—Wisconsin Automotive Trades 
Assn., Hotel Schroeder, Milwaukee. 
. 30-Oct. | — Montana Automobile 
ealers Assn., Rainbow Hotel, Great 


Falls. 

Oct. 10-12— Automotive Parts Rebuilders 
Assn., annual convention, Conrad Hil- 
ton Hotel, Chicago, 

Oct. 15-17—Texas Independent Auto- 
mobile Dealers Assn., Sheraton-Dallas 
Hotel, Dallas. 

Oct, 23-25—New Jersey Automotive Trade 

Assn., Chalfonte-Haddon Hall, Atlantic 


City. 

Oct, 28-Nov, 2—Florida Automobile Deal- 
ers Assn., Cruise to Montego Bay and 
Port-au-Prince. 

Nov. 6-7—Oklahoma Automobile Dealers 
Assn., Skirvin Hotel, Oklahoma City. 
Nov. | onnecticut Automotive Trades 
Assn., Hotel Statler-Hilton, Hartford. 
Jan, 15-19—National Independent Auto- 
mobile Dealers Assn., Eden Roc Hotel, 

Miami. 

Jan. 28-Feb. | — National Automobile 
Dealers Assn., San Francisco, 

March 13-14—Louisiana Automobile Deal- 
ers Assn., Roosevelt Hotel, New Or- 


leans. 
%& May 14-16—Idaho Automobile Dealers 
Assn., Idaho Falls. 
May 21-23— Oregon Automobile Dealers 
Assn., Eugene Hotel, Eugene. 
o-8: ¢ 


Auto Shows 


Oct. 15-23— National Automobile Show, 
Cobo Hall, Detroit. 

*% Oct. 19-23 — Autorama, Industrial Arts 
Bidg., Exposition Park, West Springfield, 


Mass. 

Oct. 19-23—International Foreign and 
Sports Car Show, Commonwealth Ar- 
mory, Boston. 

Nov. 12-19—Pittsburgh Auto Show, National 
Guard Armory, Pittsburgh. 

Nov. 9-12—Denver Auto Show, Coliseum, 
Denver. 

Nov. 23-27—Portland Auto Show, Memorial 
Coliseum, Portland, Ore. 

Nov. 25-Dec, 3—Indianapolis Auto Show. 
Indiana State Fairgrounds, Indianapolis. 

Jan. 14-2i—Syracuse Auto Show, Syracuse 
War Memorial, Syracuse. 

Jan. 26-29—Birmingham Auto Show, Munic- 
ipal Auditorium, Birmingham, Ala. 

* Jan. 28-Feb. 4—Rochester Auto Show, 
ae Memorial Exhibit Hall, Rochester, 


Feb. 3-8—International Foreign & Sports 
Car Show, Dinner Key Auditorium, 


Miami. 
Feb. 18-26—53rd Chicago Auto Show, Chi- 
cago Exposition Center, Chicago. 
G8; @ 


General 

duly 21-23—Automotive Trade Assn, Man- 
agers, summer meeting, Grand Hotel, 

ackinac Island, Mich, 

Sept. 6-16, 1960—Production Engineering 
how, Navy Pier, Coteoge. 

Sept. 6-16, 1960—Machine Tool Exposition, 
International Amphitheatre, Chicago, 
Oct. 16-2i—American Trucking Assn, an- 
nual convention, Waldorf-Astoria Hotel, 

New York City. 

Oct, 19-22 — Automotive Wholesalers of 
Texas, Rice Hotel Convention and Booth 
Conference, Rice Hotel, Houston. 

Oct. 2426—Truck and Body Equipment 
Convention and Exhibit, Sherman Hotel, 
Chicago. , 

Dec. 2-?—Automotive Electric Assn., Meet- 
ing and Manufacturers-Distributors Con- 
ference, Edgewater Beach Hotel, Chi- 


cago. 

Jan, 30-Feb. 2— Automotive Accessories 
Manufacturers of America, New York 
Coliseum, New York, 


Automotive Cartoon 


Of the Week 
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"Last week you got a nice writeup on the sports page 
—and this morning, bingo, | see your name 


on the front page." 


Letterbox 


‘Sus vere. ww ss 
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This is an open forum for the discussion of any subject of interest to our 
readers, and your letters are welcomed. No attention is given to unsigned 
letters but you may sign your name with the assurance that it will not be 


used if you so request. 


Insurance Query 


Your report in Automotive News 
of May 23 regarding the State 
Farm Mutual entrance into the au- 
tomobile financing business is of 
much interest and concern. 

Consistent attempts have been 
made in the past and always will 
be made to channel away from 
the automobile dealer the most 
lucrative and very necessary part 
of the business, the retail financ- 
ing of automobiles. 

In our dealership, for the most 
part, we have been successful in 
holding our share of the retail fi- 
nancing business. However, we are 
“sitting ducks” when it is necessary 
for a purchaser to arrange for his 
public liability and property dam- 
age insurance from some other in- 
surance agency other than the 
dealer. 

In many cases, the insurance 
agency insists on the full package 
thereby channeling away from the 
dealer the fire, theft, and collision 
coverage. Our failure to offer PL 
and PD insurance coverage is a 
handicap. 

Our question is, do you know of 
any insurance companies who sell 
PL and PD insurance that are 
willing to sign an agency contract 
with a dealer? 

Our State Insurance Commis- 
sion has been approached in this 
matter. However, they have no 
file of insurance companies who 
may wish to be represented in 
this matter. 


Any names of insurance com- 


The Big Stories 


34 Years Ago—1926 


The Greater Oakland Six, featuring a rubber-silenced chassis, was 


introduced at no change in price . 


., Chevrolet set a production record 


in June when it assembled 77,241 units, 


20 Years Ago—1940 
The United States must produce 2,388,000 new automobiles and 
trucks each year to maintain existing rolling stock at its present level, 
according to the Automobile Manufacturers Assn. 


10 Years Ago—1950 
Ford production in the first six months of 1950 reached a 21-year 
high when 990,404 Ford, Mercury and Lincoln cars and Ford trucks 
were built ... The average U. S. dealer on July 1 had about 9% cars 
actually in stock and was still waiting for 4.2 units tagged for him 
at the factory—a total potential inventory of 13.7 automobiles. 





Address Editor, Automotive News, Detroit. 7, Mich. 





panies that may be willing to enter 
into an agreement with a dealer 
shall be appreciated. Thank you 
very much for the excellent report- 
ing on this matter—ALwin G. 
Lentz, Lentz Motors (Buick-Pon- 
tiac-International), 206 S. 6th, Bea- 
trice, Neb. 


* * * 


B-O-P Compacts Hailed 


The announcement of the Buick, 
Oldsmobile and Pontiac compact 
cars suggests that Operation B-O-P 
surely will BOP the imported com- 
pacts. I hope at least one of the 
new cars will have an air-cooled 
engine. Incidentally, BOP stands 
for “Buy Our Products.”—Erwin L. 
Scuwatt, Atlantic City. 


* * * 


Sought by FBI 


The FBI is conducting an investi- 
gation to locate Dominick Edward 
Insenga, also known as Edward 
Insenga. 


In the past he has been employed 
as a new and 
used-car sales- 
man and is ex- 
tremely interest- 
ed in sports-car 
races and allied 
activity. 

Insenga has 
victimized a num- 
ber of his past 
employers by ob- 
taining new auto- 
. mobiles from 

D. E. Insenga them with a 
small downpayment and by trading 
cars which he has obtained from 
dealers in other states, after mak- 
ing one payment. 

Insenga hag represented himself 
as a retired Air Force major and 
captain and has bilked a number 
of merchants on the basis of this 
illegal representation. 

He was last known to be driving 
a 1959 Pontiac sedan, identification 
number 459F'3004. He also has in his 
possession a 1959 Fiat, ID 539857. 


Insenga is white, age 40, 5 feet 
10% inches tall and weighs 230 
pounds. He has brown eyes and 
brown hair which is wavy and 
curly. He is travelling with his wife, 
Denise, and three small children. 

Anyone having information on 
Insenga is urged to contact the 
nearest FBI office.—FerperaL Bureau 
OF INVESTIGATION. 











WHILE THE NATION IS ON VACATION... 


GUARDIAN MAINTENANCE WORKS FOR YOU- 


Chevrolet-Pontiac-Oldsmobile -Buick: Cadillac-GMC Truck Dealers 


Guardian Maintenance has put your dealership on the road Adding strength to each 

map of every vacation-minded General Motors car and truck 

owner! By the millions, your owners read about you in LIFE, General Motors Franchise 
LOOK, POST, READER’S DIGEST and many local newspapers. They one 
hear your service story over two major networks: CBS and NBC 

plus radio spot coverage on many local stations. Edgar Bergen ms e 

and his nationally known characters—Charlie, Effie, Mortimer 1 

and Vonn—bring your customers miles of smiles during the ( sUardial i 

heavy week-end traffic between 5:00 pm and 7:30 pm on : 

Sundays. The Answer Man and Bob and Ray plus top-an- e 

nouncer commercials also spread the word on summertime all te] j al Ce 
radio . . . the word that General Motors Dealers are offering 

vacation services that are best for GM cars and trucks because 

they know them best. Cash in on the big vacation motoring 

market . . . put your service department in high gear with 

Guardian Maintenance! 





<g> Now PRECISION-BUILT 


The cord fabric is checked electronically to insure tire records fabric width after rubber coating is applied—another 
fabric uniformity, Here, a technician checks gauge which step in Goodyear’s vast system of quality fabric control. 


MORE PEOPLE RIDE ON Z 
GOODYEAR TIRES THAN Pe 
ON ANY OTHER KIND! 








‘ with ELECTRONIC CONTROLS 


..the world’s first 
TURNPIKE-PROVED TIRES 


Rigid quality control means satisfied customers 
...and repeat sales for you. Goodyear uses the 
latest kind of electronic equipment to control the 
quality of the superior materials Goodyear puts 
into a tire: new rubbers, new chemicals, exclu- 
sive 3-T cords. 





Here’s how this better way to make a tire pays 
off for your customers: 


1.Up to 25% more safe mileage-—any- 
where. Now, the mixing of Goodyear’s new 
chemicals and tread rubber—into a tougher, 
more “intimately mixed’? compound—is con- 
trolled by the latest kind of electronic equip- 
ment. The other major reason for Goodyear’s 
Turnpike-Proved mileage—our exclusive, 
triple-tempered 3-T Cord (Rayon or Nylon) 
—is produced and built into tires with the 
precision control of electronics. 


2. New whisper-quiet, cushion-soft 
ride. You’ll hear a lot about this in 1960, but 
it actually started with Goodyear in early 1957. 
At that time, we discovered that certain new 
chemicals permit us to soften the tread of our 
tires without sacrificing mileage. In fact, be- 
cause we’ve been able to produce a rubber 
that’s softer, yet tougher, Goodyear tires now 
give you up to 25% more safe mileage than 
before. 


3. New 3-way sureness on the road. 
Quicker starts—safer stops—better car con- 
trol on turns. . . most noticeable on wet pave- 
ments. Again, this 3-way Goodyear advance 
comes not only from design factors—tread 
design, and the rubber and 3-T Cords used— 
but also from the precision we get from elec- 
tronic controls. 


Goodyear, Akron 16, Ohio. 


LOTS OF GOOD THINGS COME FROM GOODYEAR 


; 4 
This year, the average motorist will do more 
than half his driving on modern throughways, 
freeways and turnpikes—at high legal speeds. 


Watch the ““Goodyear Theater’’ on TV every other Monday evening. 
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AUTOMOTIVE WASHINGTON 
Compacts Even Enter 


The Press Club Bar 











By William Ullman 
Washington Bureau Chief 
es all this noise about compacts hurting the tax 
take?” Fred asked me the other day up in the National 
Press Club. Fred works for one of the foundations here that 


is interested both in high- 
ways and taxation. 

I bought a round and told him 
that I'd been planning to ask him 
the same ques- 
tion, Both of us 
had attended the 
transportation 
congress of the 
National High- 
way Users Con- 
ference this year, 
and we had heard 
a midwestern eco- 
nomics professor 
warn that com- 
pacts and small 
imports are 





threatening road financing, since 
they weigh less and use less fuel. 
“Well, my guess is that it’s a lot 
of fuss over nothing,” said Fred. 
“I agree,” said Jack, who was 
standing next to us. He edits a 
technical magazine for Uncle Sam. 
“I saw that bit about the Mich- 
igan road commissioner jumping 
on compacts in your paper,” 
told me, poking a finger in my 
chest. Jack doesn’t need an in- 
vitation to join a conversation. 
“Now take my case,” he said. “I 
own four cars. I’ve got a Jeep to 
climb the mountain to my farm in 
Maryland, and I’ve got a 30-year- 


old Buick on blocks in the barn.|ed to know. Were compacts going | that. 


“So what?” said Fred rudely. 


“So I’m buying my share of the 
gasoline,” Jack replied. “I buy gas 
for three wagons, and I'll buy it 
for the Buick if I ever get it fixed 
up. On week-ends, my kids are 
driving everything I own and a 
couple of other cars they borrow. 
To tell you the truth, I’m buying 
all the gas I can afford.” 


* *” +* 


Role for Future 


I ASKED him if he bought the 
new compact because of the 
good gas mileage. 

“Because of that and because the 
total price was cheaper,” he said. 
“With my family and my summer 
place, I need a lot of transportation, 
and I can’t afford a fleet of Caddies 
on Civil Service pay.” 

Fred admitted that Jack had 
a point, “I drive our new car and 
my wife drives our old one,” he 
said, “and neither one is a com- 
pact, But we’ve been talking 
about getting her a compact. I 
think these small cars are going 
to mean more two-car and three- 
car families.” 

But what about revenues, I want- 


I've got an old Studebaker that I| to mean less money for highways? 
loved too much to trade, and I’ve 
got a new compact.” 


Fred pulled his old black note- 
book out of his pocket. 

“The Bureau of Public Roads 
doesn’t think so,” he insisted. “At 
the beginning of the year, they esti- 
mated that total state and federal 
revenues from motor fuel taxes 
would top $5.6 billion this year. If 
they are right, that would be about 
$700 million more than was collect- 
ed in 1959. The Bureau expects rev- 
enues from registrations and fees 
to rise about $56 million over 1959.” 

He snapped his notebook shut. “I 
don’t see how highway people can 
get too worried over tax revenues,” 
he said, “as long as the take gets 
bigger every year.” 

a” * * 


How Much Gasoline? 


“J THINK that it’s the oi] com- 

panies that are doing most 
of the worrying,” interrupted Jack. 
“They’re afraid they won’t sell so 
much gas.” 

Fred thought about that for a 
minute, “About all you can say,” 
he decided, “is that the oil com- 
panies may not sell quite as much 
gasoline as their own forecasters 
predicted they would in the next 
few years. But they are going to 
sell a lot of gas anyway.” 

Jack said he had a theory about 
“I get good mileage on my 





NOT ALL BONDED BRAKE SHOES ARE AS SAFE AS 





sistently for all cars. 


For one thing, all cars don’t 
have the same braking system. 
What's more, car weights vary 


WHY RANK RAYBESTOS LINED BRAKE SHOES ABOVE ALL THE REST? 


WHY? Consider simply 


the brake lining. One type, dry 
molded for example, cannot do 
a top-notch stopping job con- 


SEE FOR YOURSELF—MAKE THIS COMPARISON TEST! 


ced by a basic manufacturer of brake shoes 
by a basic manufacturer of bonding cements 
Produced by a basic manufacturer of brake lining 


il 


tested on d 


ynamometers 
Proving ground tested on one of the largest company-owned 


wire backed linings 


mines shear tested for bond strength 


ae as follows to meet vehicle manufacturers’ specifications: 


A. Standard Contour Ground 
B. Contour Anchor Ground 
C. Contour Cam Ground 
16. For use on power or manually operated brakes 
11. Linings made by 8 different manufacturing processes 
12. Right combination of linings for each make and model car 
13. Produced by supplier of brake lining to original equipment 


vehicle manufacturers 


14. Branded with manufacturer’s name, number and shoe position 
15. Come in sealed boxes for customer protection 

16. Reduce your overall investment in cores 

17. Give maximum coverage with minimum inventory, yet have no 


improper substitutions 


18. Bonded under factory specifications and supervision 


18. Linings properly positioned on shoes 
20. Acclaimed the first choice of car owners and the trade in 


independent surveys 


2). Advertised to car owners in national magazines and network radio 





tremendously. Heavy automo- 
biles demand different friction 
materials than light ones. That's 
why Raybestos—and only Ray- 
bestos— makes 8 different 
types of linings and combines 
them inthe precise combination 
in order to make certain that 
each car gets the best possible 


tomers will 
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braking power on all 4 wheels. 


With Raybestos Riveted or 
Bonded Contour Ground Lined 
Brake Shoes, you reline confi- 
dently, assured that your cus- 


havethe brakesthey 


need to stop swiftly and safely 
under any condition. 


New Raybestos Clinic 
features brake service on 
Corvair, Falcon and Valiant 


How to service brakes properly on the 
Corvair, Falcon, Valiant and other popular 
cars is highlighted in the brand-new motion 
picture, “Total Brake Service with Raybestos.” 
This sound color film shows brake work be- 
ing done on 16 real cars—not brake models. 
See your Raybestos jobber about a showing. 





Also emphasized in the clinic is how to save 
time and increase profits by using the right 
brake service hand tools,* including the two 
new compact car brake tools specially de- 
signed by Raybestos. 


*These tools are included \with Raybestos 
Lined Brake Shoe Assortments 






AMERICA’S BIGGEST 





SELLING FRICTION MATERIAL 


Raybestos powerful consumer adver- 
tising—spearheaded by NBC-Radio’s 
“Monitor”—motivates car owners to be 
on the lookout for this new wind-tested 
sign. So put it up and make the most of 
the one merchandising plan that makes 
wheels off pay off... 


ADHESIVES, SINTERED METAL 


(includes adjustment) 


Advertising, sign, 7-Point Check...terrific team! 


. Pull front wheels, inspect linings 
. Check brake drums 


PRaphaity 


1 
2 
3 
POINT 4 
5 
6 
7 


. Inspect front wheel bearings 

. Clean brake assembly 
BRAKE Check hydraulic system 
CHECK; . . 


. Adjust brakes or recommend reline 
. Road test brakes 


RAYBESTOS DIVISION ef Raybestes-Manhattan, Inc, Bridgeport, Conn. 


RAYBESTOS-MANHATTAN, INC., SPECIALISTS IN ASBESTOS, RUBBER, 


AND ENGINEERED PLASTICS 


compact,” he said, “but ten years 
ago, I did just as well with the ‘six’ 
I was driving then. What happen- 
ed? All the automatic stuff and the 
horsepower race began to cut gas 
mileage, 

“Now that I've got a car that’s 
as economical to run as the one 
I had in 1950, what’s going to hap- 
pen? The horsepower on compacts 
is going to start creeping up, year 
by year, In another 10 years, they'll 
have to start making ‘compact 
compacts’ to sell to poor guys like 


me.” 
* oe * 


Nobody Has the Facts 


RED looked at Jack with new 

respect. 

“I hate to agree with a Govern- 
ment man,” he confessed, “but I 
think you’re right. Right now you 

can buy a compact with the same 
horsepower that one of the low- 
priced three used to have in 1955. 
Americans like power and they like 
gadgets. Compacts are going to get 
more of both in the next few 
years,” 

I was getting tired of all this. 
“Neither of you have any facts,” 
I told them, “This is all wild 
speculation.” 

“Sure it’s speculation,” Fred ad- 
mitted. “Nobody has any facts yet 

—including the boys who claim that 
compacts are going to hold up the 
highway program. 

“Tve been in this road-and-tax 
game a long time, and I think my 
speculations are as good as the next 
man’s.” 

Jack was beginning to pound the 
good solid mahogany in front of 
him, 

“I'm an expert, too,” he said, “I 
own a compact, and that’s more 
than either of you can say. I spend 
every cent of my income—it’s all 
disposable. I don’t save a nickel. 
I’m a good American, and I’m pay- 
ing for all the highways I can.” 

Fred and I took a good look at 
Jack, and decided that it was time 
to break up the seminar and return 


to work, 
oe +. oe 


Finance Profits Less 


Anne to the concern over the 
impact of compacts on the 
economy comes word from Pacific 
Finance Co, that financing profits 
are less on smaller cars. 

P-F has experienced a drop of 
$200 per unit on the unpaid bal- 
ance, and it notes that it costs as 
much to handle a small-car con- 
tract as it does to handle one for 
a big car. 

Installment credit companies also 
report that compacts have forced 
used-car prices down sharply. On 
the other hand, they admit that 
people do a better job of keeping 
up with their time payments on 
compacts, 

+ a * 
Depreciation Quiz 

HE Small Business Administra- 

tion will mail questionnaires to 
8,500 small firms over the country 
to help the Treasury Department 
get opinions and information on 
current depreciation practices. 

SBA Administrator Philip McCal- 
lum explained that the purpose of 
the survey is to get facts for evalu- 
ating many legislative proposals 
for changing the depreciation pro- 


visions of the income tax law. 
a ” * 


Road Boosts Are Axed 


HOUSE-SENATE CONFER- 

ENCE COMMITTEE agreed to 
drop a Senate amendment from the 
1960 ABC roads appropriation bill 
which would have authorized an 
extra $100 million for ABC roads 
in both 1962 and 1963, 

An amendment to increase the 
mileage of the Interstate System 
by 300 miles also was rejected. 

As sent to the White House, the 
bill provides ABC road funds of 
$925 million in both fiscal 1962 and 
fiscal 1963. 


* * * 


Lots of Suds 


HE automatic car-wash industry 

is doing a cash business in ex- 
cess of $2 million a day, reports 
the Automatic Car Wash Assn., In- 
ternational. 

This relatively new automotive 
service business had graduated 
from the back alleys. Today a mod- 
ern car-wash owner may have from 
$80,000 to $300,000 invested in his 
property. Some setups can handle 
as many as 300 cars per hour, says 
ACWA, 














VALVOLINE’S 


NEW 50,000 MILE 
GUARANTY -— PUTS YOUR NEW CAR SALES INTO ORBIT! 


Offer your customers Valvoline’s 50,000 Mile New Car Guaranty, and here’s what you get 


in return, at no cost to you! 


M@ You will sell more new cars. 

HM You get increased service dept. profits. 

Mi You get powerful sales aids and display material. 

M@ You get a free follow-up system, handled entirely by Valvoline. No worry, no work for you. 


Pick up the phone and get the full story from your Valvoline distributor. Or, if you 
prefer, call Valvoline direct, and start building bigger sales and service profits today! 


VALVOLINE OIL COMPANY ° Refinery —Freedom, Pennsylvania * Home Office — Ashland, Kentucky 
Division of Ashland Oil & Refining Company 
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Sales Conditions in Various Areas... 





Auto Market Reports 


Houston 
New-car registrations in the 
Houston area during June totalled 
4,572, compared with 4,346 a month 
earlier. 
New-truck registrations also in- 
creased, from 399 to 430. 


By makes, registrations of new 
cars were: 

Chevrolet, 1,378; Ford, 537; Fal- 
con, 314; Pontiac, 294; Rambler, 

269; Oldsmobile, 260; Buick, 180; 
Dodge, 165; Renault, 127; Comet, 
125; Corvair, 119; Plymouth, 113; 
Valiant, 112; Cadillac, 98; Volks- 
wagen, 79; Studebaker, 49; Chrys- 
ler, 45; Triumph, 43; Mercury, 35; 
Peugeot, 28, and Austin-Healey, 
18. 

Mercedes-Benz, 17; Opel, 16; 
English Ford, 14; Metropolitan, 14; 
MG, 13; Simca, 13; Volvo, 13; Lin- 
coln, 12; Imperial, 11; Hillman, 10; 
Datsun, 9; DeSoto, 7; Sunbeam, 7; 
Fiat, 6; Vauxhall, 5; Willys, 5; 


Morris, 2; Porsche, 2; Vespa, 2, an 
miscellaneous, 6. ’ 

New-truck registrations included 
Chevrolet, 288; Ford, 234; GMC, 49; 
International, 43; Dodge, 10; Volks- 
wagen, 10; White, 7; Mack, 6; Dat- 
sun, 4; Willys, 4; Autocar, 2, and 
Studebaker, 2. 


—Ruvusy FENOGLIO 
os * * 


Youngstown, O. 


A total of 1,373 new cars were 
sold during June in Mahoning 
County (Youngstown), O., compar- 
ed with 1,396 a month earlier and 
1,287 a year earlier. 

Used-car sales, meanwhile, num- 
bered 2,170, compared with 2,156 in 
May and 2,256 in June a year ago. 

The month’s new-car registra- 
tions by makes were: Chevrolet, 
326; Ford, 214; Dodge, 158; Pon- 
tiac, 81; Rambler, 81; Falcon, 73; 
Oldsmobile, 58; Comet, 51; Cor- 
vair, 48; Buick, 43; Plymouth, 38; 


Mercury, 32; Valiant, 30; Volks- 
wagen, 28; Cadillac, 25; Stude- 
baker, 15; Chrysler, 9; DeSoto, 
6; Checker, 2; Lincoln, 1, and 
miscellaneous, 26. 

New-truck registrations totalled 
101 in June, compared with 89 the 
previous month, By makes: Chev- 
rolet, 34; Ford, 30; GMC, 7; Inter- 
national, 6; White, 4; Willys, 4; 
Divco, 3; Dodge, 2; Mack, 2; Stude- 


baker, 1, and miscellaneous, 8. 
* * * 


Norfolk, Va. 


New-car registrations during 
May in the Norfolk-Portsmouth 
area of Virginia numbered 1,502, 
compared with 1,557 a month ear- 
lier. 

By makes, registrations were: 
Chevrolet, 280; Ford, 224; Pontiac, 
94; Falcon, 90; Plymouth, 85; Val- 
iant, 75; Dodge, 71; Buick, 69; Ram- 
bler, 66; Corvair, 63; Oldsmobile, 53; 
Comet, 52; Renault, 50; Cadillac, 26, 


and Volkswagen, 21. 

Chrysler, 19; Mercury, 17; Opel, 
17; Studebaker, 17; Fiat, 13; De- 
Soto, 12; English Ford, 12; Simca, 
8; Peugeot, 7; Hillman, 7; Mer- 
cedes-Benz, 7; Imperial, 6; Austin, 
5; Vauxhall, 5; Triumph, 4; Lin- 
coln, 3; Lloyd, 3; Volvo, 3; Willys, 
3; Saab, 2; Taunus, 2, and miscel- 
laneous, 5. 

New-truck registrations totalled 
144, compared with 123 a month 
earlier. By makes: Ford, 50; Chev- 
rolet, 45; International, 16; GMC, 
11; Dodge, 10; Divco, 3; Mack, 2; 
Studebaker, 2, and miscellaneous, 5. 

x * * 


Hartford 


A total of 3,596 new cars were 
sold in Hartford in May, compared 
with 2,661 a year earlier. 

By makes, registrations were: 
Chevrolet, 769; Ford, 420; Rambler, 
276; Plymouth, 213; Falcon, 200; 
Dodge, 194; Pontiac, 193; Oldsmo- 
bile, 165; Buick, 140; Valiant, 140; 
Comet, 137; Corvair, 98; Mercury, 
94; Cadillac, 67; Studebaker, 60; 
Chrysler, 58; Imperial, 10; DeSoto, 
8; Lincoln, 8, and miscellaneous, 
346. .. 8 


Philadelphia 


Registrations of new cars in the 
first four months of 1960 in the 
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Alemite Spray Kleen Car Wash System! 


tion and nation-wide service on all Alemite_ 


lifts for top quality! 
Equipment! 


e Alemite offers unmatched warterity 


e NOW Alemite compressors and 


. New features 
Ss 


. New design unmatched in the industry! 


@NOW Modern Alemite Electronic Wheel 
Balancing, a year ‘round money-maker! 
Wheel Aligner — at the lowest investment! 


e NOW Profit-Making Alemite Cross-Sight 


Equipment—New looks. . 


e New Alemite STRATO LINE Lubrication © NOW Faster, Easier Car Washes with the | 


Now Alemite equips you for 


ALEMITE 


“— 
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1850 Diversey Parkway, Chicago 14, tl. 


OW 


See for yourself how Alemite can help you get 
all the equipment you need for complete service 
repairs and bigger profits. Send for your FREE 


Alemite STRATO LINE catalog today! 















Philadelphia area have been run- 
ning neck-and-neck with 1956, the 
last “really good automobile year 
for Greater Philadelphia,” accord- 
ing to Leonard A. Drake, staff 
economist for the Chamber of Com- 
merce of Greater Philadelphia. 

“The automobile industry is giv- 
ing front-runner support to the na- 
tion’s economy this year,” said 
Drake in an analysis of Philadel- 
phia Automobile Trade Assn. fig- 
ures. “Compact-car sales have aid- 
ed this development.” 

The 41,454 new-car registrations 
for the first four months of 1960 
was 3,335, or 8.7 percent, higher 
than last year. During April 
alone, the Philadelphia suburban 
area in the state registered the 
largest number of new cars in 
any one month since March, 1956. 
The April total was 12,526 new 
cars. 

Examination of the monthly rec- 
ord of Greater Philadelphia auto- 
mobile registrations disclosed less 
“seasonal” car purchasing than 
might be expected, Drake said. 

He also added that it is possible 
that “the military procurement and 
electronic industries will take over 
the ‘front runner’ position in the 
economy picture for 1961. In future 
years the automobile industry may 
not have the’same overwhelming 
impact on the business cycle as in 
years past.” 

—ALLEN SOMMERS 
*” * * 
Providence 

A total of 1,781 new cars were 
registered in Providence in May, 
compared with 1,746 a month ear- 
lier. 

By makes, registrations were: 
Chevrolet, 441; Ford, 420; Plym- 
outh, 171; Rambler, 148; Dodge, 95; 
Pontiac, 78; Oldsmobile, 71; Buick, 
49; Cadillac, 37; Volkswagen, 31; 

Chrysler, 30; Mercury, 30; Comet, 
29; Studebaker, 26; Renault, 15; 
Hillman, 13; DeSoto, 6; Imperial, 
5; Lincoln, 5; Willys, 2, and mis- 
cellaneous, 80. 

New-truck registrations totalled 
120, compared with 125 the previous 
month. By makes: Ford, 44; Chev- 
rolet, 25; International, 22; Mack, 
7; Dodge, 6; Volkswagen, 5; Divco, 
3; GMC, 3; Studebaker, 1; Willys, 
1, and miscellaneous, 3. 


—Tuomas L. Forses 
> 


* 
Cleveland 

New-car sales in Cleveland and 
Cuyahoga County totalled 8,675 in 
June, compared with 8,428 in May 
and 7,504 in June, 1959. 

Used-car sales in June totalled 
8,946, a three-year high. They had 
been 7,864 a month earlier. 

By makes, new-car registra- 
tions were: Chevrolet, 2,009; Ford, 

1,125; Falcon, 713; Dodge, 702; 
Comet, 697; Pontiac, 525; Ram- 
bler, 389; Oldsmobile, 373; Val- 
iant, 360; Buick, 351; Plymouth, 
230; Corvair, 205; Mercury, 192; 
Cadillac, 127; Chrysler, 97; Stude- 
baker, 80; Volkswagen, 73; Re- 
nault, 50; Opel, 34; Lincoln, 25; 
Austin, 24; Simca, 22; DeSoto, 21, 
and Volvo, 21. 

Metropolitan, 20; Triumph, 20; 
Fiat, 19; Checker, 17; Imperial, 17; 
English Ford, 14; MG, 12; Peugeot, 
12; Alfa Romeo, 11; Jaguar, 9; 
Hillman, 8; Morris, 8; Citroen, 6; 
Saab, 6; Vespa, 6; Singer, 4; DKW, 
3; Lancia, 3; Sunbeam, 3; Auto 
Union, 2; DAF, 2; Porsche, 2; 
Vauxhall, 2, and miscellaneous, 6. 

New-truck registrations total- 
led 458, compared with 507 a 

month earlier and 479 a year 
earlier. 

By makes, they were: Ford, 129; 
Chevrolet, 113; Dodge, 68; Interna- 
tional, 53; Willys, 34; GMC, 20; 
Volkswagen, 8; White, 8; Ken- 
worth, 4; Diamond T, 3; Divco, 3; 
Mack, 3; Renault, 3; Studebaker, 
3; English Ford, 2; Reo, 2; Auto- 
car, 1, and Mixer-Master, 1. 

—SANFORD MARKEY 
a x * 
Sioux City, Ia. 

June registrations of new cars 
numbered 373 in Woodbury County 
(Sioux City), Ia., compared with 
363 the previous month and 380 in 
June a year ago. 

By makes, registrations were: 
Chevrolet, 117; Ford, 91; Dodge, 
23; Oldsmobile, 18; Plymouth, 18; 
Rambler, 16; Valiant, 16; Buick, 
14; Cadillac, 10; Pontiac, 8; Mer- 
cury, 6; Volkswagen, 6; Comet, 
6; Chrysler, 4; Studebaker, 4; 
Renault, 4; DeSoto, 2; Lincoln, 2; 
Triumph, 2; Edsel, 1; Imperial, 
1, and miscellaneous, 4, 

New-truck registrations totalled 


49 in June, compared with 60 a 





oa 
month earlier and 51 a year earlier. i 





NEW SUBSCRIPTION ORDER 


Send me Automotive News every week for 
2 Years $16 [7] 1 Year $9 [) (U.S. and Canada) 
Ali Other Countries, 2 Years $22 [] 1 Year $13 [J 


for which check is attached [| or send bil! [] 


Name & Title 
Company 


Street Address 


TRADE CONNECTIONS: 


City ' rs Car Dealer {] Meke of cer 
Used Car Dealer (} bee Dealer a 
Manufacturer -) Jobber 

Zone____ State Se Ree Service Station [) Engineer CJ 


Dh errcircindtincinicchinjusnmnginnliiptiininiaulae 


(PLEASE DO NOT USE THIS CARD IF YOU ARE ALREADY A SUBSCRIBER) 





Postage 
Will be Paid 
by 
Addressee 


BUSINESS REPLY .CARD 


First Class Pe 01 (Sec. 4.9 P.L.&R. Detroit. Mici 


Automatiue News 
965 East Jefferson Avenue 
Detroit 7, Michigan 











By Practici 


AUTOMOTIVE NEWS, JULY 18, 1960 
the Golden Rule... 





100 Pct. Absorption 
For 12 Years in Row 


ION, Mo. — Massek-Murray 

Motor Co. (Ford), in business 
since 1934, has produced more 
than 100 percent service absorption 
since 1948, according to O. A. Mas- 
sek, co-owner. 

“We have 375 to 400 service 
customers coming through our 
doors every month,” Massek told 
Automotive News, “some of them 
from St. Louis and other points, 
which leads us to define our 
service area at a 75-mile radius.” 

Massek-Murray is located on 
US-50 and the heavy travel fur- 
nishes some of the exceptional vol- 
ume of service business, but a great 
deal more is the result of service 
department promotion. 

“We have had a service depart- 
ment special every month for many 
years and we always use heavy 
direct mai] each month to get this 
fact over to our customers and 
potential customers,” Massek said. 

- * * 


MASSEK reports that the firm 
has &lways used some of the 
“bought” services, but at the pres- 
ent time is using a monthly service 
developed by Ford, which includes 
a farm almanac and crop and 
weather information. This seems to 
be popular since a large part of 
the customer list is engaged in 
some form of farming. 

Another reason for the high 
service percentage (now 110 per- 
cent) is the development and en- 
couragement of genuine good fel- 
lowship among mechanics, 
between the mechanical personnel 
and the owners, and among own- 
ers, mechanics and salesmen. 

The result is that service is sold 
by all personnel and it is common 
for mechanics, salesmen and office 
workers to develop service and re- 
pair jobs for the service depart- 
ment. 

Along with all the programs runs 
a theme of getting regular custom- 
ers sold on the money-saving ad- 
vantages of regular service on a 
preventive maintenance basis. 

Once a customer has experienced 
these benefits he becomes a regular 
service customer. He is kept a cus- 
tomer because Massek-Murray tries 
to give him service that he likes 
and he appreciates the cash saved 
by having proper expert advice in 
time. 

* ~ * 
“We PROMOTE tuneup jobs 
more than anything else,” 
Massek reported, “because almost 
every car or truck that has been 
driven any length of time actually 
needs a tuneup. 

“We know and try to sell the 
customer on the idea that a tune- 
up at the right time not only 
gives better performance but also 
better gas mileage. 

“We a find that a regular run 
of fie helps the parts depart- 
ment because the tuneup operation 
requires a great many small parts, 
such as points, condensers, spark 
plugs, fan belts and other things 

* * * 


and also a tuneup is a great source 
of customer satisfaction because he 
can tell the difference,” 
* * * 
hye is a dealership where every 
effort is made to practice the 
Golden Rule, 

“We try to place ourselves in the 
position of the customer and then 
treat the customer as we would like 
to be treated,” Massek says. “This 
is got sugar-coating but a genuine, 
cordial relation that customers are 
quick to sense. We get lots of cus- 
tomers from other points who have 
been given a raw deal and who are 
expecting another. 

“We try to correct the situation 
and gain the customer for full 
time service and ag a regular 
patron of our new and used-car 
departments.” 


is an easy matter to check the cred- 
it of new customers from other 
points and this is done. When cred- 
it is once established then it is con- 
tinued as long as justified, accord- 
ing to Massek. 
* ‘* = 

alent MURRAY, coowner, is 

service manager, and after me- 
chanics have finished and job 
tickets are completed, he test drives 
each unit and checks the job 
against the repair ticket. 

“One of the things that irritate 
customers,” according to Murray, 
“and a point we eliminate is that 
of leaving undone some small ad- 
justment ordered by the custom- 
er. The big job gets done but the 
little ‘dime job’ is left off. We try 
to make sure that everything dis- 
cussed by the customer and or- 
dered is completed.” 

On new-car make-ready, Murray 
checks out the car after the me- 
chanics have pronounced it ready 
for delivery. He first makes a visual 
check of the exterior, tries the 
doors for fit, looks underneath for 
signs of oil or transmission fuel 
leaks. He then examines the check 
list to see that the items have been 


Credit is granted readily when | checked off. 


the customer is entitled to credit. It 


This done, he is ready for a road 


HIGH-LEVEL PENNZOIL 
SERVICES 
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test. He takes the check list and 
drives the car for a few miles, 
makes gure the engine has come up 
to normal operating temperature, 
then returns car to the shop, where 
he examines it all over and under 
the hood for evidences of any mal- 
function. 
*” * oe 

“q)F COURSE, I don’t often find 

anything wrong,” Murray said, 
“because our mechanics and our 
methods are thorough. What we're 
trying to do is to deliver the cus- & 
tomer’s car in such good condition 
that he will not have any service 
requirements until the 1,000-mile 
checkup. 

“The new-car owner is always a 
better customer if he can find no 
reason for disappointment in the 
appearance or performance of his 
new car,” Murray continued, 

“During the first few weeks of 
new-car ownership he is going to 
examine it more closely and he'll 
find all the little evidences of work 
left undone, such as scratches, bad 
door fits, window glasses that roll 
hard, a seeping transmission, leak- 
ing hose connections or other 
things. No matter how trivial these 
things may be, they are certain to 
be a source of disappointment to 
the customer.” 





Not Ready Till Right— 


Cy Murray, service manager and co- 
owner of Massek-Murray Motor Co. (Ford), 
Union, Mo., thoroughly checks out each 
new car after his service department has 
performed pre-delivery operations. Murray 
also road-tests each new car. 





Break for Owner— 


“We try to put ourselves in the posi- 
tion of the customer and treat him ds 
we would like to be treated,” says O. A. 
Massek, coowner of Massek-Murray Motor 
Co. (Ford), Union, Mo. 





BIG NATIONAL ADVERTISING: 


Ads in big national magazines like Life, The 

Saturday Evening Post, Reader’s Digest, Look, Outdoor Life, 
Field & Stream and others, are increasing car-owners’ demand 
for Pennzoil products . . . help pre-sell them on 

the Pennzoil products you display. Call your 

Pennzoil distributor today for complete details on 

the Pennzoil proposition for car dealers. 


PENNZOIL—memoser PENN. GRADE CRUDE OIL ASSN., PERMIT NO. 2, OIL CITY, PA. 








A NEW KIND OF CAR SERVICE 


WITH SOME TEETH 10 IT 


from Chrysler Corporation and authorized dealers 
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Even the kids will notice how much 
more relaxed about driving you are 
when your new car’s performance is 


protected by Certified Car Care. 





THIS SPELLS IT OUT—You get this book of 
certificates when you buy a 1960 car from Chrysler 
Corporation. Each certificate tells you exactly when 
to bring your car in, and tells you exactly what services 
your dealer will perform. Your dealer signs each certif- 
icate, so you always have a record. Chrysler Corpora- 
tion engineers set down these services. In effect, it 
gives your car the same care they give their own. It’s 
the nearest thing yet to a guarantee of trouble-free 
driving. And Certified Car Care costs no more than 
you’re probably paying now for hit-or-miss maintenance, 


THIS SPEEDS UP THE JOB— With your new car, your dealer gives you several IBM cards. 
Whenever you have a warranty claim, just give him one of these cards. (Any authorized dealer 
anywhere will honor them.) This is his green light to go ahead and give you the required service. 
It cuts red tape and delay and puts a personal history of your car on file at the factory. 


Certified Car Care puts it down in black and white—tells exactly how your car will get the same 
care from your dealer that Chrysler Corporation engineers give their own. It’s the nearest thing yet 
to a guarantee of trouble-free driving and it comes with every 1960 car from Chrysler Corporation 


You know the thrill of wheeling a brand-new car out of 
the showroom. Everything is right with the world. 

Now Chrysler Corporation engineers have come up 
with a plan to keep that feeling of pride alive longer than 
ever before. 

They call it Certified Car Care and it’s a big step 
toward getting rid of the exasperating things that can 
sometimes go wrong with a car, whatever the make. 

This intensive, extensive plan starts with stiffened 
manufacturing standards, beefed-up inspection, and a 
tightened-up operation all down the line, to the point 
where the 1960 Chrysler Corporation cars are the best- 
put-together cars in our history. 

Certified Car Care continues at the dealer’s, where new 


and tougher standards of predelivery preparation spruce 
up the car, and give it another gimlet-eyed inspection. 

Thousands of dealers and their servicemen have gone 
“back to school’’ to take the advanced courses called for 
under this plan. This involves a multimillion-dollar net- 
work of big new service-training centers—that were built 
by Chrysler Corporation. 

Now here’s where*you come in. Certified Car Care will 
give you better month-after-month performance than any 
you’ve known before. You won’t build up to those big 
repair bills. And years from now, you'll have lots more 
car to trade in. 

The dealer is your partner in this plan. He will give you 
all the facts and figures that apply to your own situation. 


CERTIFIED CAR CARE 


is exclusive with the cars of 


CHRYSLER CORPORATION 


VALIANT - PLYMOUTH - DODGE DART - DODGE - DESOTO - CHRYSLER - IMPERIAL 
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Revenue Hiked by GM Dealership ae 


Parts Intercom a Time-Saver 


personnel that it’s the customer 


By John K. Teahen Jr. 
Associate Editor 

AGINAW, Mich. — A streamlined 

routing procedure is saving 

time and increasing volume in the 
combined service department of 
Garber Buick and Garber Cadillac 
here. 

Advertised as an “Airport Type 
Control Center,” the new setup 
embodies an intercom system 
which enables mechanics to order 
parts without leaving their work 
stalls. 

When the order is ready, a parts 
expediter uses the intercom to sum- 
mon the mechanic to the counter. 

The intercom also saves time in 
getting cars to the mechanics. A 
few minutes before the mechanic 
finishes a job, he notifies the tower, 
and the dispatcher has a fresh car 
ready to move into his stall as soon 
as the completed unit rolls out. 

* * * 

T HESE changes save between 

one and two hours per day per 
mechanic, according to Guy S. 
Garber jr. Naturally, the mechanics 
like the idea—they work on a 50-50 
split of the firm’s $5 hourly labor 
rate. 

It means a lot more money for 
the house, too. Garber said that 
when the program was installed in 
March, monthly customer labor 
revenue was about $11,000 on Buick 
and $5,000 on Cadillac. 

Today, he said, the figures are 
$15,000 for Buick and $6,200 for 
Cadillac. 


The Garber operation is big. It 
consists of Buick, Cadillac and 
Pontiac dealerships in Saginaw and 
another Buick outlet in nearby Bay 
City. 

The firm also has distributor 
agreements with Buick and Cadil- 
lac. It supplies Cadillacs to three 
dealers in a five-county area and 
distributes Buicks to 46 dealers in 





Dispatcher's Desk— 


The dispatcher in the control tower of 
the Garber Buick-Cadillac service depart- 
ment, Saginaw, Mich., can speak with in- 
dividual mechanics or parts expediters 
without leaving his desk. An intercom 
system and a set of pneumatic tubes re- 
duce delays and boosts efficiency. 





Garber's Control Tower— 


The cashier's window and a customer waiting room are part of the control-tower 


41 Michigan counties in the north- 
ern half of the state. 
* * - 


feeee the empire is Guy S 
Garber sr., who has been a 
Buick dealer here since 1908. He 
opened his Bay City. deal in 1916 
and has handled Cadillac and Pon- 
tiac in Saginaw since 1933. 

Four sons now are active in the 
firm. Guy S. jr. heads the Cadillac 
operation; Richard and Jack are 
connected with the Buick setup, 
and Robert runs the Pontiac deal- 
ership. 

The Garber-owned dealerships 
retail about 600 Buicks, 400 Pon- 
tiacs, 150 Cadillacs and upwards 
of 2,000 used cars per year. 
Parts inventory for the three 
lines tops $300,000 and is turned 
over about three times a year. 
About 65 percent of Garber’s parts 
business is wholesale because of the 
distributor operations. 

There are about 150 employes, 
and 110 of them are engaged in the 
parts and service end. Norm Geyer 
is general service manager, and 
there is a separate service chief for 
Buick, Cadillac and Pontiac. 

oa * + 
a backshop has always been 
an important part of the Garber 
operation. “We built our business 
on service,” says Guy sr. 

Buick and Cadillac service facil- 
ities have been combined under a 
single tower setup, but there are 
separate work areas and separate 
parts departments, Each make also 
has its own entrance to eliminate 
a logjam at the door. 

About 2,300 repair orders are 
written per month—1i1,500 Buick 
and 800 Cadillac. 

There are four Buick and two 
Cadillac service salesmen, most of 
whom were promoted from me- 
chanic to the sales posts. They are 
paid a salary plus a percentage of 
the labor charges they write, and 
they also receive 10 percent of their 
accessory sales. 

The Garbers like the incentive 
system of compensation. “It’s al- 
ways a good idea to make an em- 
ploye a part of your business,” de- 
clared Guy jr. 

a * 


E AND Richard said earnings 
of the service salesmen have 
increased 15 percent since the in- 
centive system was adopted, and 


}| Richard attributed the boost to the 


fact that the salesmen are looking 
for ways to help the customer. 

Guy jr. mentioned the preventive 
maintenance angle: “The service 
salesmen are finding things now 
that the customer would have 
found later—and probably under 
adverse circumstances.” 

The brothers advanced a brief 
formula for running a successful 
service department—“win the con- 
fidence of the community.” Here 
are a few of their suggestions: 

1. Adopt a lenient attitude on 
warranty work. Don’t hesitate to 
give a little more than the policy 
calls for. 

2. Be “customer minded” in han- 
dling complaints. 

3. Impress | u po n Pa dealership 


setup in the combined service department of Garber Buick and Garber Cadillac, Sag- 


inaw, Mich. The control-tower operation and Garber's new intercom system is saving 


time and increasing volume in the shop, dealership officials say. 





who pays the salaries at the end 
of the week. 

> oa a 

ARBER service salesmen con- 

tact the customer within three 


days after a repair job to see if 


he is satisfied with the work. If 
he isn’t satisfied, he’s invited to 
bring the car back. 

“We'd rather have a customer 
complain to us than to his neigh- 
bors and friends,” said Richard 
Garber. 

The Garbers also try to tie new- 
car customers to the backshop. 
When he delivers a car, the new- 
car salesman introduces the buy- 
er to a service salesman who be- 
comes the buyer’s contact in the 
shop. 

The Garber brothers feel that 
“quick service” is a vital element 
in the franchised dealer’s campaign 


and light-maintenance fields. 
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This Way In at Gaudin Ford— 















Well-marked service entrance at Gaudin Motor Co. (Ford), Las Vegas, Nev., leads 


to combat the inroads being made| customer into spotless, humming backshop. With 10 line mechanics, shop tops $25,000 
by gas stations in the lubrication|a month, averages over $40 per repair order. Las Vegas location leads to heavy tour- 


ist business in warranty work. 
ee 





At Las Vegas Ford Deal... 





Tourists Double Warranty Work 


By William Carroll 
West Coast Editor 

LAS VEGAS.—“Because some 50 
percent of our warranty claims are 
based on ‘tourist’ cars, we some- 
times think everyone in the United 
States takes his vacation in Las 
Vegas,” says Henry Nolte, service 
manager of Gaudin Motor Co. 
(Ford), 300 N. Las Vegas Blvd. 

Gaudin ig averaging 50 to 60 
“tourist” warranty repair orders 
each month. People from all over 
the U., 8S. purchase a new car and 
drive to Las Vegas for their va- 
cation. By the time they arrive 
the car has several thousand 
miles and needs warranty service. 
Owners have vacation time on 
their hands to come in and have 
claims or services taken care of. 

It is estimated Gaudin has a 
higher ratio of warranty to shop 
work than any other Ford dealer 
on the West Coast. 

Since Nolte arrived at Gaudin in 
June, 1959, there has been a 20 per- 
cent increase in customer-paid 
labor, 

Explains Nolte, “We started tak- 
ing care of the customers again.” 

a ” * 

Co service is open daily 

from 7:30 a.m. to 5:30 p.m. The 
shop is closed on Saturday as far 
as the public is concerned, though 
Nolte keeps one man working Sa- 
turday afternoons for emergency 
jobs, 
He said that on a recent Satur- 
day Gaudin had six generator 
failures lined up. Five were from 
out of town. The shop could only 
handle four of them, so the Lin- 
coln-Mercury dealership took one 
and the remaining breakdown 
had to go to an independent shop. 

According to Nolte, there often 
will be a number of cars on deck 
without service appointments. In 


this case, either Nolte or one of 


his two service writers do most 
anything to placate the customer. 
They frequently set timing or ad- 


just carburetors without writing a 


repair order or making a charge. 


Then, they suggest the car owner 


return the following morning at 
7:30. According to Nolte, on the 
morning that Automotive News 
visited his shop, there were 18 peo- 


ple lined up for service as a result 


of this unique holdover referral 
system. 
+ + + 
USTOMER relations ratiog (cus- 
tomer complain rates) for Gau- 
din have changed drastically in the 
past two years. 
During 1958, the total for all 
quarters was 3.10 complaints per 
100 new cars sold. In the first 
quarter of 1959 it rose to 4.57. 
By the second quarter it had 
dropped to 1.08 and the third and 
fourth quarters shifted from .50 
to none. 


The first quarter of 1960 showed 
1.66. Nolte says, “The first quarter 
of 1960 found us stuck with a cou- 


ple of complaints about leased cars 





which had been sold as new. The 
customers were unhappy when we 
declined to give them factory war- 
ranty service on second-hand ve- 
hicles.” 

Service promotion efforts at 
Gaudin include the Standard Oil 
followup system, which contacts 
customers at 30, 60 and 90 days. In 
addition, Gaudin sponsors televis- 
ion’s “Baseball Game of the Week” 
on which new or used cars and 
service are pitched. As a portion of 
this program, a motion picture was 
made of Nolte taking care of a cus- 
tomer. This is used in pitching 
service. 

* + * 


Keeping in Touch 


LL customers who have not 
been in the shop within 120 
days are telephoned by Nolte. How- 
ever, because there is such a tre- 
mendous amount of moving in the 
Las Vegas area, every repair order 
requires a telephone number to fa- 
cilitate this “last ditch” contact. 
“We use very little newspaper 
advertising in service promotions,” 
Nolte said. “A short time ago we 
offered an air-conditioner checkup 
service for spring. Unfortunately, 
the ad hit during a cold snap. As 
you can imagine, people don’t think 
of cold air when it’s cold outside. 
We didn’t get enough business to 
pay for the advertising.” 

There is no service promotion on 
local radio, Multiple telephone book 
listings are used to pitch “Repairs,” 
“Towing” and other specialized 
services. 

* * + 
MA* was suggested by Nolte as 
being typical of current shop 
business at Gaudin, During May, 
628 repair orders (internal and 
paid) were written. The 628 orders 
held $11,047 worth of parts, $9,870 
worth of customer-paid labor, $666 
worth of internal parts and $1,039 
of internal labor. 
Warranty and policy jobs in 
+ og * 





Service Bess— 


Responsible for smooth-running service 
department at Gaudin Motor Co., Las 
Vegas, Nev., is Henry Nolte. With simple 
incentive system, he has boosted customer- 
paid labor 20 percent in past year. 


the 628 repair orders included 
$2,624 worth of parts and $2,522 
worth of labor, This figures to a 
total of $14,337 worth of parts 

written on repair orders during 

May, coupled with $13,431 worth 
of labor. The total gross business 

in the shop during May was 
$27,768. 

Broken down: The average repair 
order of $44.22 shows an average 
labor tab of $21.39, coupled with 
$22.83 worth of parts. Outside paid 
labor, such as glass, radiator, body 
and painting, is running about 
$1,000 a month. Mechanics take 
care of their own comebacks. 

Standard Oil’s breakdown of re- 
pair orders written in May showed 
that over 25 percent included a lube 
job, an oil change or electrical 
work. Forty of the repair orders 
were visiting owners, compared 
with 60 in April. Number of items 
per repair order has changed 
slightly during 1960. In February 
there were 1.8 items per repair 
order, in March 1.8 and in April 
1.7. May data showed two items per 
repair order, 

On this basis, shop customer- 
paid labor is in the order of $12,500. 
Twelve mechanics working on a 
50-50 basis, are averaging slightly 
over $1,000 worth of customer-paid 
labor per month, for which base 
wages run in the neighborhood of 
$500, Most men make more than 
this. 

Nolte installed a contest bonus 
system based on high discount, 
fast-moving items. Mechanics are 
given $2.50 for every brake reline 
they sell, $1.50 for each pair of 
shock absorbers, $1.50 for a muffler 
and tailpipe and $50 cents for a set 
of plugs. 

At first, bonuses were added to 
weekly salary checks, “but the old 
business of putting it on the pay- 
check didn’t go over,” says Nolte. 

* * + 


EN the system was changed 

to immediate cash payment the 
men sold 50 percent more than be- 
fore. A mechanic makes a contest 
sale. He immediately takes the re- 
pair order to Nolte and shows what 
was sold. A rubber-stamped form 
lists date, item sold, repair order 
number, a space for the mechanic’s 
signature, Nolte’s signature and 
(the most important slot) amount 
of bonus due for the sale. 

After signing his slip, the me- 
chanic takes it to the cashier 
who considers it a voucher and 
pays the mechanic in cash, 

As Nolte puts it, “We've had this 
incentive plan a little over two 
months and it’s so good we hate to 
ever think of changing it. I've 
some men who make as much as $5 
to $6 a day on these little items.” 

Monthly meetings are held for 
all shop personnel, at which time 
technical bulletins are read, Im- 
portant bulletins are handed di- 
rectly to the mechanics the moment 
they arrive from Ford. They are 

(Continued on Page 72B, Col, 3) 
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For strong bumpers, 
car buyers count on steel 


Let's face the fact that some people park by ear. They back into parking 
situations with a crunch and count on steel to take the knocks. 
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M@ Strong steel bumpers are only one of the many reasons why the public 
prefers steel. People demand steel’s strength, dependability and 
quality... its protection of resale value. We know because continuing 
surveys conducted by Alfred Politz, Inc. prove it. For automobiles, 

the public prefers steel over any other material. 

@ Use steel as a strong selling feature. Make a point of the special 
Steels used in bumpers and other parts that must take punishment. Talk 
up the durability of steel. We're doing it with a big national advertising 
program in magazines, billboards and network television. We're 
Strengthening the public’s preference for steel even more. Make this 
preference work for you. 
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By Leo T. Parker 
Attorney at Law 


_~ month, a higher court ren- 
dered an outstanding decision 
which clearly answers a legal ques- 
tion often asked by representatives 
of automo- 
bile manufactur- 
ers during the 
last few months. 
This question is: 
“By what plan 
can an automo- 
bile manufactur- 
er avoid liability 
to a purchaser 
for defects in an 
automobile?” 
For instance, in 
L, T. Parker Smith v, Ford 
Motor Co., 327 S. W. (2d) 535, the 
testimony showed facts, as follows: 
Goodwin Motors Co. and Ford 
Motor Co. signed a franchise for 
Mercury automobiles. This contract 
contained this clause: “This agree- 
ment does not in any way create 
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Lawsuits Affecting Dealers ... 
Court Decisions 





Heyer Industries Incorporated, Dept. AN-7 


© Send complete data on Dyna-Vision, includ- 
ing details of easy-payment plan. 
(© Arrange a demonstration at my convenience. 





No. of mechanics employed 








the relationship of principal and 
agent between the company and 
the dealer; and under no circum- 
stances shall the dealer be consid- 
ered to be the agent of the com- 
pany.” 

This contract contained another 
clause to the effect that the manu- 
facturer warrants to the dealer 
that its automobiles are free, under 
normal use and service, from de- 
fects in material and workmanship 
for a period of 90 days or until 
each automobile has been driven 
for a distance of 4,000 miles. 

One day, a man named Smith 
purchased a Mercury automobile 
from Goodwin Motor Co. Smith 
paid cash for the car and the 
equipment in the total sum of 
$4,703.31. 

Smith alleged that before expir- 
ation of 90 days, from date of de- 
livery, the automobile developed 
numerous defects, ag follows: The 
windshield wipers did not operate 
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properly; the power steering has 
repeatedly become and is now use- 
less, faulty and defective; a power 
antenna and radio are faulty, de- 
fective and partially inoperative; a 
power seat which is faulty and de- 
fective; and further that liquid, 
water and anitfreeze escapes from 
the radiator “in great quantities” 
and frequently caused overheating, 
“causing said automobile to become 
inoperative and useless on many 
occasions.” 
+ am * 


Buyer Sues Ford 


MITH sued Ford Motor Co. for 

expenditures for repairs and 
damages by reason of loss of use of 
the automobile, The total recovery 
sought was $6,971.09. 

It is interesting to observe that 
the higher court refused to hold 
Ford Motor Co, liable in damages 
to Smith and said: 

“The only warranty that the 
plaintiff (Smith) received was an 
incident of the sale, He bought 
the car from Goodwin Motor Co. 
This company was not an agent 
of the manufacturer (Ford Motor 
Co.) under the terms of its con- 
tract as a dealer. It, therefore, 
follows that there was no privity 


Why you can make more money 
with Dyna-Vision’ tune-up 






Dyna-Vision with Power-Chek saves you at least 
an hour per job, eliminates time wasted on untun- 
able engines, never misses a possible parts or serv- 
ice sale, reduces comebacks to a minimum, helps 
assure customer satisfaction. Here’s why: 








“Another thing, Harris, get 
your feet off the compacts!” 





between the plaintiff (Smith) and 
the manufacturer (Ford Motor 
Co.) and no warranty, either ex- 
pressed or implied, could exist.” 

For comparison, see Baxter v. 


Ford Motor Co., 12 P (2d) 409. In 
this case the manufacturer had ad- 
vertised a shatterproof windshield, 
which did shatter when struck by 
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Belleville, N.J. 


New Dyna-Vision is more than just another _ goston, mass. 


scope-meter combination. It is a completely in- 
tegrated motor tuner capable of analyzing all four 
systems of a modern engine in only 15 minutes. 
Nothing else on the market can do a comparable 


job in less than an hour. 


Trouble can originate at over 100 points in the 
four basic engine systems—ignition, carburetion, 


Dallas, Tex. 


low voltage and power. To check them all with Denver, Col. 


meter-type equipment takes 1-4 hours and is costly 
in time and labor. A scope-meter unit does the job 


Detroit, Mich. 


faster, but it still requires some 50 time-consuming _ Houston, Tex. 


connections and control adjustments. And no 
“scope” until now has provided a quick check on 
engine mechanical condition—rings, valves, gas- 


kets, etc. 


Dyna-Vision is different. It requires only 7 con- 


nections for 100% diagnosis. This includes the 


Power-Chek, which is equivalent to a compression 
test, yet takes less than a minute and is made with 
the engine running. With any other equipment, 
this check takes up to 1% hours and thus is seldom 
made except as a last resort. Yet 10-15% of all 
engines require some mechanical repair before 


successful tune-up is possible. 


These are just a few reasons why tune-up with 
Dyna-Vision is more profitable. For complete de- 


tails, mail the coupon today. 
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Dealer Training 
and Service in 


Weare prepared to sell and train deal- 
ers on a national basis through the 
following Dyna-Sales companies (ad- 
dresses indicate store and warehouse 


500 Cortlandt St.. PLymouth 1-2222 


7 Jersey St... 


Chicago (Oak Park), III. 
666 W. Madison St....EUclid 3-5950 


Cincinnati (Deer Park), Ohio 
3980 Superior Ave... TWeed 1-3748 


Cleveland, Ohio 
7413 Memphis Ave. 


cpestows COpley 7-3159 


5523 Dyer St....... EMerson 8-8155 


1217 California St.....TAbor 5-5066 
15827-31 Plymouth Rd. 


6821 Academy St...MAdison 3-1442 


Indianapolis, Ind. 
6060 E. Washington St. 


Los Angeles, Calif. 
833 E. Sixth St.....MAdison 7-9377 


Milwaukee, Wis. 
3222 National Ave. 


Minneapolis, Minn. 
5456 Nicollet Ave.....TAylor 4-0430 


New Orleans, La. 
7202 Washington Ave.. . HUnter 6-6394 


Philadelphia, Pa. 
831-33 N. Broad St...POplar 3-2973 


Pittsburgh, Pa. 
22 Diamond North..FAirfax 1-1234 


Rock Island, Ill. 
2823-8 1/2 Ave. Rock Island 8-6598 
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183 Utah Ave........ JUno ..9-5363 
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Kingsport, Tenn 
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Richmond, va.. 
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a pebble and put out the eye of its 
purchaser. 

This higher court held the auto- 
mobile manufacturer liable in dam- 
ages to the purchaser for injuries 
sustained. This higher court held 
that its advertisements to prospec- 
tive buyers were falsely stated 
whereby the manufacturer was li- 
able for injuries sustained by the 
buyer of an automobile which did 
not have safety glass which con- 
formed to the advertised quality. 

* * * 


$35,000 Injury Suit 
Names Dealer, Salesman 


LAS VEGAS.—A $35,000 personal 
injury suit has been filed in District 
Court here against Community 
Chevrolet Co. and Jim Codding, a 
used-car salesman for the firm. 

In the suit, Charles C. Martin, 
Henderson, Nev., states that Cod- 
ding was intoxicated while demon- 
strating a used car Martin was 
planning to buy from the dealer- 
ship on June 8, 1958. Because of 
his intoxication, Codding lost con- 
trol of the car and it overturned 
several times, the suit alleges. 

Martin said he suffered perman- 
ent injuries in the accident and has 
been unable to continue his job as 
a truck driver. 
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CARS 





build traffic with your 
showroom dead space 


Liven up the dead space between your cars and the 
showroom windows. Put in a traffic-building 
hobby display. There are always a dozen or so 
groups in town just itching to show off their 
wares—the YMCA, YMHA, camera clubs, church 
groups, Boy Scout troops, what have you. Give them 
that big opportunity in your show window. And when 
you do, work your car into the display. With the 
Boy Scouts, for example, throw a tent and a few 
knapsacks on the tailgate of a station wagon, 
lay some green matting on the floor and have the 
boys set up the exhibit. Then sit back and count 
noses. There’ll be plenty of parents, friends 
and supporters dropping by to see what the kids 
have done. Invite them in for a closer look. 
Parents, friends and supporters buy cars! 












keep your reputation spotless... 
polish those plate glass windows 


No one likes to buy a dirty new car. That’s how 
they look through a dirt-streaked show window. Give 
your cleanup man a specific date each week for 
the job of washing windows, whether they look 
“pretty clean” or not. This way that new-car gleam 
will always come through and you'll keep your solid 
reputation as a clean, inviting place to do business. 


summer sun sells SOLEX® 


When the summer heat sets in, that’s the time to 
get your prospect behind the wheel of a demo 
equipped with green-tint SOLEX plate glass. 
The bigger the windshield, the more he’ll appreciate 
the cool comfort of SOLEX. It absorbs more than 
50% of the sun’s heat. SOLEX is easy on the 
eyes, too. Your customer can forget about forgetting 
his sun glasses. With SOLEX he doesn’t need 
them. And it’s a must for air-conditioned cars. 
Order your cars with SOLEX and watch 
your summer sales go up. 





All PPG Automotive Safety Glass complies with every recognized safety code. 


Pittsburgh Plate Glass Company sly 


Paints * Glass * Chemicals « Fiber Glass 
In Canada: Canadian Pittsburgh Industries Limited 


SOLEX® “the best glass under the sun!” 
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TURNINGS ... 


Steel Goes on Offensive 
To Save Auto Volume 


By Joseph M. Callahan 


Engineering Editor 


oe producers are becoming more aggressive, at least as 
far as the auto industry is concerned. 

While no one is predicting that steel is going to be phased 

oo 


out of the dynamic car mar- 
ket, there have been enough 
strong assaults on what steel has 
considered its private bailiwick 
that this huge, lumbering industry 
has finally roused itself. 

Typifying the attitude of the 
car makers toward the steel in- 
dustry was this recent comment 
by the chief engineer of a Big 
Three car division: 

“Generally, our lobby is almost 
swarming with people who current- 
ly are selling us some product or 
who would like to sell us some- 
thing. But seldom did the steel 
people call on us. 

“When we wanted to see them, 


we practically had to make appoint- 
ments with the steel officials, and 
even then they were not too accom- 
modating. But things are changing, 
now. There’s nothing like competi- 
tion, to smoke somebody out.” 


Little wonder that the steel mak- 


New Kart by Dart 


MANSFIELD, O. — Manufacture 
and availability of a new Class B- 
Super Kart is announced by Dart- 
Kart Division of Rupp Mfg. Co. It 
is a twin-engine model with a one- 
inch, stainless-steel, live rear ‘axle 
mounted in self-aligning high-speed 
bearings. 


Bluebird Final Assembly— 










Workmen at Motor Panels, Ltd., Coventry, England, complete assembly of the 


body of the new Bluebird, the car with which Donald Campbell hopes to exceed 
the present land speed record today (July 18) at Goodwood, England. Present record 


is 394.196 miles per hour. 


ers have been complacent and over- 
confident. During the last 30 years, 
the car market has gradually 
grown larger; the percent of steel 
in each car has steadily increased 


the weight of the cars has almost 


doubled. 
oe + * 


LL these factors have tended to 
boost the sale of steel from 


until the past couple of years, and| about one ton per car sold in 1929 





“In our well-rounded ad program, 
the Yellow Pages is a must!” 


says Frank D. Kent, Pres., Frank Kent Motor Company, Fort Worth, Texas 





“We use newspapers, radio, direct mail, billboards and 
the Yellow Pages to do a complete advertising job.” 














“To pull in prospects for sales and service, 
we use four Yellow Pages headings.” 


Display this embiem. It builds your business! 





Be 








“Our Yellow Pages and billboard advertising makes sure 


Display ad (reduced) directs 
ready-to-buy prospects to 
Mr. Kent’s showroom. Call 
the Yellow Pages man at 
your Bell telephone office, 
and plan your program! 


that people who are ready to buy know where we are.” 





¢ 





“The Yellow Pages is particularly valuable for bringing 


in strangers in our area looking for Cadillac service!” 














to 2.11 tons per car sold in 1959— 
or a total of 14,- 
213,875 tons, An 
important fact is 
that the tonnage 
of steel purchas- 
ed by an auto 
maker consider- 
ably exceeds the 
tonnage of cars 
he sells because 
of the scrap in- 
volved. 

One of the first Zz 
major threats J. M. Callahan 
against the domination of steel in 
the auto industry was the rising 





‘)| popularity of other materials, par- 


ticularly aluminum, plastics and 
magnesium. These materials will be 
chewing up a larger portion of the 
auto makers’ purchasing dollar in 
the years ahead. 

Also working against steel’s 
long-range future is the way the 
recent cars have been designed. 
Lighter gauges of steel have been 
used, to reduce car weight, save 
money and permit greater forma- 
bility of the intricately designed 
body panels. More glass has been 
the trend. Of course, larger bod- 
ies have offset some of these re- 
ductions, 

Probably the most serious auto- 
motive threat to the U. S. steel in- 
dustry was the explosion of the 
U. S. imported-car market, from 
58,465 units in 1955 to 609,539 ve- 
hicles last year. 

American steel makers were al- 
most entirely excluded from this 
growth, although Volkswagen and 
a couple of other European makers 
do buy some steel here. 

Incidentally, the steel people are 
letting off sighs of relief in Pitts- 
burgh that are almost audible in 
Detroit at the news that the im- 
ported-car market has apparently 
crested in this country. 

oe ca * 


Fear Imported Steel 


NOTHER automotive cloud on 

the horizon for the steel giants 
has been the increasing, although 
still slight, use of imported steel 
by the car manufacturers. Imported 
steel sold particularly well during 
last year’s steel strike in this coun- 
try. 

However, it’s quite difficult to 
determine how much foreign steel 
is still being purchased. There’s 
nothing more embarrassing to an 
automotive official (who looks down 
his nose at those slightly un-Ameri- 
can purchasers of the foreign 
Mickey-Mousers) than to be asked 
about his own imported purchases. 

The most damaging blow to the 
steel industry’s automotive market 
has been the rise of the compact 
cars, each of which uses 25 to 30 
percent less steel, or roughly 800 
pounds less per car. 

Although these cars seem to be 
blocking further growth of the 
imported-car market, steel offi- 
cials are alarmed because the 
smaller, compact models are in- 
creasing in number and because 
they may be with us for quite a 
few years. 

Realizing that a suggestion to 
the auto makers that they put back 
that 800 pounds of steel on each 
compact would be out of order, the 
steel makers have embarked on a 
promotional campaign to alert the 
auto industry and other users to 
the advantages of their products. 

* * * 


NE effort in this direction was 

a recent seminar in Detroit on 
“Detroit’s future in steel,” under 
the sponsorship of the American 
Metal Market, a trade paper of the 
steel industry. Among the speakers 
was Wilfred D. MacDonnell, presi- 
dent of Great Lakes Steel Corp., a 
division of National Steel, and Mar- 
tin K. Schnurr, president of the 
Stainless and Strip Division of 
Jones and Laughlin Steel Corp. 

MacDonnell, whose division sells 
80 percent of its steel to the auto 
industry, said his company was at- 
tempting to meet three main chal- 
lenges: 

1. Seasonal fluctuations—the 
down periods in June, July and 
August when the car makers are 
changing over. 

2. Better quality of steel and im- 
proved alloys. 

3. Increasing volume in the face 
of competition from other mate- 
rials and Overseas. 

Schnurr said the auto industry is 
the largest single market for stain- 
less steels, using 87,258 tons of 
stainless strip last year, valued at 
about $87 million dollars. This rep- 

(Continued on Page 52, Col, 5) 
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In Parts and Accessory Distribution 


Wheel & Rim Association 


Moves to Jacksonville 


JACKSONVILLE, Fila. — The 
National Wheel & Rim Assn. has 
moved its general offices from St. 
Louis to 1032 Hendricks Ave., Jack- 
sonville 7, Fla. 

B. H. Thomas is executive secre- 


tary. 
* * 


Arvin Adds Two Outlets 


COLUMBUS, Ind. — Two new 
warehouse distributors have been 
named by Arvin Industries, Inc., 
for the company’s new line of re- 
placement mufflers and exhaust 
system parts. They are McLean 
Auto Supply Co., Norfolk, Va., and 
Automotive Service Co., Louisville. 


* + + 
Aluminum Industries 


Names Sutter, Davis 


CINCINNATI. — Aluminum In- 
dustries, Inc., makers of engine and 
chassis parts, has appointed David 


Railway Express 
Slashes Rates on 


Automotive Parts 


NEW YORK.—Reductions of up 
to 60 percent in nationwide °100- 
pound express rates on automobile, 
truck and trailer parts, including 
tires, tubes and treads, have been 
announced by the Railway Express 
Agency. 

Automotive parts shipments now 
moving by motor carriers at their 
minimum charges will be subject 
to diversion to express under the 
new rates, the company said. 

A tariff providing for the new 
commodity rate plan has been 
filed with the Interstate Commerce 
Commission and is applicable be- 
tween all domestic points, except 
Alaska and Hawaii. It covers the 
many thousands of automotive 
parts, with a few exceptions on 
items of low weight-density. 

Examples of the reductions show 
that an existing 100-pound rate of 
$11.57 between Detroit and New 
York becomes $4.63, a reduction of 
$6.94. The Detroit-Cincinnati rate 
of $7.95 becomes $3.18, a saving of 
$4.77. Between Detroit and Milwau- 
kee the $8.24 rate becomes $3.30, or 
$4.94 less. 

Substantial reductions also will 
be effective on shipments under 
100 pounds. The charge applicable 
on a 50-pound shipment, for ex- 
ample, will be reduced approxi- 
mately 38 percent. 


Berry Heads 
Houston Dealers 


HOUSTON.—Albert H. Berry jr. 
(Dodge) has been elected president 
of the Houston Automobile Dealers 
Assn., succeeding Griff D. Vance sr. 
(Rambler). 

F. M. Knapp (Chevrolet) was 
elected vice-president, and Tommie 
Vaughn (Ford) was named secre- 
tary-treasurer. 

Directors include Frank Gillman 
(Pontiac), Floyd Higginbotham 
(Chrysler), Bob Robertson (Chev- 
rolet), James W. Hall (imports), 
Sam Montgomery (Oldsmobile), 
H. D. Schleeter jr. (Studebaker), 
W. H. Highams (Cadillac) Harry 
Snelling (Lincoln-Mercury) and 
Vance, 


















Tennyson New President 


Of Detroit Chevy Assn. 


DETROIT.—Harry Tennyson has 
been elected president of Detroit 
Chevrolet Dealers Assn. Other offi- 
cers are Norman A, Merollis, vice- 
president, and Louis S, Emmert jr., 
secretary-treasurer. 

The’ officers were named at the 
group’s annual outing at the Old 
Club on Harsens Island in Lake 
St. Clair. Chevrolet officials who 
were guests of the dealers included 
K. E. Staley, general sales man- 
ager, and Herman P. Sattler and 
James E. Conlan, assistant general 
sales managers, 


P, Sutter regional sales manager 
for the West Coast Region. 

Roy E. Davis has been appointed 
regional sales manager in the 
South. So ene 


Zink Catalog Cited 
FREMONT, O.—For the second 
straight year, Howard Zink Corp.’s 
annual seat cover and accessories 
catalog has won a Mead Award for 
excellence in product presentation. 
* ad am 


Calif. Parts Firm Moves 


PASADENA, Calif.— German 
Motor Car Parts & Accessories Im- 
port has moved to 1230 E. Colorado 
Blvd. 


430 Garage, Station Owners 


Attend Maremont Meeting 
NEW ORLEANS.—More than 430 





erators attended Maremont Muffler 
Division’s “’60 Special” meeting 
here, 

Several phases of the muffler re- 
placement business, including mar- 
ket potential, installation tips and 
merchandising aids, were covered 
at the two-hour meeting cospon- 
sored by five local automotive 
wholesalers. 

* * * 


ASIA’s Wiggins Appointed 
Ex-Officio AWTAE Director 

NEW YORK.—J. L. Wiggins, ex- 
ecutive secretary of the Automotive 
Service Industry Association, was 
unanimously elected an ex-officio 
member of the Automotive Whole- 
saler Trade Assn. Executives Board 
at its meeting in New York. 

The AWTAE will hold its annual 
convention at Mackinac Island, 
Mich., in August, according to Jules 


service station and independent op-|L. Lamothe, president. 





Dealer Fishing Derby—. 


To mark the move to its new building, Eckenroth Motors (Rambler), Reading, Pa., 
staged a special fishing derby in its showroom. The tank was stocked with 100 fish and 
visitors were supplied with rods and barbless hooks to try their luck. Every fish caught 
was measured and the person who caught the largest of the day was awarded a radio, 
camera or fishing set. As part of the promotion, visitors were photographed while sit- 
ting in a 1902 Rambler. 











BOB TAYLOR, PRESIDENT, HOWARD TAYLOR DODGE, SAN DIEGO, CALIFORNIA AND NEW SIMCA ETOILE 


“The way my Simcas 

arrive,” says Bob ‘Taylor, 
“T could sell them 
right off the truck.” 


“I’ve taken delivery on a lot of imported cars in my time. Of all of them, 
though, SIMCA arrives in the best condition—by far. Take ’em off the truck, 
wheel them into the showroom. All that’s left is to sell them. Which I do. 

“I sell plenty; I’ve got time for it. I don’t have to worry about the parts and 
service set-up. SIMCA—through Chrysler MoPar—has the best in the import 
business. And I don’t worry about factory paper work, either. It’s fast, clean, 


efficient—and always on time. 


“Grosses? That’s the best part of the whole operation. SIMCA’s giving me 


the highest grosses per car I’ve ever had.” 


A few SIMCA franchises are still available to aggressive dealers, regardless 
of present affiliation. Send in the attached coupon for complete information. 


SIMGA 


D. R. Crandall, Director of Simca Sales 

Chrysler Motors Corporation 

P.O. Box 857, Detroit 31, Michigan 

Dear Mr. Crandall: 

I would like to investigate the possibility of becoming 
a franchised SIMCA dealer. I understand I am under 
no obligation and my inquiry will be held in the 
strictest confidence. 





Name 

eet seeming tiie eae ait oR NS Re) 
Address 

City Zone State 


sessment sseenasseeeesnenenmunmesess 
Canadian inquiries to: A. L. Hancox, Chrysler Corp. of Can., Lid., Windsor, Ont. 


IMPORTED BY 
CHRYSLER 















Roundup from State Capitals... 
Legislation Affecting Auto Industry 
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ects that could not be adequately 
financed previously. 
West Virginia lawmakers en- 


EGISLATION increasing gasoline taxes was enacted by 
L three states during the first half of this year, while four clue oe ie aa - 
state legislatures approved measures providing new or|bonds under the state’s 1920 good 


broadened borrowing author- 
ity to finance highway con- 
struction needs. 


Gasoline tax boosts were adopt- 
ed in Alaska, 
Rhode Island and 
Virginia. High- 
way bond pro- 
posals received 
legislative ap- 
proval in 

Kentucky, Rhode 
Island and West 


for toll financing 
fe of highways was 
Bethune Jones enacted in Ken- 
tucky and New York, with several 
other states contemplating further 
use of toll financing under the au- 
thority of existing laws. 
Meanwhile, legislation relating to 
highway financing is still pending 
in the legislatures of Delaware, 
Massachusetts and Pennsylvania, 
while other states are studying 
future legislative and administra- 
tive action to solve highway mod- 
ernization problems. 
The Alaska 


raised 
the state motor fuel tax 


million in additional annual rev- 
enue, They also approved, as did 
Rhode Island voters in a sub- 


dum, measures providing for the 
financing of a $200 million highway 
construction program designed to 
accomplish 14 years of work in 
seven years through issuance of 
both long-term bonds and notes in 
anticipation of future federal-aid 
grants. 
+ + a 

|= Federal government is ex- 

pected eventually to contribute 
$160 million to the cost of the 
Rhode d program, with the 
state putting up $40 million. 

Approved for the program 
were: Short-term borrowing in 
anticipation of Federal reim- 
bursement up to an aggregate 
outstanding debt of $63 million 
at the end of seven years; long- 
term bonds totalling $15.5 million 
to 


the Federal-aid system for which 
the state and federal govern- 
ments split the costs on a 50-50 
basis. 


Another Rhode Island referendum 
will be held in November on a 
legislative measure to provide a 
state guarantee of $20 million of 
a proposed $36 million revenue bond 
issue by the Rhode Island Turnpike 
and Bridge Authority to finance 
construction of a toll bridge be- 
tween Jamestown and Newport. 

A bill enacted by the Virginia 
Legislature increased the state gas- 
oline tax from 6 to 7 cents a gallon 
on automobiles and from 8 to 9 
cents for trucks. Revenue from the 
tax boost is being divided evenly 
between the state’s primary and 
secondary roads and will not be 
used for the interstate system. 

a +o * 


Up to Kentucky Voters 


Tes Kentucky Legislature ap- 
= proved fo! for submission to the 





MOTOR 
MASTER 


DEFIANCE: OHIO 



































voters in November a $100 million 
state bond issue, of which $90 mil- 
lion would go for highway con- 
struction and the remaining $10) stitution to authorize a new $200 
a for improvement of state} million highway bond issue pro- 


roads amendment to the state con- 
stitution. 

Failing to receive West Virginia 
legislative passage was a separate 
proposal to amend the state con- 


gram which would have superseded 


Also enacted in Kentucky was | the present revolving bond issue 
a law providing for the creation | plan. 
of a State Turnpike Authority 7. * * 
and empowering it to issue bonds 
for the construction of toll high- 
= a Wider ae rt mony - back by Gov. Foster Furcolo to pro- 
e state r nditions vide for an million state high- 
signed to amortize the bonds, a ee . 
The new Kentucky toll road act/ next fiscal year. The measure, 
had been sought to provide a way| which at this writing awaited State 
to finance a 43-mile Winchester-| Senate action, was substituted for 
Campton turnpike and other proj-|a_ billion-dollar, accelerated four- 


HE Massachusetts House of 
Representatives approved a bill 


way construction program for the 


<> | MAGNESIUM 





1960 


year highway construction program | issue to provide for financing the 


originally proposed by Furcolo but 
rejected by the House. 


Furcolo’s original plan would 
have called for $238 million in 
20-year bonds, another $298 mil- 
lion in 10-year notes, with the 
principal to have been paid off 
from anticipated Federal aid, and 
another $340 million in staggered 
issues of 20-year bonds for an- 
nual refinancing of state high- 
way debt, the last of which would 
not have been paid until 1995. 


A bill introduced in the Pennsyl- 
vania Legislature in late June 
would empower State Highway and 
Bridge Authority to borrow up to 
$500 million to speed construction 
of interstate highways. 

The Vermont Legislature enacted 
a bill to impose a 2 percent motor 
vehicle tax to raise $1,220,000 over 
a 16-month period for road con- 
struction. The levy is imposed on 
the difference between the price 
of a new motor vehicle and the 
value of one traded in on the pur- 
chase. The act sets a maximum tax 
of $150. 

* * * 


Second-Half Finance 


A BILL pending in the Delaware 
Legislature at this writing 
would authorize a $14 million bond 


second half of a $28 million biennial 
highway construction program. The 
first half was approved last year. 

Another Delaware legislative 
proposal would authorize the 
State Highway Department to 
construct and operate toll high- 
ways from the Delaware Me- 
morial Bridge to the Maryland 
and Pennsylvania state lines. 

It would enable the department 
to carry out plans to convert to 
toll roads the proposed freeway 
systems leading from the bridge 
which otherwise face a 15-year wait 
before completion because of cut- 
backs in Federal aid. 

Members of the Maryland State 
Roads Commission, meanwhile, ex- 
pressed themselves in favor of con- 
struction of the projected 48-mile 
Northeastern Expressway from 
Baltimore to the Delaware line as 
a toll highway, if found feasible. 
To cost between $80 million and 
$90 million, the expressway would 
connect with the proposed Dela- 
ware cross-state toll highway. 

Florida’s State Turnpike Author- 
ity is proceeding with efforts to 
work out details for financing a 97- 
mile extension of the Sunshine 
State Parkway from Fort Pierce to 
Orlando. The present toll facility 

(Continued on Page 23, Col, 3) 


IN JUST 2 MINUTES, 





MONEY BY SWITCHING TO 


Magnesium’s light weight gives you up to 4 times as 
many die castings from an equal weight of metal! 


from 1 lb. of zinc 


from 1 lb. of aluminum 





1 lb. 


from 1 lb. of magnesium 


1 lb. 








aS) 


you get oy 224 a 


you get only 1 part 


















Magnesium gives you other savings, too... 


¢ Up to 50% faster casting rate than aluminum 
¢ Easiest of all metals to machine. Less wear and tear on tools. Faster production 
¢ Lightweight magnesium is easier to handle. Saves shipping costs 


For more information check with your die casting supplier or write to: Automotive Develop- 


ment Engineering, Magnesium Sales Department 1102U7-18, 


Fisher Building, Detroit, Michigan. 


THE DOW CHEMICAL COMPANY, 
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runs from Miami to Fort Pierce. 
Cost of the projected extension is 
expected to approximate $44 mil- 
lion. 
* * * 

HE Indiana Toll Road Commis- 

sion earlier this year received a 
proposal for construction of a spur 
of the Northern Indiana Toll Road 
to connect with Interstate 94 in 
Michigan. Action was deferred 
pending a decision as to the point 
at which Interstate 94 will leave 
Michigan and enter Indiana. 

Rejected by the New Jersey 
Legislature was a proposal for 
‘diversion of New Jersey Turnpike 
surplus funds. which would have 
put up to the voters the choice 
of how to spend the money. 

The plan would have set up a 
unique and complicated referen- 
dum. One question would have 
sought voter approval on whether 
the state’s credit should be pledged 
behind the turnpike’s $430 million 
in revenue bonds, thus freeing ex- 





Judge Contest for Miami Dealers— 


“It's just like grading papers,” explains Irvin W. Katz, center, principal, Miami 
Beach High School, to Lester Barnhill, left, of the Miami Herald, and Carl S. Harold, 
right, of the Miami News, as they judge entries in the recent MADA-GRAS CARnival 
contest staged by the Miami Automobile Dealers Assn. Grand prize will be awarded 
later in the month, 


Legislative Roundup 





(Continued from Page 22) 


pected surplus funds for diversion 
for one of three purposes. 
Another referendum proposal 
would have asked New Jersey 
voters supporting the diversion to 
express a preference as to whether 
the money should be used for con- 
struction of highways, schools or 
state institutions. Fina] decision on 
the choice, however, would have 
been left to the Legislature. 
Meanwhile, the Jersey pike au- 
thority is considering plans of its 


Heater Distribution 


Revamped by Arvin 

COLUMBUS, Ind. — Distribution 
and sales responsibility for Arvin 
Industries’ car and truck heaters 
has been shifted from the com- 
pany’s Consumer Products Division 
to its Automotive Replacement 
Parts Division. 

Arvin said the shift was intend- 
ed to strengthen its distribution 
setup and improve its position in 
the car and truck heater market. 








FIGURE HOW YOU CAN SAVE 
MAGNESIUM DIE CASTINGS 


Figure the metal cost per part yourself — 
Just insert the price per pound of metal and divide to find the 


relative cost of zinc, aluminum and magnesium 


(price per pound of zinc): me 





(cost per part) 








} d lumi : = 
(price per pound of aluminum) O67 


(cost per part) 





(price per pound of magnesium) : = 


More and mo 


SEND FOR free Magnesium Die Castings Booklet. Tse en RL 
Covers design notes, properties, applications, etc. 
Magnesium Sales Department, THE DOW CHEMICAL 


COMPANY, Midland, Michigan. P 


CMU GF SST 


THE DOW CHEMICAL COMPANY - MIDLAND, 





(cost per part) 
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own for spending its surplug funds 

on improved and expanded facil- 

+ sa to accommodate growing traf- 
Cc. 


Parkway Authority 


A MEASURE enacted by the New 
York Legislature created a 
new three-member authority to 
take over operation and rehabili- 
tation of Westchester County park- 
ways. The new agency wag empow- 
ered to issue up to $50 million in 
bonds for parkway improvements 
and for the assumption of the in- 
terest and principal of existing 
parkway obligations. 

Oklahoma’s Turnpike Author- 
ity voted to seek State Supreme 
Court approval for the sale of 
revenue bonds to finance new 
toll roads in the Southwestern 
and Eastern parts of the state. 


Action by the authority was 
taken on the recommendation of 
two investment banking syndicates. 
Representatives of the investment 
firms expressed hope they would 
be able to offer bonds totalling ap- 
proximately $70 million to $80 mil- 
lion by the fall. 


The Oklahoma projects are plan- 
ned under a 1959 toll road enabling 
act under which the state can set 
aside up to $1 million a year in 
taxes on gasoline consumed on the 
State’s present turnpike system for 
a trust fund to underwrite interest 
payments on revenue bonds for the 
new pikes, 

Gov. Albert Rosellini of Wash- 
ington announced that consulting 
engineers studying the feasibility 
of a toll highway tunnel through 
the Cascade Mountains at Naches 
Pass would have a preliminary re- 
port ready in July and a final re- 
port in December. 


Legislators Cool 
To Compulsory 


Insurance in Ont. 


TORONTO.—A group of Ontario 
legislators appears cool to the idea 
of compulsory auto insurance after 
a fact-finding trip to Massachu- 
setts. 

Provincial Sec James N. 
Allan said Ontario might be wise 
to steer clear of compulsion, in- 
stead of increasing from $5 to $15 
the annual fee paid by uninsured 
motorists, 

This would induce more motor- 
ists to insure their vehicles, he 
said, 

It would also provide more 
money for Ontario's Unsatisfied- 
Judgment Fund from which per- 
sons unable to collect court-award- 
ed damages from auto accidents 
can obtain some compensation. 

Allan said an officer of the Mas- 
sachusetts bar association told the 
Ontario group: “I believe a system 
similar to yours is about as perfect 
as can be devised at the present 
time.” 

He said Clement A. Riley, state 
registrar of motor vehicles, added: 
“T’ve been advocating we change 
to something like that.” 

The idea of compulsion, officials 
said, leads people to make claims 
because they feel entitled to some 
return on their premiums, which 
are about three times what is 
charged in Ontario. 

The bar association officers sug- 
gested that Ontario provide more 
money for its unsatisfied-judgment 
fund by raising the fee for unin- 
sured motorists, Allan said. 








Armstrong-Siddeley 


To Halt Auto Output 


COVENTRY, England, — Arm- 
strong-Siddeley, with its predeces- 
sor firms a producer of prestige 
cars for 58 years, will halt auto 
production at the end of July. 

The firm will continue with its 
other interests. The current auto 
model, the Star Sapphire, has been 
a low-volume car, with only 200 
men working on the company’s 
auto lines in recent months. 






Set M. H. BURY’s 
newspaper advertising column 














Employee or employer... 


the choice 1s 


up to you! 


There are some things a man must decide for himself. 
One is whether to place his future in another’s hands 
or to strike out boldly and go into business for himself. 
The difference lies not so much in ability, but rather in 
the drive and desire of the individual to achieve a 
position of stature and prestige while still young enough 


to enjoy it. 


For those men who have that drive and desire, matched 
with the experience it takes to run a sound progressive 
dealership of their own, here is important news. 


The spectacular success established by the new Dodge 
Dart, and_an equally “hot” line of compacts to be 
introduced soon, has created an immediate need for 
additional Dodge Dealers. The Dodge Division plans to 
fill these openings by offering qualified dealership ex- 
ecutives, general managers and sales managers the 


opportunity to establish dealerships of their own. 





These men will be working under the liberal terms of 
the Dodge Market-Programmed Sales Agreement. This 
unique and highly flexible sales agreement is designed 
to change as the market changes—assuring Dodge 
Dealers that their product alignment will continually 
be matched to market conditions. 


For men who meet the necessary qualifications in back- 
ground and experience, there are a number of financial 
plans available—including a Dodge Dealer Enterprise 
Program that provides 75% of the necessary capital. 


If you are a qualified dealership executive, here is a 
ground-floor opportunity to go into a business of your 
own now with one of the hottest and most aggressive 
organizations in the industry. For complete details, 
write in complete confidence to: 


John B. Naughton, General Sales Manager 
Dodge Division, 7900 Jos. Campau 
Detroit 11, Michigan 


In 1960, the big deal is 1) ()I) (4 





DODGE DART « LUXURIOUS '60 DODGE + DODGE TRUCKS 


Canadian inquiries should be directed to: A. L. Hancox, Director of Sales, Chrysler Corporation of Canada, Limited, Windsor, Ontario 
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Oyes! Oyes! 
AKING its cue from election- 
year hoopla, Downtown Chev- 

rolet, Peoria, Ill., used a full-page 

ad to draw up a replica of a ballot 


i 
Z 
¢ 
z 
& 


better your best deal! 
Save money and get sure sat- 

isfaction . . . we stand behind our 
salesmen’s deals! 

“8. Higher trade allowance on 
your present car! 

“4. On-the-spot bank financing! 

“5. 25 years experience as your 
authorized Downtown Chevrolet 
dealer!” 

oe * 


Good Old Summertime 

MwM’c CHEVROLET CO., Espa- 
nola, N.M., offered a. special 

car-buying plan for teachers. 

The firm offered to sell a new 
car, truck or used car to teachers 
with “no payments this summer.” 

“Come in, call or write for our 
special low-interest teacher’s plan,” 
the ad said. “We want your busi- 
ness!” 

* + * 
Linked with Lennons 
cn dee Greater Buffalo Dodge Deal- 
Assn. created widespread in- 
Guat: in the Dart with an unusual 
promotion in which dealers tied 
in with a religious order to help 
sponsor local appearance of the 
Lennon Sisters. 

Appearance of the vocalists at 
Kleinhans Music Hall was spon- 
sored by the Columban Fathers 
for the benefit of the St. Colum- 
ban Foreign Mission Society. 

Dodge dealers, through their as- 


How They're Pushing Sales... 


Dealer Ad Ideas 






sociation, joined hands in helping 
to promote the program. A free 
record of a popular song by the 
Lennon Sisters was given to each 
person taking a ride in a Dodge 
Dart during the promotion. 
Cooperating in the promotion 
were these Dodge dealers: Brost 
Motors, Inc.; Lo Bielli Dodge; Con- 
shafter & LaSpisa; Great Lakes 
Motors; Snider Sales Corp.; Delacy, 
Inc.; W. G. Habere & Son; James 
R, Shaw Co.; Wassman Bros.; Pan- 
kow Motors, _ a L. Kraus. 


* 

Flying High 

CESSNA 150 on the used-car 

lot drew traffic to Duddie’s 
Motors, Worcester, Mass., during a 
four-day promotion during which 
the firm offered free flying lessons 
to used-car purchasers. 


Free Driving 
== Six Months of Driving” 


was offered in newspaper ads 
by Ennis Motors (Renault), 2520 


Four N. C. Dealers Win 


New Legislative Terms 


RALEIGH, N. C. — Four auto 
dealers were renominated for new 
terms as members of the House of 
Representatives of the North Caro- 
lina Legislature in Democratic pri- 
maries just held. The nominations 
are equivalent to election. 

The dealers who are scheduled 
to return as members of the Leg- 
islature included: Austin Jones, 
president of G-F-P Chevrolet Co., 
West Jefferson, who will represent 
Ashe County; Joe A, Watkins of 
Oxford, who will represent Gran- 
ville County; Ernest L. Hicks, pres- 
ident of Pettit Motor Co., Charlotte, 
who will represent Mecklenburg 
County, and J. Paul Wallace of 
Troy, who will represent Montgom- 
ery County 


W. Forest Home Ave., Milwaukee. 

The ad explained: “You buy the 
Renault Dauphine of your choice 
- . . and with no extra cost you 
get six months’ supply of gasoline, 
oil changes, lubrication and war- 
ranty.” 


* * * 


First Buyers Pictured 


A QUICK advertising followup on 
its grand opening was staged 
by Gatti Motors, Inc. (Chrysler- 
Plymouth-Valiant), 211 State St., 
Hackensack, N. J. 

‘The ad featured informal photo- 
graphs of the dealership’s first four 
customers taking delivery of their 
new cars, 

* * * 


Free Gifts for Test Drives 


A WIDE assortment of free gifts 
were offered to persons over 21 
years old who visited Perkins Mo- 
tors (Chrysler-Plymouth-Valiant), 
Louisville, during its “Operation 
Demonstration” promotion. 

There was no obligation to buy 
to receive such gifts as picnic sets, 
barbeque equipment, cameras, tool 
sets, lamps, fishing equipment, TV 
tables, towels, dishes and other 
articles. 

Each visitor was allowed to 
choose his or her gift after test 
driving a Perkins car. 

* * 


°36 Olds Comes Home 


A ’386 OLDSMOBILE is a featured 
attraction as Connell Oldsmo- 
bile, Oakland, Calif., observes its 
25th anniversary. The dealership 
sold the car in 1936 for $895 and 
recently bought it back. 

Dealer W. A. Connell and two of 
his employes were on hand when 
the car was first sold. The other 
veterans are Joe Megeot, of the 
service department, and George 
Lopizich, sales manager and former 
service manager. 

+ + * 


Bird Helps Sell Olds 


ROCHESTER, a talking Mynah 
bird, played an important part 
in the open house of the new Cor- 
tese Oldsmobile dealership in Rich- 
mond, Calif. 

When shown a sales contract by 
Sam Cortese, his “manager,” Roch- 


3-Way Attack 


Dealer Joins Key Firm 
And Supermarket 


IHOUSANDS of north side Chi- 

cagoans and nearby suburban- 
ites have witnessed the most unique 
three-way promotion to hit their 
area as a new-car dealer, a key 
company and a supermarket joined 
forces to attract them. 

Participants in the promotion are 
the National Tea Co. Nickey’s 
Chevrolet Co., Inc., and the Elnar 
Division of National Key Co. 

The scene is National Tea’s ex- 
tensive property in the Supercity 
Shopping Center, at Harlem and 
Dempster Rd, The three firms are 
cooperating in offering a coupon 
good for a gold-plated, personalized 
key or key chain for every pur- 
chase amounting to $7.50 or more 
at National’s gigantic supermarket. 

National Key Co. has set up an 
eight-window booth in the parking 
lot where the personalized keys are 
cut while the visitor waits. 

The 1960 Chevrolets in Nickey’s 
display are protected from the ele- 
ments by prefabricated carports 
purchased by the car dealer from 
Childers Mfg. Co., Houston. Bob 
Lutrell, Chicago territorial man- 
ager for Childers, said that he 
received the order for the carports 
on short notice but that delivery 
was started from Houston the next 
day. 


ester would say for all the people 
to hear, “It’s a good deal!” He was 
speaking in a strong, convincing 
tone of voice, too. 

Now Rochester is being billed by 
Tony Cortese, president of the firm, 
as “The only singing, whistling, 
talking Oldsmobile salesman with 
feathers.” 

Rochester, a native of Australia, 
entered the automobile business in 
1959 when the Cortese brothers 
learned of his talents in imitating 
motor acceleration and braking, 
whistling popular songs and laugh- 
ing like Santa Claus. 

Soon Rochester was fluent in sev- 
eral phrases of the closing room. 


“It’s a good deal,!” for reasons of 
his own, became his most — 
comment. 

aa + * 


‘From Every Spot...’ 


“prnom every spot on this map 
(and from many beyond and 
in between) they eomne to Jordan’s 
for new cars,” was the caption used 
for an ad by Jordan Rambler, 
Mishawaka, Ind. 

The ad was illustrated by a map 
which pinpointed 13 communities 
besides Mishawaka, 


* * * 


Meet the Boys 

ross FORD, Binghamton, 
N. Y., held a “Big Tent” show 

recently. Newspaper display ads 

introduced all salesmen with pic- 

tures, details of their children and 

hobbies. 

Broadcasts from the “Big Tent” 
were a daily feature during the 
seven-day promotion. “Specials” on 
new domestic and imported cars 
were Offered, and there were free 
refreshments. 

+ * * 


Free Car Wash Offered 


a PONTIAC, Minneapolis, 
offered a free car wash to per- 
sons 21 years of age and over for 
taking a demonstration ride in a 
new Pontiac. The offer was pub- 
licized in Minneapolis newspapers 
and on local radio stations. 
* * * 


Dealers Salute 


EMBERS of the Clovis (N. M.) 

Automobile Dealers Assn. 
joined in a full-page ad to offer 
“best wishes” to near-by Cannon 
Airforce Base on Armed Forces 
Day. 

Participating dealers were 
Wayne Wallace Motor Co., Inc. 
(Cadillac-Oldsmobile-G MC); Blair 
Motors (Studebaker-Rambler); Mc- 
Gehee Truck Co, (International); 
John Parker Motors (Dodge); 
Meadors-Stewart (Chevrolet- 
Buick); Frank Rierson Pontiac; 
Ingram Bros. Motor Co. (Chrysler- 
Plymouth-Valiant); Watson Motor 
Co. (Lincoln-Mercury-Comet), and 
Gateway Auto Co. (Ford). 











TRANSMISSION 




























COSTS LESS 


SIONS 


Includes: 


missions. 
No. 63 Truck Cradle Handles 75% 
Transmissions—$16.00 


7%" low to 32" high. (3) Pump 


WUDEL omic 
FULLY EQUIPPED- 


$149 BUYS THIS COMPLETE 
PACKAGE TO HANDLE ALL 
AUTOMATIC TRANSMIS- 


No. 700 Jack, No. 50 Universal Adapter, No. 60 
Powerglide Adapter handles all automatic trans- 





JACK 


of all Truck 


No. 80 Engine Support Bar holds engine in place 
when transmission is removed—$20.00 


$194 BUYS THIS COMPLETE 
PACKAGE TO HANDLE THE 
CORVAIR POWER TRAIN 


Includes: No. 700 Wudel Jack 
No. 57 Corvair Adapter 
No. 58 Wudel Stand 





The No. 700 WUDEL JACK and No. 57 Corvair Adapter shown is a Lo-Jack for Corvair 
Power Train handling. IT FEATURES: (1) 1,000 pound handling capacity. Hydraulic 
unit rated to handle 3,000 pounds. (The Hein-Werner O'Boy.) (2) Lifting range from 


handle rotates 360 degrees. 


No. 58 WUDEL STAND is specifically designed for the Corvair Power Train. Move 
stand underneath power train when on the jack and then lower it on the stand. The 
rugged welded table insures genuine stability. It provides a 30-inch working height. 


THE FINAL CHECK MAY BE MADE BY STARTING AND RUNNING THE ENGINE 
WHILE ON STAND BY HOOKING UP THE BATTERY AND GAS LINE. Stand is also 
available for No. 711 Wudel Jack. 


EDMUND J. WUDEL MFG. COMPANY—6082 Ferguson Drive, Los Angeles 22, California 


No. 700 Jack with 
Universal Adapter 





Adapter 





No. 711 Jack 
with Universal 


NO. 711 WUDEL JACK FEATURES: 
lift-low position 32”, 
65 strokes of 


2. Lifting ram rotates a full 360 degrees, 
cum De locked when in tow position te prevent 


3. Rotating pump ety operates with ease i 
any desired po e 


$285 BUYS THIS COMPLETE PACKAGE TO 
HANDLE ALL AUTOMATIC TRANSMISSIONS 


Includes: No. 711 Wudel Jack, No. 50 Universal Adapter, No. 60 Pow- 
erglide Adapter. 


high positi 
@ total lifting range ‘of 40", within 
handle. 


and 


SPARK PLUG CLEANER & 





#400 with 
+401 Wall Shelf 


UNMATCHED QUALITY AT 













TESTER 








$49” 








4. — 7 oe ine with 4” wheels ives 
ximum manevuverabi my ong 

5. Gaovier tilts forward to A 

20 degrees, sideways, both s "92 degrees. 


r 
| PRICES AS FOLLOWS: 


. 700 Wudel Hydraulic Transmission Jack $122. 
. 711 Wudel Two-Stage 
Hydraulic Trotemladon Jack ... 
. 50 Universal Adapter 
. 60 Powerglide Adapter 
. 63 Truck Cradle 
. 57 Corvair Engine Adapter 
. 58 Corvair Engine Stand 
for No. , 30 Inches 
. 58-1 Corvair Engine Stand, 
for No, 711, 35 Inches 
. & VW Volkswagen Engine Adapter . . | 
. b67TA Volkswagen pegestastos Adapter | 
. 80 Engine Soper Se 
. 70 Stand for No. 


w 
88s8s 8 8888s s 


SEE YOUR JOBBER or write us for further details. 


$49.95 for above model. Smart styling and 
brawny appearance. Double filter bag 


separates dirt from cleaning compound. 
Comparator plug tester for proved test. 
Above model hangs on wall as a portable 
unit. Bench model only, is also available 
at $44.00. Colors, white enamel or ham- 
mertone gray. 


COMPLETE VIXEN LINE INCLUDES: 








No. 400 VIXEN Deluxe .......... $44.00 
No. 401 Wall Shelf for No. 400... 5.95 
No. 444 VIXEN Deluxe Cleaner 

OU cs iss caatwekasccs 18.00 


6.50 
22.00 


12 VIXEN Spark Plug Cleaner 
34 VIXEN Tester only 


. 135 VIXEN Cleaner and Tester 29.50 
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more 


readers 


in 


the 
booming 


blooming 


The suburbs account for the biggest share of Delaware 
Valley’s sales ...71% of the automotive, 76% of the lumber 
and building supplies, 65% of the food store sales. And it’s 
in the busy-buying suburbs that The Daily Inquirer reaches 


30% more adult readers than the major evening newspaper!* 


*Source: ‘‘Philadelphia Newspaper Analysis’’ by Sindlinger & Company Inc. 
Highlights available on request. 





So, if you want to sell more where they’re buying 
more—put your advertising in The Inquirer! 


The Philadelphia Inquirer 





NEW YORK CHICAGO DETROIT 
ROBERT T. DEVLIN, JR. EDWARD J. LYNCH RICHARD |. KRUG 
342 Madison Ave. 20 N. Wacker Drive Penobscot Bidg. 
Murray Hill 2-5838 Andover 3-6270 Woodward 5-7260 


SAN FRANCISCO LOS ANGELES 
FITZPATRICK ASSOCIATES FITZPATRICK ASSOCIATES 
155 Montgomery St. 3460 Wilshire Boulevard 
Garfield 1-7946 Dunkirk 5-3557 
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Service Management 
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Six Doors to Improved Service Profits 


Constant tie 


Called Sure Path 
To Shop Earnings 


Dealers Shown How 
Plugging Loopholes 
Will Prevent Losses 


ANY franchised car and truck 

dealers think that if they don’t 
have a high absorption, they are 
not making money in their parts 
and service departments. Others 
cling to the idea that their parts 
and service departments are a nec- 
essary evil. 

If these dealers read the last 
paragraph in the explanation of 
the National Automobile Dealers 
Assn’s. Business Management 
Survey Report for the first three 
months of this year, they will 
learn the importance in making 
a profit in these two essential 
departments. 

For dealers who do not get this 
report or who glossed over this 
paragraph, the statement is worth 
repetition. It says: 

“It is worth noting that in the 
three years since NADA has re- 
ported the car-absorption ratios, in 
no year has the variable gross from 
car sales, the dealer’s principal 
business, covered as much as 50 
percent of fixed overhead. The re- 
maining portion must, then, be 
absorbed by revenue from parts and 
service and other sources, with 
enough left over to provide a profit. 
There are exceptions, of course, as 
there always must be when dealing 
with averages, but the figures have 
consistently indicated that this is 
the typical pattern. Certainly no 
dealer with a thorough understand- 
ing of the relationship between 
fundamental figures on hig finan- 
cial statement, which combine to 
spell out a profit or loss, can ever 
view his parts and service opera- 
tions with anything but respect and 
enthusiasm.” 

* * + 


Half Break Even or Lose 


Cr IS claimed by authorities that 
even today, with the experience 
(Continued on Page 39, Col, 1) 


Quick Service at Pochelon— 


A quick-service area is a feature of the new quarters of Pochelon, Inc. (Lincoln- 


Mercury-Comet-English Ford), Saginaw, Mich. Cars enter from the right, 





near the 


lubrication racks and wash area, and the first three stalls in the foreground are 


devoted to light maintenance work. The 
service facilities last febryory. 


company moved into its new sales and 


Five-Year Program Puts 
Zing Into Dealer Shop 


By John K. Teahen Jr. 
Associate Editor 

AGINAW, Mich.—Five years ago, 

William Pochelon took a long, 
critical look at his service depart- 
ment. He wasn’t too pleased with 
what he found. Parts and service 
sales were lagging, and absorption 
was only 49 percent. 

“I knew I had to make some 
changes,” he said recently, re- 
calling that 1955 analysis. “After 
the volume race that year, I 
realized that if a dealer wanted 
to make a seer de he had to make 
it through servi 

Pochelon made oteulis of changes. 
He reorganized the shop, installed 
an incentive-pay plan and replaced 
“nonproducers.” Today, the Lin- 
coln-Mercury-Comet-English Ford 
dealership has a new building, and 

Pochelon is proud of his service 
setup. 
* * ca 


ARTS and labor sales have in- 
creased more than 25 percent 
during that five-year period, and 


absorption has risen tremendously. 


It topped 80 percent in 1958 and 


1959. 

This year’s absorption rate is 73 
percent, with the decline attributed 
to expenses incurred in the dealer- 
ship’s move to its new quarters last 
February. 

The new building is designed 
for quick service work with 
heavy-repair and lig h t-mainte- 
nance on opposite sides of the 
shop. Two lube racks and three 
light-maintenance stalls are near 
the entrance. 

The parts and service depart- 
ments cover 11,000 square feet, and 
there igs another 3,000 square feet 
of parking area. Nineteen of the 
firm’s 32 employes are in parts and 
service. 

7 + * 
ARCHANICS receive 50 percent 
of the $5 hourly labor rate, and 
they can earn extra money on parts 
sales. 

If a mechanic finds that a car 

needs some work not mentioned on 
(Continued on Page 47, Col, 1) 


Dealers Holding the High Cards 


Avro dealers have found their 
new-car franchise a highly im- 
portant piece of paper when it 
comes to competing with independ- 
ent garages and gas stations for 
service business, an AUTOMOTIVE 
News spot check of dealers on 
service questions shows. 
first and most obvious ad- 
vantage of competing for service 
business with a new-car franchise 
in hand is that the dealer gets 
to the new-car customer first. 

The dealer and his salesmen can 
sell the customer on the dealer- 
ship’s service as they sell him a 
car. With a large share of used 
cars being purchased from new- 
car dealerships, there is an ample 
opportunity to sell many used-car 
buyers on the benefits of service 
from a franchised dealership. 

As a New England dealer put it: 
“He (the dealer) has the customer 
first. He makes him a car owner. 
He hag reason to serve him well.” 

* * a7 
TEXAS dealer pointed out that 
the dealership had not one, but 
many, opportunities to sell the new- 
car buyer on its service, “The new- 


car owner almost always returns 
for warranty work and adjust- 
ments, giving the dealer an op- 
portunity to keep him coming back 
for all types of service and selling 
him all that he needs.” 

A number of dealers said the 
new-car franchise gives the deal- 
ership another, intangible advan- 
tage in selling service—prestige. 

The dealers surveyed found a 
number of other advantages flow- 
ing from their new-car franchise. 
They listed these: 

The dealership has factory-train- 
ed mechanics, knows the car that 
it is selling and any of its problems, 
has an adequate parts stock, has 
the right tools for every job and 
is able to put its reputation behind 
its service work. 

* * 


One Dealer’s View 


AN ILLINOIS dealer summed up 
the dealership’s advantage this 


NEW PRODUCTS 


Page 42 





way: “We carry a large stock of 
parts and have all factory tools for 
our cars which gives us faster serv- 
ice and we have good mechanics.” 


When it comes to actual com- 
petition with independent garages 
and gas Stations, the dealers sur- 
veyed feel that they have devel- 
oped a number of successful tech- 
niques which go beyond the hold- 
ing of a new-car franchise. 

By far the most often mentioned 
method of winning and keeping 
customers ig high-quality service. 
Along this line, a dealer in the 
South had this advice: 

“If all new-car dealers would 
spend more of their time on qual- 
ity service, the independents would 
have a hard time.” 

® * a 
CALIFORNIA dealer carries 
the quality service idea on to 

explaining what quality work costs. 
He said dealers could compete with 
independents “by maintaining cus- 
tomer loyalty through completing 
the job satisfactorily the first time 
the car is brought in and explain- 
(Continued on Page 61, Col, 1) 


Dealers Using Them 
Collect More ROs 


with franchised dealers throughout the country needing 
more service space and more mechanics to handle the 
work available it certainly behooves them to study the “six 
steps to greater service profits.” 

These steps, singly or in combination, can perhaps solve 
the most pressing needs of the dealer who realizes that he 
should do a larger service business and put his department 


in shape to serve more owners. 


These steps have been taken suc- 
cessfully by dealers in all sections 
of the nation, and results have been 
gratifying. 

The six steps are (not in order 
of importance): 1. Add to present 
facilities, 2. Make a study of 
present shop and rearrange de- 
partments so as to get more effi- 
cient use of space. 3, Put in a 
quick-service department to take 
care of those jobs that can be 
finished in less than 30 minutes. 
4, Study entire operation to get 
more productivity per mechanic. 
5, Put in night service to take 
part of the load and to remove 
internal work from the shoulders 
of the day crew. 6, Investigate 
the possibility of opening one or 
more neighborhood service points 
in areas of high car ownership. 

Many dealers are now in the 
process of adding to their service 
shop facilities or have recently 

built new additions to accommodate 
the extra service customers pro- 
vided by the increase in car popu- 
lation. 

In many of these additions the 
dealers have added wings with 
“drive-through” stalls which are 
particularly well suited to quick 
service, 

These stalls handle lubrication 
work and those one-item repairs 


that take less than 30 minutes to 


complete, such as brake adjust- 
ments, minor tuneups, replacing fan 
belts or head lamps and other types 
of work of similar nature. 

oa a” x* 


IN the dealer builds such a 

wing, easy for the owners to 

drive into, he accomplishes two 

things that will aid his dealership’s 
service business: 

He has offset the “convenience” 
advantage of the independent and 
filling station competition and, in 
many places, he is able to staff 
these stalls with trainees or less- 
skilled mechanics. 

In some dealerships the physical 
layout prevents expansion by add- 
ing on to existing facilities. In these 
cases, the dealer can resort to two 
other programs that should give 
him added stall space. 

One is to make a careful study 
of his present shop and its layout 









with the view of getting greater 
efficiency in traffic flow and greater 
utilization of the space available. 

Many dealers have found that 
when they thought they were tak- 
ing care of as many customers as 
their facilities permitted, a revamp- 
ing of the tool and department lay- 
out has enabled them to add as 
many as three or four extra work 
stalls. 

Especially is this true when they 

(Continued on Page 40, Col, 1) 


Need More Acute 
For ‘Quick-Service’ 


Setups Would Recoup 
Lost Shop Business 


MAN Y dealers are developing 
“quick-service” departments as 
a customer attraction department 
due to its many advantages. They 
feel that it enables them to meet 
at least one of the advantages that 
the corner filling station has over 
their present operation, in that a 
“quick-service” department enables 
them to take care of many services 
while the customer waits for his 
car. 

These dealers feel that modern 
engineering, with its aim toward 
eliminating as many lubrication 
points as possible in the new cars, 
is tending toward making the lubri- 
cation department less and less ef- 
fective as a customer-drawing de- 
partment. 

This is especially true of these 
dealers whose service operations 
are concentrated on cars three 
years old and less. 

For the older cars, of course, the 
lubrication department will con- 
tinue to be both the No. 1 customer 
attraction department and the 
salesroom for the service depart- 
ment. 

Even on the newer models the 
“lube” department, with the addi- 
tion of “quick service” promotion, 

(Continued on Page 38, Col, 1) 
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Dealers Press for Bigger Volume, Survey Shows... 


Shop Expansion Booms 


Witt one exception, there is a, Chrysler and a branch of Miami’s| creased its shop force by 20 percent 
growing trend to expansion of | Nolan-Brown Cadillac, this year, and Bil] Dock (Fincher 
service operations and plant facili- eco 


° Olds) said the firm has taken over 
ties, a survey of dealers by AuTomo- a former Triumph outlet and will 
tive News has revealed. 


remodel the building for service 
The exception is New York 


work. 
City, where dealers reportedly Sam Luby jr. (Chevrolet) said 
have done little in the way of he is in the midst of a service-de- 
expansion in the last two years. partment expansion, and it has 
Shrinking profits, rising labor been reported that he has acquired 
and real estate costs are called a large tract in another section of 
the major headaches, the city for a much larger service 

Substantial progress was noted operation. 
in several Midwest states, Florida, 
upstate New York and Denver. 
Moderate increases were reported 
in Southern California, Maine and 
Dallas. 

One dealer called the trend to 
greater emphasis on service a re- 
flection of the growing realization 
that a retailer must offer good serv- 
ice to survive in a new-car market 
that is becoming more competitive 
all the time, 

Most dealers said the major 
stumbling blocks to greater expan- 
sion are a shortage of well-trained 
mechanics and growing labor and 
real estate costs, 

* 











Backshop 



































Zoners Block Move 


xoean JONES, Nolan-Brown 
general manager, said that 
after a five-year hunt, the firm ac- 
quired an option on property in 
South Miami but had to cancel out 
when “zoning restrictions made it 
impossible to operate a complete 
service.” 

In Miami, Burt Kahn, Colonial 
Pontiac, said plans are being 
drawn for a service building next 
to the firm’s showrooms. 

“If we’re going to sell more Pon- 
tiacs, we must keep our service up 
to par. Quick, unexcelled service is 
a must with us and extremely im- 
portant from a ‘financial standpoint, 
since about 45 percent of our profits 
come from this source.” 

Charles Bradshaw, Tropical Chev- 
rolet, reported the purchase of 
about 450,000 square feet of land on 
Biscayne Blvd. for expansion pur- 




































A REPORT recently put out by} 
the American Petroleum Insti- ie 
tute seems to indicate that approx- 
imately one out of every four gaso-| Daily Controls— 
line dealer operators terminates his A daily check is made on service sales- 
rye bey ett 1 aeeiain ce men at Lander Motors, Inc. (Dodge), to 
on - ri as os cati terminations determine if quotas are being maintained. 
one a ae m8 ons of more John H. Lander, president, points out 
an one bay. significant sales figures to Ed Lowry, serv- 
These are the stations that have] ice director. 
endeavored to increase their “take” 
by adding car and truck service to 
the station income normally de- 
rived from the sale of gasoline, oil, 
accessories and lubrications. 


It also indicates that many of 
these station operators have 
found to their sorrow, and ulti- 
mate undoing, that they cannot 
give their labor away and still 
make a profit operating a station 
in which the gallonage pumped 
does not cover their burden. 

It also indicates why these sta- 
tions cannot step up to employing 
the caliber of mechanic that are 
normally employed in car and truck 
dealerships, unless they do make 
a charge for the labor time that 
is used on those product sales 
where installation. is a part of 
the service. 








Clearwater Dealers Busy 
i CLEARWATER, several hun- 
dred miles to the northwest, be- 


(Continued on Page 53, Col, 1) 


Import-Car Field 
Strives to Offer 
Topnotch Service 


Dealership Facilities 
Enlarged; Parts 
Supplies Improved 


Be ae service has become a 
phobia in the imported-car field, 
which is particularly sensitive to 
long-standing criticism of the way 
service and parts for such vehicles 
have been handled in the past. 

In eral, the picture is bright, 
with ‘Sondeve striving to hire well- 
trained mechanics, charging an 
honest rate and maintaining a 
good parts inventory. 

As the number of imported cars 
in operation in the United States 
gradually grows, dealers look for- 
ward to a slowly increasing service 
business. 
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Lander’s Answer: 
Happy Employes 


Host of Benefits 
Halt Turnover 


By E. C. Bash 
Staff Correspondent 
TLANTA.—Lander Motors, Inc. 
(Dodge-Simca) has built a serv- 
ice business grossing more than 
half a million dollars annually by 
a simple two-fold formula—satis- 
faction for the service employe as 
well as the customer. 

“You can’t have one without the 
other,” states John H. Lander, 
president. “To build a good serv- 
ice business, you must begin by 
hiring the best mechanics avail- 
able, retraining them continually, 
furnishing them with the best 
equipment and tools, and provid- 
ing substantial employe benefits. 

“A satisfied employe will take 
pride in his work. Efficient, cour- 
teous service keeps the customers 
satisfied.” 

Ed Lowry, director of service, 
states Lander Motors has practic- 
ally no labor turnover, His 80 serv- 
ice employes have approximately 
634 accumulative years in servicing 
Dodge carg and trucks. Many em- 
ployes are 10-year master tech- 
nicians who keep up a regular 
training program at the Chrysler 
Training Center. 

* * 



















poses. 
“Each year we have added to our 
service facilities until today we are 
averaging about $38,000 monthly in 
customer labor,” he said. “We have 
purchased a lot of the latest equip- 
ment and expect to continue.” 
Further expansion is planned by 
Cecil Holland Ford, which moved 
to the fast-growing North Miami 
section two years ago, according to 
Clinton Morton, general manager. 
* 


“Ww HAVE applied for a permit 
to build extra lube racks and 
mechanic stalls, and we are adding 
to our force of 11 mechanics, four 
body men and five painters,” said 
Charles Crane, Crane Brothers 
(Rambler). “We expect to start 
building within two weeks.” 
Abraham Ford, which now is 
averaging $30,000 in customer 
labor a month, is cramped for 
space and is planning to expand 
immediately, according to Ed 









i MILWAUKEE, where consider- 
able sums have been spent in 
the last two years on additional 
facilities, the service manager of a 
volume Ford dealership said: 

“The lack of a pool of properly 
trained mechanics is a problem 
that has to be solved. There just 
aren’t enough young men stay- 
ing in schools long enough to 
learn their jobs. 

“We have to hire inexperienced 
men and train them ourselves. 
What good does a lot of expensive 
new equipment and added space do 
when you can’t hire enough skilled 
mechanics to fill the jobs?” 

In Florida’s Dade County 
(Miami), dealers were reported 
“frantically” seeking ways of ex- 
panding their shop facilities in the 
face of two big handicaps—short- 
age of good locations and zoning 
regulations. 

Miami Beach zoning rules pro- 
hibit service operations except for 
“light service.” Although millions 
of tourists visit the beach yearly, 
there are only three dealerships 
there—Potamkin Chevrolet, Bass 


































































* x * 


Educational Job 


_ this high turnover does 
not necessarily mean in itself 
that the franchised dealer will 
gradually get less and less low- 
priced competition from this source, 
it does forecast an educational job 
for the oil companies that control 
these stations. 

For 1959, according to the Amer- 
ican Petroleum Institute, 7.6 per- 
cent of terminations were beyond 
the control of the supplier or dealer 
—resulting from such things as ill- 
ness, retirement, death or some 

(Continued on Page 67, Col, 1) 


Ford Establishes 
Service ‘Homes’ 


For Leased Cars 


FrOrS DIVISION has been en- 
deavoring to meet one of the 
biggest problems of leased vehicle 
and fleet operations by setting up 
“Ford Authorized Leasing System” 
dealers, who can act as a center 
for the servicing of these vehicles. 
Since August, 1958, when this 
program” Ford has built 
up this force of leasing dealers 
and service centers to a total of 

216. 

This does not mean that the only 
cars that will be leased by Ford 
dealers will be concentrated in 
these 216 spots. Currently there are 
872 Ford dealers who lease cars 
and trucks, ranging from dealers 
leasing a few vehicles to home- 
town people to those who conduct 
anne operations on a national 
asis. 













* * * 


HERE have been countless in- 

stances in recent months of 
imported-car dealers moving to 
larger quarters. In most cases, the 
move was made to provide increas- 
ed service facilities. 

Svess ee — Weil, of 
Competition rs, Volkswagen 
Saleen in Southern California 
and Nevada, “Twenty-eight of our 
36 long-time dealers have expand- 
ed facilities in the last two years. 

“In addition, our 12 new dealers 
are in or moving into new facilities 
which stress service. Volkswagen 
has a reputation for good service 
and we expect to maintain it.” 

The West Coast picture is similar 
at Renault, where Chuck Nelson, of 
the John Green Organization, re- 
ported that every one of his deal- 
ers has made improvements in 
service facilities in the past two 
years. 
























Harris, general manager. 

Othling-Williams (DeSoto - Plym- 
outh) is adding a new service de- 
partment in Coral Gables, and Spit- 
zer Motor (Plymouth) has built 
eight more mechanic’s stalls and 
two wash-and-polish stalls. 

Bass Chrysler reported it has in- 














* 


Lowes credits the good labor 
record to selective hiring, ex- 
cellent working conditions and to 
such benefits as paid vacations, free 
life insurance and hospitalization. 
Lander’s main service center is 
80 feet long with access on two 
streets. This building is devoted 
only to mechanical work on cus- 
tomer’s cars. There is a separate 
building housing the body and 
paint shop, for new-car condition- 
ing and used-car reconditioning. 
All service areas total 50,000 
square feet, plus acres of paved 
storage lots. A control tower is 
located in the main service build- oa 
ing —_— controls all service eee ~ 
operations in all departments in | K, — 
oma bomatines utner Keeps Shop Tidy 
Mechanics at work under lifts at Kutner Buick, Inc., Philadelphia. Cleanliness, as 


il 
ier - wes a: been shown, is a major. consideration in the service department. 


‘Suggestive Selling’ Sweetens ROs 














+ * * 
ABE MALOFSKY, veteran import 
dealer in Milwaukee, said that 
parts pipelines are well filled. 

“It is no longer true that parts 
for imported cars are hard. to ob- 
tain. That was the story five or 
six years ago. 

“But now the depots for the well- 
established lines enable the dealers 
to maintain properly filled.parts in- 
wentories.” 

Again, stiff requirements by im- 
ported-car distributors provide that 
trained mechanics and a minimum 
stock of parts must be guaranteed 



































* * * 






Ta decision to designate certain 
dealers who desired to get into By Allen Sommers But Kutner is careful not to over- | a tip-top car (put across to the cus- i a 
either car or truck leasing or both Staff Correspondent step the fine line between subtle | tomer with some unobviously ad- 2 oa eaters Ae ceevee 
was the result of a continuous HILADELPHIA. — A complete| suggestion and high-pressure | ministered psychology) prompts , * «* 
study that started in 1952. checkup, instead of just pin-| banging-over-the-head. most customers to agree to the ansion of 
pointing the source of the most ob-| “We keep it low-pressure,” said| recommended repairs, Calderaro Tctcecun wesc Sonat 





Even then, the proper servicing 
of fleet and leased vehicles away 
from their home base was a real 
problem, This problem has been 
growing ever since because so 
many dealers’ service facilities 
and manpower cannot take care 
of the increased number of ve- 
hicles in their area. 

As leasing grew in popularity, 
the problem of service was intensi- 
fied by the problem of getting bet- 
ter predelivery service on cars de- 
livered from dealerships far from 
the home office of the leasing com- 
pany. 

So Ford set up this system in an 
attempt to aid dealers who wished 
to get into leasing and develop 

(Continued on Page 62, Col, 3) 





ments igs not great when the im- 
ports are dualled with domestic 
cars. Most of these dealers give top 
service to owners of the imports 
by having mechanics trained in 
both import and domestic service. 

This solves one of the import 
problems, since such a setup does 
not require big service volume 
on imports to justify specialists. 

Dealers say they are required to 
send one or more of their mechan- 
ics to the importer’s service school 
and also to send them for shorter 
refresher courses from time to 
time. 

A dealer in the Midwest said that 


some mechanics “take to imports 
(Continued on Page 63, Col, 1) 


vious trouble, is creating happy| Vincent (Cal) Calderaro, service| said. 
customers and a busy service de-| manager. “It works better that This is one facet of the Kutner 
partment at Kutner Buick, Inc.,| way.” service department operation, 
located in the bustling and still > 8°36 which strives—perhaps above all 
abuilding northeast section of Phil- PASING a theoretical case, here’s| else—to be as well-ordered and 
adelphia. how Kutner works it: A cus-| smooth operating ag the repaired 
“It all started with a service clinic} tomer complaint ig quickly traced| cars that drive out of it. 
which we held in cooperation with|to a bad brake lining, but inspec-| “We put quite a bit of time and 
Buick representatives,” explained|tion by the serviceman also dis-| planning and plain money into our 
Jules Kutner, president of the firm.| closes a leaking muffler, and other} service department operation to get 
“Cars were completely checked on/| defects. This information is noted|it operating as smoothly as we 
a no-charge basis. These checkups| by the serviceman on a pre-printed| think it does today,” said Kutner, 
created so much plus business that|inspection report listing “paint,”|leaning forward earnestly and 
we decided to make it normal pro-| “glass,” “doors,” “lubricare’ and| punctuating his remark with a grin. 
cedure in our service department.”| room alongside for comments. A customer coming into a service 
Kutner Buick is simply prac- The service salesman approaches| department wants just that—serv- 
ticing a very basic tenet of mer- | the customer armed with this sheet |ice—and he wants it as fast ag he 
chandising, but one which ig too | and the repair order. Concern with| can get it. The way it can be given 
often ignored—suggestive selling. | safety and pride in ownership of (Continued on Page 62, Col: 2) 
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Exclusive Color (y)Check 
lets you assure customers 


NEW buPoNT Felar 





unless serious cooling system 


TRAGEMARK 


NEVER NEEDS DRAINING 


failure turns it from red to yellow! 


e@eee * * * Es 


‘Never Drain’’ plus ‘‘Color Check”’ gives 
you the most powerful selling combina- 
tion in cooling system history! 

No motorist wants to see his anti- 
freeze and his money go down the drain. 
And with Du Pont’s patented Color 
Check, you can give your customers 
visible assurance that Du Pont “*Telar” 
never has to be drained from a properly 
operating cooling system! ‘“Telar’’ is the 
first and only anti-freeze and summer 
coolant that can be safely left in year 
after year! 


RUST-PROOFS ALL METALS WITH 
CHEMICAL ARMOR 


‘**Telar”’ has an all-new rust inhibitor 
that completely rust-proofs all cooling 
system metals, including aluminum, with 
a Chemical Armor. But if some serious 
mechanical cooling system failure ever 
should cause acids to contaminate the 
solution of ‘“Telar’, Color Check tells 
you so by changing the solution’s color 
from red to yellow. Your customer is 
warned in time to have the solution 
drained and discarded and the cooling 





system repaired before costly damage 
results. In Du Pont’s five years of car 
tests, ““Telar’” rarely turned yellow. 


THE ULTIMATE IN PROTECTION 
AND SALES POTENTIAL 


Furthermore, ‘“Telar’’ gives year- 
round protection never before offered! 
In addition to preventing freezing in 
winter, ‘“Telar’” is also a summer coolant. 

Great consumer demand for ‘Telar”’ 
will be created by a record advertising 
expenditure in all areas—all backed by 
the power of the Du Pont name! And 
because of the importance of proper pre- 
installation service, ‘“Telar’’ will be sold 
only through servicing dealers. Best of 
all, every sale of ‘“Telar” builds profita- 
ble repeat business. Because, for your 
customer to continue to get the bene- 
fit of Color Check, only ‘“Telar’’ can 
be added to “‘Telar’’. 








Be sure to get this unusual demonstration kit 
from your distributor. It lets you show your 
customers. how Color Check works. 


This unique tag shows your customer his cool- 
ing system is protected with the ultimate anti- 
freeze and summer coolant— Du Pont ‘‘Telar’’, 


YOU MAKE $1.65 ON EVERY GALLON 


—and only servicing dealers sell it! 


ey anti-freeze and summer coolant 


Made by the makers of ZEREX® and ZERONE®* 


REG. U.S. PAT. OFF. 
BETTER THINGS FOR BETTER LIVING 
-»»- THROUGH CHEMISTRY 
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in any economy competition 


Products 


BY 
BORROUGHS 





4a 
give more “wearage” per dollar 


Thousands of auto dealers from coast to coast use and prefer Borroughs Bins. But there are some 
declers who have not yet become familiar with other allied Borroughs products, such as those 
shown below. Into all Borroughs products go the quality materials, rugged construction and durable 
features that assure year after year of trouble-free "wearage” and complete satisfaction far beyond 
the sensible prices that make Borroughs products so much in demand today. Let your nearest 
Borroughs Bin Distributor show you Borroughs’ complete line of fine products “in action”... or send 
for Borroughs’ catalog today! 








swinging-door cabinets 


The perfect cabinets for industrial needs. The 42’-high model is ideal for 
use with counter-high installations. The 78’-high unit is available in 
3 styles—storage, combination, wardrobe. Both models are 36” wide and 
21” deep, with shelves that are adjustable on 2” centers without tools, 
nuts or bolts. Doors have 3-point latching, and swing completely open 
for full accessibility. The single central handle has a Yale & Towne 
built-in lock. Borroughs’ swinging-door cabinets combine handsome 
styling with rugged stability that make them welcome anywhere. 


wardrobe 


combination 


PLEEELEL Toe 


TEL EPEC 
heh tet 
MO ee 
“a Rd 
Handee at 
44 
Andee 
The greatest bins for storing Fey el 
small parts that your money 3 sey Bd GENET 
can buy. Ruggedly constructed — “ 


—compactly designed. Three nine 


heights—32", 56", 84”—each 
will hold 4 different sizes of 
bin boxes that can be slipped 
on or off in a jiffy. “Handee 
Andee” keeps small parts neat 
and orderly—always visible 
—always ready for quick re- 
moval. 





tire racks 


They're available in 4 popular widths— 
36”, 42”, 48”, 60”. The 36” and 42” slop- 
ing shelves are 18 gauge—48" and 60’ 
widths are 16 gauge. Other quality fea- 
tures include: 13-gauge roll formed posts, 
18-gauge flat storage shelves, and %” 
side shelf supports and cross braces. 


BO ee Raw ue a ri § MANUFACTURING COMPANY 


OF KALAMAZOO 


A SUBSIDIARY OF THE AMERICAN METAL PRODUCTS COMPANY OF DETROIT 





3026 NORTH BURDICK ST. aii) KALAMAZOO, MICHIGAN 
® 


. 


AUTOMOTIVE NEWS, JULY 18, 1960 
Seniority Low: 7 Years. . 





Ace Service Manager 
Relies on Specialists 


By Jack Bernstein 
Staff Correspondent 

APLEWOOD, Mo.—Marion 

Lynch, service manager of 
Roeper Ford Co. for nearly 20 years 
and a veteran of 41 years in the 
automotive service field here, re- 
lies on “specialists” to speed the 
flow of vehicles. 

Lynch is also a member of the 
Ford Service Managers Council, 
formed in the spring of the year, 
and is president of the Ford Dealer 
Service Managers Council of St. 
Louis, a job he has held for the 
last six or seven years. He’s getting 
ready a “I do not choose to run” 
statement, however. 

He called the nationaj] Ford 
Service Managers Council “a new 
deal” in the company’s relation- 
ship with dealers and went to 
Detroit in April for a thorough 
indoctrination. Lynch was quite 
honored by being chosen for the 
national post because there are 
only.14 men on the council, two 
from each of the seven zones. 

The Ford people discussed the 
new models, including the problems 
and the bugs. A large looseleaf 
book containing the mechanical 
and technical points aired at De- 
troit has been sent to the dealer 
service people. 

As for the visit, Lynch declared: 
“It helps us do a better job for 
the consumer and I got a chance 
to meet the people at the factory 
and learn their problems. It was a 
mutual interchange of ideas.” 

om * * 


_ ADDITION to learning about 
the changes in engines, we talk- 
ed about “ways to cure the aches 
and groans in past models,” Lynch 
said. 

The Roeper service chief went 
into detail as to how his “special- 
ist” system benefitted the consumer 
as well as his own department. The 
“specialists” include: 

1. Motor tuneup—electrical and 
carburetor work. 

2. Alignment — front-end sys- 
tems and steering. 

3. Body shop and painting. 

4. Lubrication. 

“We prefer to have our men stay 
in one department, and not handle 
a truck axle one day and a Falcon 
tuneup the next. This system in- 
creases the efficiency of our opera- 
tion. A man’s more accustomed to 
one job. The more often he does 
it, the quicker he does it,” Lynch 


noted. 
+ ca * 


Trains New Men 


OT all mechanics come to Roe- 

per as “specialists.” Lynch has 
a training program for the develop- 
ment of men to handle specialties. 
Many who are. hired remain with 
Lynch, just as:he has remained in 
jobs for 20 years at a time. For ex- 
ample, the youngest man at Roeper 
Ford has been there seven years. 
There are 21 employes in the serv- 
ice department. 

To keep the men on thejr toes, 
Roeper Ford conducts a monthly 
shop meeting. New material is cov- 
ered and Lynch digs into. prob- 
lems such as malfunctions, vibra- 
tions and rattles. He says that the 
Ford zone service people work 
closely. with him on these meetings. 

The need for good mechanics 
still exists in St. Louis, Lynch 
stated. 

“We can always use a couple 
more,” he added. While he is will- 
ing to take the time to train ap- 

prentices, he noted that only one 
out of four remain with the com- 
pany. But he is still interested 
and will take the time to train 
any newcomers. 

Most of the Roeper Ford service 
department’s time is spent on 
maintenance of old cars, Lynch 
said. The factory is doing much 
better on the assembly of new cars 
and there are fewer complaints, he 
declared. 

+ e 
xcs predicted that a lot more 
of the compacts will be sold-be- 


I?s Fargason Motors Now 

BATON ROUGE, La.—Allied Im- 
ported Cars, Iinc., has changed its 
name to Fargason Motors, Inc, 


|cause of the savings in mainte- 


nance. Because they are easier to 
handle and require less labor and 
fewer parts, the repair bills should 
decline considerably, he asserted. 

One customer told Lynch that 
“he made a trip to Michigan in 
a little car and his expenses were 
the lowest he had ever encounter- 
ed.” 

As for dealing with the public, 
Lynch exclaimed that the hardest 
job of the service manager “is to 
please everybody.” 

To overcome this problem, Lynch 
never promises more than his facil- 
ities can handle. 

Emergencies do occur, and Lynch 
tries to have some one available 
all the time to do rush jobs in such 
areas as electrical service and 
brake adjustments. A motorcycle is 
available for pickup and delivery. 


x * * 


Volume Over flows 

WO floor men, Ed Riesing and 

Dean Rigg, help Lynch with the 
administration of his department. 
All three provide wreck estimates 
(Lynch calls wrecks the “gravy” 
of the service business). He adds 
that Roeper cooperates with insur- 
ance companies on the body work. 


Although the Roeper dealership 
has fleet contracts, it doesn’t solicit 
them or any kind of service busi- 
ness because “it hasn’t been neces- 
sary in the last few years.” Most 
of the dealers in the St. Louis area 
have their hands full, and in some 
cases appointments are required 
before service work is performed. 


Although Lynch doesn’t employ 
an electronic control system, he 
uses a pigeonhole method which 
has worked most satisfactorily 
for him. Each department has a 
pigeonhole and the order pro- 
gresses from one box to another. 
If one job has many Operations, 
it is placed in the pigeonhole with 
the least tickets. 

Parts haven’t been a problem to 
Lynch. In cases of an unusual or 
big job, the service department 
alerts the parts department if there 
are “slow-moving parts” involved. 
The parts department is then on 
the lookout for the needed com- 
ponents. 

* * og 
A* AN example, he cited a five- 
year-old car that was wrecked. 
In a case of this kind, other dealers 
are canvassed for the parts. 


“Sometimes the other dealers 
are tickled to death to get rid 
of them,” he noted. 

Lynch works closely with Parts 
Manager Paul Depke, and this in 
turns helps out the consumer by 
speedier service. While the mechan- 
ics labor from 8 a.m. to 4:30 p.m., 
Lynch.is there before they arrive 
and after they leave. 

For this reason he has won wide 
acclaim as a service manager and 
received recognition from Ford 
Motor Co. by being selected as a 
member of the National Service 
Council. 





Service Slants— 


Marion Lynch, center, service manager 
for Roeper Ford, Maplewood, Mo., ex- 
plains highlights of his exemplary opera- 
tion to Carl T. Doman, left, Ford Division 
national service: manager, and H. A. Mat- 
thias, Division chief engineer. 
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Fights New Competition .. . 
Volkswagen Go-Getter 


dealerships and independent ga- 
—_ have the a. and tools 
service our make of cars. 

“As a result, we have —- 
up our advertising to meet 
competition,” Moran said. 
Because his dealership is located 

so close to Detroit, Moran, who 
lives in Grosse Pointe, Mich., said 
he gets the “overflow service busi- 
ness” that Volkswagen dealers in 
Detroit can’t handle. 

* * * 


MORAN said he started his per- 
Sonalized service policy shortly 
after he purchased the firm in 1955. 

At that time, the 12,000-square- 
foot building; located “a few blocks 


By Francis J. Gawronski 
Staff Writer 


—, Ont. — “Personalized | to 
service, an adequate parts sup- 
ply, good service facilities and satis- 
fied customers.” 

This was the statement of 
J. Bell Moran jr. owner of 
Moran Motors, Ltd. (Volkswagen- 

Porsche), when interviewed re- 

reasons for the rapid 
growth of his service business 

since he acquired the firm in 1955. 

Located across the Detroit River 
from downtown Detroit, Moran is 
a distributor for five dealerships in 
Southwestern Ontario. He also op- 
erates a second dealership in 
Chatham, Ont. 

“We try to keep a close personal 
contact with our regular service 
customers regardless of where 
their point of origin may be,” 
Moran said. 

+ * * 
Hs service manager, Eric No- 
votny, agreed. 

“We go after service business 
the minute a new car is sold,” 
Novotny said. “It is our policy to 
have the salesmen bring custom- 
ers into the service department, 

show off our service facilities and 

introduce them to the service 
personnel. We try to become 
friends right from the start. 

“We continue to build that friend- 
ship when they bring in their cars 
for the free 300 and 3,000-mile 
checkups. If they don’t show up for 
the final 6,000-mile checkup, we 
send them a post card to inform 
them of the free checkup and ask 
them to phone or come in. 

“In almost all of the cases, the 
customers bring in their cars be- 
cause they realize that we are in- 
terested in them. They also become 
our regular servies customers.” 

* + 






























as personalized-service policy 
has paid off in big dividends for 
the dealership. About 80 percent of 
its new-car buyers return to the 
dealership and become regular 
service customers, Moran said. 


Another source of new service 
customers, according to Moran, 
is from people who buy Volks- 
wagens and Porsches from used- 
car lots. 

Moran goes after this business 
by promoting his parts and service 
departments on radio twice a day, 
three days a week. 

Although he is the only Volks- 
wagen-Porsche dealer in Windsor, 
Moran said “you have to go out 
after business today.” 

“It’s not like it was a few years 
back when the competition wasn’t 
there,” Moran said. “Today, most 


Enlarged Role 


Seen for Brakes 
In Aftermarket . 


PAULDING, O.—Speaking before 
more than 40 members of the 
Grizzly Brake Division’s sales: or- 
ganization, Sales Director H. H. 
Swain said “the brake business 
was becoming an increasingly im- 
portant segment of the automotive 
aftermarket.” 

Noting that every third car on 
the highway today is in need of 
some form of brake service, Swain 
said that service station and ga- 
rages are in a position to capitalize 
profitably on this increased need 
and demand for brake work, 

“Since 1950,” he said, “the need 
for greater braking capacity has 
increased tremendously as heavier 





Telaliner looks like Quality — is Quality — 
and sells like Quality always does .. . it’s in 
a class all by itself! 

Big! Dramatic! Exclusive . . 
TELL-ALL SCREEN. Lets customers see. why 
they need wheel alinement. You can see it 
too, from any angle...under the car, or at the 
wheels. Telaliner means BIG MONEY. That’s 
why more shops have it than any other! 


nothing like Telaliner speed to make BIG MONEY 


down the street,” had 
showroom, two hoists, seven em- 
ployes and limited service facilities. 


an inventory of approxi- 
mately $6,000. 

Two years after he initiated his 
personal service policy, Moran said 
he realized he would have to ex- 
pand if he wanted to keep pace 
with his booming sales and service 
business. 

oe * + 

Perna of expanding his for- 

mer rented facilities, Moran 
bought the present 20,000-square- 
foot building from a dealer who 
had gone out of business. Three- 
fourths of the building is devoted 
to the service department. 

These facilities also include a 
four-car showroom, a 16,000-square- 
foot parking lot adjacent to the 


. that’s Bear’s 





two-car | building, and a 105,000-square-foot 


used-car lot across the street. 
Moran said business continued 

to increase until now the dealer- 
ship averages 706 repair orders a 


month. Orders have more than MEMPHIS. 


doubled since Moran moved into 
his present quarters. 

Since he moved into the building 
three years ago, Moran said he has 
expanded the parts department, 
bought a spray booth, added a 
bump shop, and hag increased the 
number of hoists from two to nine. 

Moran’s parts inventory has been 
increased to $55,000 and is turned 
over four times a year. Service ab- 
sorption ranges from 76 to 78 per- 
cent and goes up every month, he 
said 


Instead of seven employes, Moran 
now has 45 workers on his payroll 
at the two dealerships. His Wind- 
sor dealership includes nine li- 
censed mechanics and four appren- 
tices. 


Woman in Shop 
She’s an Order Writer 


For Tenn. Dealer 

— Dewey Motors 
(Volkswagen) has hired a woman 
service-order writer and, according 
to H. A. Perry, sales manager, the 
move has worked out well. 

The female member of the serv- 
ice staff is Barbara Byers, 22, 
mother of two sons and wife of a 
Navy enlisted man. 

Mrs. Byers has received only one 
complaint. A male driver didn’t 
want to talk machinery to a 
woman at first but he later moved 
over to Mrs. Byers’ side. 

Mrs. Byers found that, with a 
little experience on the job, she 
was able to recognize the more 
common car problems. 





Don’t miss the Auto Dealer Changes col- 
umns, They'll keep you abreast of what 
is happening in the field. 





nothing like Telaliner to SHLL QU Ata it 











automobiles with automatic trans- 
missions and increased horsepower 
were built. Contributing also to 
the expansion in brake service 
work has been the new 14-inch 
wheels, which intensified the heat 
problem so common to brake fail- 
ure today.” 

“Cars built in the early 1950s 
were lighter and could go about 
30,000 miles between relines, but 
the brakes on the later models re- 
quire relining approximately every 
18,000 miles. Coupled with the need 
for minor brake adjustments at 
more frequent intervals, the sales 
potential in the ’60s is obvious.” 


ANNOUNCING THE NEW 1960 TELALINER = 


now ready for you... Mail this coupon 
today for your free stip a to: 
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Parts, Service Are BIG at Don Allen, Miami. . . 


Backshop Brings in $1 Million 



















































matter with his car when there 
really isn’t. 

“There’s no problem when there’s 
something wrong,” he continued. 
“All we do is fix it. But sometimes 
an owner fancies there’s a squeak 
or a rattle, or the mileage is off 


Reliability Chief, 
Plant Managers 
Named by Chevy 


DETROIT. — Appointment of a 
director of product reliability and 
several other personnel changes in 
Chevrolet’s manufacturing depart- 
ment are an- 
nounced by Ed- 
ward H. Kelley, 
general manufac- 
turing manager. 

Heading Chev- 
rolet’s new prod- 
uct reliability 
program is Ed- 
ward S. Wellock, 
who since 1949 
has been man- 
ager of the divi- 

E. 8. Wellock sion’s manufac- 
turing plants across the nation. 
Wellock has been with Chevrolet 
for more than 37 years. 

Other appointments announced 
by Kelley included: 

Robert W. Podlesak as manager 
of Chevrolet’s 21 manufacturing 
plants to succeed Wellock. Henry 
Sandrock as regional plant man- 
ager in charge of Chevrolet’s manu- 
facturing plants at Flint, Saginaw 
and Bay City, Mich., to succeed 
Podlesak. 

L. Ralph Mason as regional plant 
manager in charge of Chevy’s 
manufacturing plants at Cleveland, 
Toledo, Muncie, Ind., Indianapolis 
and Livonia, Mich., to succeed 
Sandrock. Dale D. Douglass as re- 
gional plant manager in charge of 
Chevrolet assembly plants in the 
eastern United States to succeed 
Mason. 

William L. Mosher jr. as regional 
plant manager of Chevrolet assem- 
bly plants in the western U. S. to 
succeed Douglass. Ralph L. Powell 
as manager of Chevrolet manufac- 
turing plants in Detroit, Buffalo, 
Tonawanda, N. Y., and Massena, 
N. Y., to succeed Mosher. 

Leonard F. Coyle as manager of 
Chevrolet’s engine plant, foundry 
and forge at Tonawanda to succeed 
Powell. Louis J. Biskach as man- 
ager of Chevy’s car and truck as- 
sembly plant at Atlanta to succeed 
Coyle. 

James E. Tobias as manager of 
Chevrolet’s export plant at Bloom- 
field, N. J., to succeed Biskach. 
Tobias has been general super- 
intendent of production at Chevy's 
six-cylinder motor plant at Flint. 

Kelley announced appointment of 
Robert B. Dow as manager of a 
newly established manufacturing 
research and development depart- 
ment. Dow has been manager of 
Chevrolet's productive equipment 
department,‘which igs being ab- 
sorbed into research and develop- 
ment. 


By Trescott Goode 
Staff Correspondent 


IAMI.—Don Allen Chevrolet is 
a big dealership with a big 
parts and service operation. 

Located in the heart of the city, 
the dealership covers four acres of 
land along N. Miami Ave. from 20th 
to 23rd St. There are eight build- 
ings, plus parking and storage lots 
and open-air service stalls and car- 
display areas. 

The firm has sold 24,528 units 
since 1954 and had gross sales of 
$17 million in 1957. 

In the backshop, the dealership 
can point to an annual peak of 
$575,000 in customer labor sales and 
a monthly record of $59,954.62 in 
customer labor. (With internal la- 
bor, that monthly figure was $110,- 
— * * * 


ARTS sales have reached $641,- 

200 for a year, and parts inven- 
tory is $165,000. Accessories sales 
average $9,000 a month. 

The dealership was taken over by 
the late Don Allen in 1953 and now 
is headed by Ray D. Fogarty, for- 
merly general manager, who pur- 
chased the firm after Allen’s death 
last year. Fogarty is a onetime 
Chevrolet accountant who joined 
the Allen chain in 1947. 

Frank LaPointe is general 
manager; Harold Burwell is serv- 
ice manager, and Vic Scott is 
parts manager. 

Burwell supervises 108 mechan- 
ics, metal men, painters, car jock- 
eys and service representatives. By 
comparison, the dealership’s sales 
staff consists of 34 men. 

Burwell cites three reasons for 
the company’s service volume—the 
dealership’s reputation, its policy of 
standing back of all its work and 


its crew of skilled workmen. 
+ * * 


TREAT our men well, and 

we keep ’em busy,” he said. 

“They make good money, and 

they’re happy in their jobs. It’s just 

as important to have satisfied em- 
ployes as satisfied customers.” 


Keeping customers happy is an- 
other of Burwell’s assignments. He 
advises his men to smile, to wai 
on customers promptly and to 
listen courteously while the owner 
explains his problem. 

“The owner’s the guy who’s 
going to pay the bill,” Burwell re- 
marked, “and he’s a little put out 
that something’s gone wrong with 
his car. 

“Handled tactfully, almost every- 
one is reasonable, Even the ones 
who are ready to eat you up can be 
calmed down if you listen courte- 
ously and offer a suggestion now 
and then. 

“Never argue and never try to 
pressure him into something he 
doesn’t want. Once he realizes 
you’re trying to help him and are 
not out to argue with him, he'll be 
your friend for life.” 

oe 


things, Unless you handle that man 
just right, you’re in for a continued 
squawk. : 

“One more thing,” Burwell ad- 

ded. “Service reps must follow 
through and see that the car is 
ready when promised. Nothing 
makes a customer so dissatisfied 
as to find his car half done when 
he comes to pick it up.” 

About a year ago, Fogarty be- 
came a bit disturbed because many 
customers apparently weren’t com- 
ing in for service as regularly as 
he thought they should. He dele- 
gated a man to phone customers, 
and in 300 interviews not a single 
complaint was found. 

There had, of course, been cases 
in which the original job wasn’t 
completely satisfactory. These cus- 
tomers had brought their cars back, 
and often the necessary adjustment 
Was so minor that it did not show 


in the records. 
* 
ON’ THE subject of guarantees, 
Burwell declared, “For all legit- 
imate claims, we bend over back- 
wards to keep our customers sat- 
isfied. 

“We dislike being imposed upon, 
and there are some chronic kickers. 
I'd say 98 percent of the people 
are reasonable if you treat them 
right.” 

Scott, Don Allen’s parts manager, 
has built up a good business 
throughout the city, the state and 
among suburban Chevrolet dealers. 

He has two cars for local de- 

liveries, and he ships parts to 

South American and Caribbean 
countries. Parts sales average 

better than $50,000 per month, 

and accessories total about $9,000 
monthly. 

The dealership also maintains a 
“Safety Center” in a building apart 
from the regular service operation. 
Front-end work, wheel alignment, 
headlight aiming and similar jobs 
are done there. 


Auto Industry 
Cites 19 Headlight 


Project Pioneers 


DETROIT.—A uto-industry offi- 
cials honored 19 “Pioneers of an 
Idea” at a special citation dinner 
here. 

The idea, conceived 25 years ago, 
introduced a cooperative approach 
to the work of state administrators 
and auto and lamp manufacturers 
on motor-vehicle lighting problems. 

The joint effort led to the rapid 
development of sealed-beam head- 
lamps, basis for all present auto- 
motive headlighting. Introduced as 
standard equipment on 1940 cars, 
the sealed beams eliminated a con- 
fusing array of varied and often 
incompatible headlight designs and 
components. 

Formalized through committees 
of the Automobile Manufacturers 
Assn. and the American Assn. of 
Motor Vehicle Administrators, the 
cooperative project has led to con- 
tinued headlighting advances and 
to standardization and improve- 
ments in related lighting areas. 

State administrators receiving 
'|}awards included Lee C. Richard- 
son, Michigan; Wilbur L. Cross, 
Connecticut; Alfred W. Devine, 
Massachusetts; William R, Shark- 
ey, California, now retired, and 
Louis R. Morony, former AAMVA 
executive director, now director of 
the Laws Division, Automotive 
Safety Foundation, 

Auto-industry representatives 
honored and their affiliations at the 
beginning of the project included 
Philip J. Kent and Carl Breer, 
Chrysler; L. L. Beltz and Larry S. 
Sheldrick, Ford; H. Murray North- 
rup, Hudson; John H. Hunt and 
Ormund E. Hunt, General Motors; 
Floyd F. Kishline, Nash, and Col. 
Jesse G. Vincent, Packard. 

Representing the lamp manufac- 
turers were Ray E. Carlson, Tung 
Sol; Robert N. Falge, Guide: Lamp; 
Val J. Roper, General Electric, and 
Lyman A. Wine, Autolite. 

Cited also for contributions to the 
cooperative program was Donald 
D. Blanchard, Society of Automo- 
tive Engineers. 





* * 





SKED about his biggest problem 
in customer relations, Burwell 
replied: “Seriously, it’s convincing 
an owner that there's nothing the 





Fogarty and His ‘Cabinet'— 

Ray D. Fogarty, president of Don Allen Chevrolet, Miami, conducts frequent meetings 
with his staff of managers, sometimes called the dealership's ‘‘cabinet."’ From left, 
seated, are Victor Scott, parts manager; Fogarty, and Frank LaPointe, general man- 
ager. Standing, from left: Howard Burwell, service manager; Frank Aaron, new-car 
manager; Clay Meadows, used-car manager; Bruce King, fleet manager; Arthur Millar, 
business manager, and Ed Willard, commercial manager. 
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or any one of a million other|* 
















Service Tips 











Servicing Air Cleaners 


pee owners can save on expen- 
sive engine repairs and exces- 
sive gasoline consumption by hav- 
ing their service-station attendants 
periodically check and clean their 
air cleaners. 

The air cleaner’s function is to 
deliver a prescribed amount of 
clean air to the carburetor and 
keep abrasive material in the air 
from harming the intricate close 
tolerance parts of the engine, 

There are three types of air clean- 
ers used on internal combustion en- 
gines—oil-wetted type, oil-bath type 
and paper-dry type. The service 
procedure for each type is as fol- 
lows: 

1, Oil-wetted type: Remove ele- 
ment and wash in solvent; allow 
element to dry and then soak in 
SAE 50 oil; shake off excess oil 
*| and install element. 

2. Oil-bath type: Remove bottom 

| base, drain dirty oil and wash base 
in solvent; fill oil base to “oil-level 
mark” with oil as indicated on serv- 
ice instruction. Do not over oil; re- 
move element and wash in solvent; 
install assembly. 

3. Paper-dry type: Remove ele- 
ment and wipe housing with a damp 
lint-free cloth; place element on 
cleaner tester and back element. 
(Caution: Do not immerse in solv- 
ent, or use direct air steam to dis- 
lodge dirt particles.); if required, 
install new element and replace 
cover.—AC Hor Tips Bu.uetin 

* Bo 


Don’t Condemn the Gauge 


A VERY interesting point was 

brought to our attention by the 
Ford Division about fuel gauge 
readings that are apparently in- 
correct. It is a condition that might 
result in unfairly condemning a 
fuel gauge that is functioning prop- 
erly, This information applies to 
all 1960 Ford cars with the excep- 
tion of the station wagon models. 
The condition is caused by the 
method of fuel-tank venting and 
is presently being modified. 

The 1960 Ford gasoline tank 
has a “slow fill” beyond the 
%4-full point, Tests show that the 
automatic fuel-filling device on 
the gasoline pump will often shut 
off at this point. The stationman 
considers the tank filled, but the 
car owner is actually operating 
on about 16 gallons of fuel in- 
Stead of 20 gallons the tank can 
hold. 

The car owner may be puzzled by 
the fact that the fuel tank is ap- 
parently filled but the fuel gauge 
indicates only % full. This is fre- 
quently interpreted to mean the 
fuel gauge is defective. Actually 
the fuel gauge is indicating % full 
because the tank is only % full. 
©| It is advised that after the % full 

mark is reached, the fuel be slowly 
fed into the tank until the tank 
is actually filled. This procedure 
will assure the car owner of re- 
spot at Don Allen Chevrolet, Miami. The| C&!V/n& & full tank of gasoline, It 
dealership's top month for cust labor also will assure the stationman of 

oP omer laber! making a full profit on his gasoline 
was last March with a total of $59,954.62.| sale—CHEK-CHART SERVICE BULLETIN 
Oo * * 





Service Reps— 


There is a four-lane driveway into the 
service department at Don Allen Chevrolet, 
Miami, and a team of service representa- 
tives greets customers ond writes repair 
orders. With the reps are Service Manager 
Howard Burwell (wearing coat) and Shop 
Foreman Henry Villar, third from left. 





























































Safety Center— 


The “Safety Center" at Don Allen Chev- 
rolet, Miami, is housed in a building apart 
from the regular service operation. Front- 
end work, wheel-alignment and _ similar 
jobs are handled there. ' 





Lube Men Busy— 


The lubrication department is a busy 





Don Allen Open-Air Showroom— 

The open-air showroom at Don Allen Chevrolet, Miami, extends a full block, and 
100 cars can be displayed. Closing offices are in the rear. Since 1954, the dealership 
has sold more than 24,000 units. 








REVOLUTION in the Service Department: 
the race to replace obsolete equipment 


Better service. Car dealers need it to stay profitable. In- 
dependent garage operators want to keep it in their shops. 
Service stations and specialty shops see the profit in tak- 
ing it away from both. This competition, plus vast 
changes in automotive design, demand the replacement 
of obsolete service equipment with fast, accurate, uni- 
versal John Bean equipment. 


John Bean wheel balancing and aligning, body and frame 
straightening equipment is top choice for today’s service 
business. It is designed to handle any car on the road 
(big, small, compact, sports, imports, wide-track, nar- 
row-tread, unitized construction, conventional body-and- 
frame, torsion or ball-joint suspensions). The wide range 
of profitable and permanent, deluxe and economy models 
in every product line lets you “tailor” equipment per- 
fectly to your present space, budget and service volume 
and future business potential. 


And, all John Bean equipment is designed to let you 
inexpensively modernize your present equipment to 
bring your service operation up-to-date for full profits. 
Remember, too, every major car manufacturer uses 
modern John Bean equipment. 
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New BODY-FRAME ALIGNER 


small-space, low-cost, big-time profits! 


Unitized body-frame construction used in new compacts, 
sports, imports and others has ended the “jack-and- 
hammer” and “farming-out” days! You're out plenty of 
profits (maybe even out of business) unless you have the 
flexibility of the new John Bean BODY-FRAME 
ALIGNER. This is the only compact, portable, eco- 
nomical unit which pushes and pulls, works over the top, 
underneath, inside and outside . . . the only unit with 
squeezing, spreading, stretching action in horizontal or 
vertical planes. Makes body and frame corrections with- 
out removing sheet metal. Anchor bar unit adjusts from 
5 to 30-inch heights. Both anchor bar and racker bar 
power unit lock in any position on beam. These are musts 
for unitized body-frame work. Complete unit gives you 
more versatility, more profit-making potential than 
similar units costing much more. Modernize now with 
the new John Bean BODY-FRAME ALIGNER for full 
service profits in the future. 


Complete line for any shop 


John Bean also manufactures the Power-Puller, an ex- 
cellent body-frame aligner for quick minor repairs, and 
a complete line of permanent, rack-type straighteners for 
high-volume, complete body-frame work. : 


FREE Engineering Analysis! 


Starts with your present equipment, floor 
space, budget, business volume . . . gives you 
a dollars-and-cents estimate for maximum 
service profits on a minimum budget. 

Learn about John Bean’s Training School and 
On-The-Job Training Program. Contact 
John Bean Automotive, Lansing, Michigan. 
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You need fast, accurate balancers to handle any car, any size wheel 
that comes in your shop. John Bean balancers do it. Full line selec- 
tion of balancers tailored to the price you want to pay, the volume 
and kind of balancing business you want to do. 


NEW! ON-THE-CAR BALANCER 


fits 12” thru 16” wheels WITHOUT ADAPTERS 
Take on every balancing job that comes in your shop. 
Fast, simple, accurate operation. Compact, self-con- 
tained, space-saving unit. Single-and double-motor 
units. New spinners. Inexpensive conversion kits avail- 
able for modernizing John Bean Model 1287 and 87 
balancers. 


ON-THE-TRUCK—Handles heav- 
iest wheels without removing 
parts. Fast, easy. requires no 
disc adapters.., 


ACRA-SPEED — Fast, low-cost, 
money-maker. ‘‘A-B-C"’ System so 
simple any operator can be an 
expert. 


MODEL 55J—The original static 
and dynamic balancer. Favorite 
of old-line mechanics. 


VISUBALANCER — First in pre- 
cision. “TV Screen” readings sell 
customer on balancing. Static 
and dynamic balancing. 





VARIABLE-TREAD VISUALINER 


Makes any car or truck your customer 


Both Visualiner runways move easily on rollers . . . you 
can switch from “a bug to a truck” in minutes. Exclusive 
tip-over Visualiner optical projection heads allow wheel 
and bearing work. “Package” deals on pit, floor and rack- 
type models to fit Visualiner to your space and budget 
requirements. Remote control steering wheel turners, ex- 
clusive late-model Buick-Chrysler-Chevrolet camber cor- 
rection tools. Now, you can economically modernize any 
existing aligning equipment. 


VISUALETTE WHEEL ALIGNER 


Compact, economical, accurate aligner puts you in a 
profitable business even when both space and cash are 
in short supply. Beam-of-light accuracy, magnetic 
gauges. Direct readings of toe-in, toe-out, caster, 
camber, KPI. Can be used with present hoist, drive-on 
lift, rack-type aligner, or in its own stall. 


Write for Free Catalogs on Balancers, Visualiners, Body-Frame 
Aligners, Tools and Accessories and John Bean Training School. 


DIVISION OF _ ° 


FOOD MACHINERY AND CHEMICAL CORPORATION gaze: 
LANSING , MICHIGAN 
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Canadian Dealership .. . 





apprentice in the body shop and 
has taken Chrysler service training, 
is service manager. He gives this 
report on the Johnston service op- 
eration: 


By Robert J. Frith 
Staff Correspondent 
ANCOUVER, B. C. — Johnston 
Motor Co., Ltd. (Chrysler), is 
meeting the competition of service 
station operators by joining them “Our thought was to make our 
shop competitive and change red 
operating costs to the black. In 
our territory, automotive business 
is highly competitive. Some firms 
practice giveaways to attract car 
sales and service customers. 
“This, we felt, wags a poor basis 
for building a truly stable busi- 
ness. We offer the customer guar- 
anteed work and service done by 
our specialists employed at a top 
prevailing rate. This policy required 
training, beginning with the me- 
chanic. 





W. H. Johnston 


in giving the service department!  ,, 
the personal touch. scakp hank atatipniont ued to, hande 
The service attendants get to A 264.6 

know their own customers by 
name and handle problems as 
though they were operating in 
their own small shops. They have 
the power to make policy adjust- 
ments and goodwill adjustments 
on the spot. 

That is one of the service for- 
mulas worked out at the dealer- 
ship founded 37 years ago by Wil- 
liam H. and Albert S. Johnston. The 
Johnston system must be popular 
with customers because the dealer- 
ship has 3,000 of them and writes 
125 to 150 repair orders a day. 

The system has also proved popu- 
lar with the factory and the deal- 
ership hag won factory honors for 
both its parts and its service oper- 
ation. 


A. 8. Johnston 





* + * 

_— Johnston system includes 
working with the customer, 
even when he is not quite right, a 
simple daily report program for 
key men, a followup system and a 
control tower in the shop. The parts 

work like well-meshed gears. 
Colin Cruickshank, who started 
at Johnston 18 years ago as an 


Parts Award— 


William Halbert, right, receives a Chrys- 
ler award for complete parts achievement 
for Johnston Motor Co., Ltd., Vancouver, 


parts representative. Halbert is parts man- 
ager at Johnston. 


Now! A low-cost exhaust chamber _, 
—-—with a 


Start now to build for a sound future in touchup 

and spot work with a new DeVilbiss High-Volume 

Exhaust Unit! Its low cost enables operators to 
start small—yet start right—and have the basic 
: exhaust unit to eventually erect a complete all- 
! steel booth. T'win-duct low-level air take-off pro- 
vides scientifically engineered exhaust. Down- 
draft minimizes settling of overspray on freshly 
painted work. Smooth, easily cleaned surfaces 
can’t catch dust. Choose from solid-back and 
drive-through models. 


As volume increases, you can add walls, roof, filter 
doors. Wind up with complete, professional 26-foot 
spray booth, paid for out of current profits. For more 
facts on DeVilbiss Exhaust Chamber, plus DeVilbiss 
Economy Spray Booth Kit, write today for Form 
F-346 or contact our nearest representative. The 
DeVilbiss Company, Toledo 1, Ohio. 





Service Gets a Personal Touch 

















all work performed in our machine 
shop. We find that where speed 
was once needed, experience is 
more valuable, now. Our older men 
feel themselves to be important 
parts of our organization. 
x * * 

“R EGULAR training programs 

were set up for the entire me- 
chanical staff. We cover current 
product problems, use the latest 
technical information from the 
maker to assist and encourage the 
younger members of the staff. 


“These meetings are open for dis- 
cussion. Many top ideas are devel- 
oped in this way. The morale of our 
men is kept at top level. 

“Ten telephone calls are made 
daily by each service attendant. 
These may be to a new-car own- 
er, introducing our service to 
him. We may also cover more 
clearly what warranties exist on 
his new car. 

“Sometimes we call a recent re- 
pair shop customer to see if he 
is satisfied. Or the attendant may 
call a customer he has not seen in 
the shop for 90 days, and suggest 
some service that may be required 
soon, 

* ca ~ 

ENABLE our attendants to 
inform their customers of serv- 
ices needed, we keep an active file 
on each of 3,000 customers. These 
files give us a complete description 
of the car, the key codes, the paint 
codes and more. A copy of each 
repair order is filed in the respec- 
tive file and this gives a history 
of the car and the owners’ mainte- 

nance habits. 

“A flag attachment indicates the 
most recent date of service. A per- 


Fire at Pine Chevrolet 
PINEVILLE, W. Va.—Pine Chev- 


B. C., from Ralph Rota, Chrysler district | rolet has been destroyed by fire. 


William L. Lewis, owner, estimated 
the loss at more than $10,000. 


future* 
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FOR TOTAL SERVICE, CALL 


DeViLBiss 





Service Honors— 


Colin Cruickshank, right, service man- 
ager of Johnston Motor Co., Ltd., Van- 
couver, B. C., receives a Chrysler Efficient 
Service Award from Phil Lapp, Chrysler 
service representative in the area. The 
dealership wins honors both in the parts 
operation and the service department. 

* * x 
sonalized 30, 60 or 90-day card is 
mailed. This carries the picture of 
our attendants, reminds the cus- 
tomer of the time lapsed since 
he was in the shop. 

‘Direct mail is the most com- 
mon medium of advertising for 
our service shop. Every two 
months, we mail 5,000 attractive 
mailing pieces to Chrysler-prod- 
uct owners in our zone, Also, a 
letter goes to each Chrysler- 
product buyer congratulating him 
on his choice of model and offer- 
ing assistance. 

“Other letters are seasonal spe- 
cials, such as Winter Get Ready 
and Vacation Preparation letters. 

* Bg * 


WILL write approximately 
150 repair orders a day. A 
production controller who covers 
all the flow of work to the sub- 
departments is used to eliminate 
congestion. It is his responsibility 
to indicate to attendants, by signal 
lights, the type of work needed 
to fill our day. 
“Also, he sees to it that the prom- 


ised work is completed on time. 
(Continued on Page 43, Col, 1) 
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Replacement Tires 
Score 10-Year 
Shipments High 


NEW YORK.—April replacement 
passenger-tire shipments of 6,557,- 
767 units represented the highest 
figure since July, 1950, when 6,875,- 
514 units were shipped, and was 
27 percent over the 5,155,768 units 
shipped in March, it is revealed by 
the Rubber Manufacturers Assn. 
Total manufacturers shipments 
of passenger-car tires during April 
amounted to 9,871,502 units, as 
compared with the 8,578,397 units 
shipped in March, an increase of 
15 percent. 

Production of passenger-car tires 
in April amounted to 9,164,701 units. 
This represented a decrease of 5 
percent under the 9,679,058 units 
listed in March. Inventories also 
showed a slight decrease of 2 per- 
cent from 24,144,386 units in March 
to 23,511,713 in April. 

Truck and bus tire shipments 
showed a slight increase over the 
previous month, with 1,242,960 units 
in April, an increase of 7 percent 
over the March figure of 1,158,457. 
Production in April dropped off 5 
percent to 1,352,248 units in com- 
parison to the 1,436,191 units pro- 
duced in March. Inventories rose 3 
percent from 3,777,038 in March to 
3,889,308 in April. 


Seattle Dealers Elect 


Andresen President 

SEATTLE.—Arvid Andresen, An- 
dreson Motor Co. (DeSoto-Plym- 
outh), has been elected president of 
the Seattle Automobile Dealers 
Assn, 

Other officers are Brooke Biddle, 
Central Oldsmobile-Rambler, vice- 
president; Donald Riach, Riach 
Oldsmobile-Rambler, secretary, and 
Dick Smith, Smith-Gandy Ford, 
treasurer. 





Code-approved exhaust fan 
Smooth, flush inner walls 


Low-level down-draft air 
exhaust protects finishes 
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SEE PUBLISHER'S STATEMENTS MARCH 31 OF EACH YEAR 


The news has just been released officially—the circulation of the Los Angeles 
Times is now at the highest point in its history—higher by far than the circulation of 
any other newspaper in western America. 


For the six-month period ending March 31, 1960, The Times reached an average 
of 523,626 families every weekday—a gain of more than 25,000 over the same period 
a year ago. Sunday circulation surged past the 913,000 mark—up significantly over 
the record high mark set last year. 


These new circulation achievements put The Times far ahead of all other Los 
Angeles newspapers—148,850 copies ahead of the second newspaper every weekday 
—219,879 copies ahead every Sunday. 


Growing circulation reflects growing acceptance. Times circulation is growing 
by the thousands as all Southern California learns that “you get so much more out 
of reading The Times.” 


LOS ANGELES TIMES 


WINNER OF THE 1959 PULITZER GOLD MEDAL—JOURNALISM’S HIGHEST AWARD 


NATIONALLY REPRESENTED BY CRESMER AND WOODWARD. NEW YORK. CHICAGO, DETROIT. ATLANTA AND SAN FRANCISCO 
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To Recoup Lost Shop Business .. . 





‘Quick-Service’ Need More Acute 


(Continued from Page 28) 
can still be the service department 
salesroom, 
oa * od 
aaa can easily determine 
if they are fast approaching the 
time when they should consider 
this change in their service offer- 
ings by checking through the re- 
pair orders for a week or a month 
and noting the number of “one 
item” tickets that are being written 
today for services that take less 
than 30 minutes to perform. 

When the number of such one- 
item tickets reaches 50 percent of 
all repair orders written, the dealer 
knows he has arrived at the point 
when he will have to make the 
move toward instituting “quick 
service.” 

The trend in this direction has 
been heightened by the competi- 
tion for the service dollar that 
dealers are experiencing today 
from the gasoline stations that 
have increased their activity in 
offering these “short order,” one 
stop services. 


recognizing that this trend is here 
and the most successful method of 
combating this competition for the 
service dollar is to meet the “con- 
venience” factor that gas stations 
offer the car and truck owner. 

More and more car and truck 
owners are beginning to balk at 
leaving their car at a dealership 
all day to have some service done 
that takes but a few minutes to do. 
This is especially true of the wo- 
men members of the driving frater- 
nity. 


* * * 


Convenience Vital 
if A convenient spot is set aside 
where people can wait for the 
car in comfort or the dealership is 
near a shopping center where they 
can do some of their shopping for 
the day while these services are 
being taken care of, they will 
patronize that dealership. 

Dealers who have made a drive 
for this “quick service” business 
find that most people are more in- 
terested in having dealer mechan- 
ics do these services, even at a 


little higher cost, providing that 
they can get them done when it 
is convenient for them to bring 
their vehicles in to the shop. 

The dealer who takes the time 
to check his repair orders for a 
period can easily visualize the 
amount of time that can be saved 
his “line” mechanics when all of 
these “quick service” jobs are 
done by one department in his 
shop that is set up to take care 
of them. 

Keeping this type of operation 
out of the main part of the shop 
means that each “line” mechanic 
will lose less time waiting for cars 
to be brought to his stall for these 
short time jobs and will lose less 
time going to the parts counter for 


parts. 
* * * 


LLOWING the “line” men _to 


concentrate on the type of jobs 
that take more time and skill to do, 
means they can do more work in 
the same time and thus increase 
their “take home” pay in the shop 
that pays on flat rate. It works to 
the benefit of the dealer in union 
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Demand for Pickup, 
Delivery, Loaners Seen 


MANCHESTER, Conn, — Free 
pickup and delivery service, and 
loan of a car if the customer’s 
car is tied up, are in growing de- 
mand, according to Manchester 
Motor Sales, Inc., Oldsmobile 
dealer for 25 years. 

“We are not so volume con- 
scious that we cannot stop and 
study and help the buyer in his 
service problems,” said R. Schal- 
ler, president. “To keep him as 
a customer we need to preserve 
a continuity of contact and serv- 
ice uninterruptingly and to that 
end we are dedicated.” 





shops where the men are paid by 


the hour, as well. 


John E. Wolf Co. has recognized 
the trend toward having more of 
the one-item services performed in 
the lubrication department. Wolf 
has changed its record keeping to 
give the lubrication department 
credit for these additional jobs, in- 
stead of holding the lube depart- 


ment’s credit just to lubrications. 
Some factories, in all new build- 
ing layouts in which their archi- 
tectural service is involved, are 
specifically designing “quick 


All factory service experts are 


Compare the 





ANAL-(1)-SCOPE 
with any 
other scope 


Those who do... 
choose 





A careful study of SNAP-on sales records shows that 
in cases where SNAP-ON was able to demonstrate in 
competition with other leading scopes, there was a 
big buying preference for the SNAP-ON Anal-O-Scope. 
Here are the reasons why: 


Exclusive ignition reserve test —In effect, this is an 
ignition dynamometer that puts a calibrated load on 
the ignition system electrically to simulate an actual 
road test . . . faster, cheaper and safer. It spots faults 
that wouldn’t show up on an ordinary scope; proves 
out work after a tune-up is completed. 


Direct reading of both primary and secondary 
circuits— The Anal-O-Scope is the only scope on the 
market that provides a direct reading of the complete 
primary circuit, in addition to the secondary circuit. 
Competitive scopes read a reflected primary through 
the secondary. 


Complete portability without extra-cost attach- 
ments—The Anal-O-Scope is powered by the test 
vehicle’s own electrical system, either 6, 12 or 24-volt, 
allowing it to be used anywhere. This eliminates ad- 
ditional units which are not only costly but trouble- 
some and inconvenient. 


SERVICE-BACKED SHOP EQUIPMENT 


Kenosha, Wisconsin 


8082-G 28th Avenue “ 









MT-615A 
Anal-O-Scope 
Yours on easy 

payments 





No interference and distortion from 110-volt AC— 
The Anal-O-Scope operates off the engine battery and 
when so used can’t be affected by line voltage changes 
and interferences from other electrical equipment 
hooked into the same line. 

However, the Anal-O-Scope can be operated on 110- 
volt AC when desired. (For example, checking mag- 


neto-driven engines. ) 


Easiest pattern to read and understand — The 
pattern actually suggests the nature of the fault. Ad- 
justable pattern sizes allow easy viewing of possible 
problem areas. 


Training and follow-up make the SNAP-ON 
Scope pay—SNApP-ON not only offers you the best, 
easiest-to-read scope on the market, but also gives you 
thorough and immediate training. Go modern. Stay 
ahead of competition. Get the latest in test equipment. 
Ask your SNAP-ON man for an Anal-O-Scope demon- 


stration right away. 


[tener nnn rn nnn nnn n nnn nnn nnn-- 


SNAP-ON TOOLS 
8082-G 28th Avenue, Kenosha, Wisconsin 


Gentlemen: 
(0 Please send me your new, free bulletin on the Anal-O-Scope. 
© I am interested in a demonstration. 
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service” departments into the 
shop layout. 

In most cases, and wherever pos- 
sible, the factories utilize the “drive 
through” type of stall for the quick 
service department and locate this 
department in the front of the 
shop near the entrance door so that 
the driver can swing his car direct- 
ly into a stall that is empty. They 
also endeavor to design these stalls 
so that the owner can also drive 
his own car out when the job is 
done. 






























* * * 


Strive to Cut Waiting 

HIS not only saves mechanic 

or “jumpers” time but also al- 

lows the owner to keep fairly ac- 
tive during his stop for service, 
which in turn has the effect of 
making him feel that he has saved 
a lot of time. He doesn’t have to 
sit idly by waiting for something 
to happen. 

When the drive-through stall is 
combined with a “short-order” 
write up pad that has printed on 
it the majority of these short time 
jobs (lubrication, oil change, brake 
adjustment, fan belt change or re- 
newal of a head lamp), the me- 
chanic has but to check the service 
that will be performed. While the 
work is being done, the customer 
takes the ticket to the cashier and 
pays his bill. 

This, too, saves time, as a ten- 
dency to keep the aisles clear and 
keeps the customer active. 

Quick-service is the nearest ap- 
proach to chain-store merchandis- 
ing philosophy that can easily and 
quickly be integrated into current 
franchised dealer service shop op- 
eration. And people have demon- 
strated that they are accustomed 
to, and like, the chain-store type 
of merchandising. 

With experienced and capable 
mechanics getting in shorter sup- 
ply each day, the “quick service” 
department also enables the dealer 
to use less experienced men, or 
trainees, in this department and 
put them on a salary with a bonus 
for the work they steer into the 
main shop as they check each car 
or truck they work on. 

* * + 

Y USING men such as these, 

dealers could even recapture 
some of the lost muffler replace- 
ment business that has gone to 
the chains and independents on a 
strictly price basis by offering spe- 
cials on muffler-replaced-complete 
at a price. 

Such a department also might 
enable him to compete successfully 
in the sale of tires, batteries and 
accessories. 

By supplying the men in the 
“quick service” department with 
the modern and relatively low 
cost electrical analysers so that 
they could make a quick check 
of engine performance, this de- 
partment could increase the sale 
of electrical parts and channel 
considerable work to the electri- 
cal department in the shop by 
pointing out the need for a more 
thorough electrical job. 

If properly organized and man- 
aged, this department could also 
do an even better job of selling 
for the main shop than is being 
done by the lubrication men today. 

* * 7 


Other Possibilities 


i EACH man in this department 
was charged with pulling a 
wheel on every brake adjustment, 
checking the engine oil for level 
and dirtiness on every lubrication 
job, checking the tires and battery 
condition as well as the muffler 
and tailpipe on every job they 
worked on, considerable parts and 
accessory business could be built 
up that is being completely missed 
in today’s routine shop procedure. 

“Quick-service” departments 
must eventually take the place of 
the lubrication department and 
the smart dealer is the one who 
will look into the possibility of 
starting one in his shop as soon 
as possible. 

By doing this, he will be able 
to keep in step with engineering 
changes and improvements in new 
vehicles as they appear in each 
model year. 


Hillman-San Leandro 


SAN LEANDRO, Calif—A new 
Hillman dealership has been open- 
ed at 2000 E. 14th St. by Jay Pen- 
rod. Larry Lunsford is sales man- 
ager and Clyde Hodge, service 
manager. 
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Constant Alert Held 
Sure Path to Profit 
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of three years of highly competitive 
selling behind them, about half of 
the dealers still in business break 
even or lose money in their service 
departments. Why? 

Some authorities claim it is 
because too few dealers know 
enough about parts and service 
operation to know when they are 
making or losing money, and 
others feel it is because the deal- 
ers don’t know how to read their 
financial statements to know 
whether they are losing money 
and why. 

All dealer statements show gross 
sales and direct expenses for both 
departments and separate the cost 
of sales items sufficiently for any 

dealer to know, if he analyses his 
statement each month carefully, 
where his customer labor or parts 
operations fall short of their profit 
potential. 

Thus, even if a dealer knows he 
does not have a sufficient knowl- 
edge of parts and service opera- 
tions to qualify him as an expert, 
his statement will show him where 
his operation losses are. 

But if this statement is to record 
all loopholes for loss of profit the 
dealer must insist that a repair 
order be written for every job in- 
cluding “do-overs.” Only by this 
means can he know whether profits 
he should be making are being 
given to customers because of poor 
workmanship or inefficient man- 
agement. 

* * + 

E ALSO should make certain 

that a return slip be made out 

for any refunds on parts returned 
for cash. And these parts slips 
should carry consecutive numbers 
to make certain that carelessness 
or “sticky fingers” don’t impair this 
record. They should be on the deal- 
er’s desk every morning and not 
be allowed to accumulate. 

Experienced dealers have a 
“rule-of-thumb” guide for their 
service profits, They claim that 
customer labor should show from 
40 to 50 percent gross profit and 
that total expenses should not run 
over 35 percent of gross sales. 
These dealers also set 25 percent 
as the gross profit from the parts 
and accessories department, with 
total expenses not running over 12.5 

percent. 

Dealers who are doing a good 
parts-selling job say that a good 
“bogie” to use in setting parts sales 
quotas is to multiply the number 
of mechanic working hours by $3. 
Some claim that at least 20 per- 
cent of total parts-sales should be 
in wholesale parts. 

To allocate rent or its equivalent 
for the expenses of each depart- 
ment, some dealers use another 
rule-of-thumb. They give the new- 
car showroom a value of 2, the 
used-car space a value of 1% and 
parts and service a value of 1. 

Most business-management ex- 
perts claim it is impossible to al- 
locate adequately, on a _ rule-of- 
thumb basis all administrative ex- 
penses to any department. They say 
this must vary in accordance with 
the individua] dealer’s method of 
operation. Many, however, do this 
on the basis of percentage of direct 
expense, especially if the dealer and 
his manager, if any, spend about 
equal time in the management of 
all departments. 

* ca * 


Another Item to Watch 


NOTHER item that dealers 

should watch closely is the per- 
centage of available mechanic 
hours that are being sold. This is 
done by adding the number of me- 
chanic hours spent in internal, war- 
ranty and policy and customer 
labor and comparing them with 
the total number of mechanic hours 
available for sale. 

This latter figure is obtained by 
multiplying the number of work- 
ing hours available each day by 
the number of working days in 
the month and by the number of 
productive mechanics, This will 
give the dealer the number of 
productive hours available. By 
subtracting the number of heurs 





actually sold, the dealer will find 
how many nonproductive hours 
he hag had in his shop. 

When he multiplies these non- 
productive hours by his labor rate, 
he can tell quickly the loss he has 
experienced in available service 
sales and profits. 

Any well-managed shop working 
on flat rate should be able to sell 
as many flat-rate hours as there 
are mechanic working hours avail- 
able. In highly organized shops 
with superior management, dealers 
have been able to sell as much as 
120 hours of flat-rate time for every 
100 hours of available mechanic 
hours. 

Every dealer should have a plan- 
ning potential for both his shop 
and his parts department and 
check the production of each 
against the potential at least every 


Wi 


10 days. In this way he has a posi- 
tive control factor to discuss with 
his department managers that 
should keep them on their toes. 
* + * 

EALERS should review the 

previous day’s repair orders 
every day if possible, but at least 
once a week. Such a perusal will 
give him an intimate picture of 
whether his service salesmen are 
selling the services that the cus- 
tomer should be getting, whether 
the mechanics are doing these serv- 
ices properly and whether too many 
one-item tickets are being written 
because the order writers are not 
following through properly. 

The knowledge that copies of 
repair orders are going to the 
dealer’s desk for review will have 
a potent effect on the efficiency 
of every customer-contact man in 
the shop. 

It is extremely important to have 
a modern parts system and to cost 
each part out as it is sold. In to- 
day’s market, with prices changing 
often, dealers can take a beating 


McClellan Adds Toyopet 

SAN DIEGO, Calif. — McClellan 
Buick, Inc., has been appointed a 
Toyopet dealer. 


PADS ADJUST TO 
THREE HEIGHTS 
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if they price their parts out on 
any basis other than that of what 
the dealer paid for the part. 

Unless a dealer has an effective 
parts-control system, he can lose 
large sums by obsolescence, There’s 
an adage that parts availability 
makes a dealer but obsolescence 
can kill him, A good parts-control 
system that gives him availability 
and prevents obsolescence is worth 
every penny it costs. 

If a dealer isn’t big enough to 
hire a full-time bookkeeper, he 
should take a short course in book- 
keeping and cost accounting so 
that he can read his statements in- 
telligently and know what they are 
telling him. 

It is not the purpose of this ar- 
ticle to give the dealer a short 
course in reading his statement, 
but merely to point out certain key 
factors in the operation of his serv- 
ice and parts departments to the 
end that he will know some of the 
soft spots to look for if he is con- 
vinced that these departments are 
not making money for him. 

If the dealer knows where to 
look for these “danger flags,” he 
usually can correct the condition 
quickly or adjust either his sales 
or costs so that each will be in 
line with the other. 
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Handles cars easier, faster, safer... 
makes service and repair work more profitable 


The Rotary Two-Plunger Frame Pick-Up 
Lift was designed for car dealers and 
service shops. Better than any other lift on 
the market, it has the flexibility required 
to lift the many car shapes, sizes and 
body styles now on the road. 

This ‘“‘octopus-like” reach and posi- 
tioning feature is important to faster, 
safer, better service and repair work. 

With plungers and runners placed side- 
by-side, wide open accessibility extends 
from bumper to bumper and all undercar 
parts requiring mechanical work are ex- 
posed to easy reach. Other features of 


this new lift include: 


Retary, 


off-center loading 


draulic operation 





e Width at jacks only 39”... compact 
and foreign cars can straddle lift easily 


e Heavy-duty 814” jacks permit greater 
e Safe, maintenance-free Rotary Full-Hy- 


¢ Rotary’s exclusive Hydra-Seal packing 
insures smooth, dependable jack action. 


e Exclusive cable-and-strut equalizing 
system . . . keeps both runners level at all 
heights, whether moving or stopped. 

e Fool-proof manual safety locks pre- 
vent accidental lowering of lift 
e Two-position wheel spotting dish 


¢ Low-cost installation in any location 
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Permanent Lubricant Seen 
‘Definite Possibility’ 
CLEVELAND.—A permanent en- 
gine lubricant is a “definite possi- 
bility,” it was said in a symposium 


at the 137th national meeting of 
the American Chemical Society. 


An experimental lubricant of this 
type was described by Dr. W. A. 
Zisman, Naval Research Labora- 
tory. It was produced by Dr. H. R. 
Baker and Dr. C. R. Singleterry, 
both with the lab. 

The lubricant is a silicone forti- 
fied with iron, copper or cerium, 
added in a special way to increase 
the length of the life of the silicone 
from 100 to 1,000 times, said Zis- 
man. - 

He said others have tried to mix, 
without much success, metals into 
silicone as antioxidants. The work- 
able approach, Zisman continued, 
seems to be building metal directly 
into the complex silicon lubricant. 


Transky Adds Renault 


JACKSON, Mich. — Transky Mo- 
tors, 500 E. Pearl (Chrysler-Impe- 
rial-D od ge-Plymouth), has been 
awarded a Renault franchise. 





LIGHTER, STRONGER ARMS 


PIVOT EASILY 


Address 


MAIL COUPON FOR COMPLETE DATA 


Rotary Lift Company 

1185 Kentucky / Memphis 2, Tenn. 

Please send information on the Rotary Two-Plunger 
Frame Pick-Up Lift Model FP28H to: 


ONE a cchceniemintieitrins 
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Instead of the usual heavy, solid stock, 
Rotary has developed a stressed steel arm 
with welded interior reinforcing bar. This 
type construction combines strength with 
the light weight necessary for easy posi- 
tioning. A super-smooth milled pivot end 
also insures ease of movement. Rounded 
contours prevent tire damage. 
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Dealers Taking Them Get More Business... 
6 Steps to Greater Shop Profits 


(Continued from Page 28) 
have been doing new-car prepara- 
tion and internal work in the cus- 
tomer-labor areas or in the area 
that should be devoted to customer- 
labor work only, 

Many times, the erection of a 
semi-portable building on the back 
of their used-car lot or the acquisi- 
tion of suitable space for this work 
in a low-rent area away from the 
dealership has enabled them to in- 
crease considerably the dollar prof- 
it from service. 

+ * om 


Help from Outside 


RRE’S an old saying that one 
can be too close to the trees to 
see the forest. Dealers sometimes 
find themselves in that position. 
They are so close to their own 
facilities they have a hard time 
visualizing how any changes can 
be made to provide more working 
space. 
Sometimes, they find it necessary 
to bring in an expert from the out- 
side or call on their regional service 


manager to point out how such 
changes can be made, 

All factories are in a position 
to aid in making such a survey 
and some even have architectural 
service at the home office that 
will replan the dealers shop for 
him, each department 
and machine in its proper place 
for greatest efficiency. 

One dealership in a Midwestern 
city that had grown in square foot- 

age of shop floor space by adding 
two adjoining buildings found that, 
by cutting drive-through doors in 
two walls and rearranging several 
departments, it was able nearly to 
double the available customer 
working area. 

This dealer had been unable to 
visualize what could be done until 
the regional service manager 
brought in an architect who drew 
up one plan of the shop as it was 
and superimposed on that a layout 
of the shop as it would be with the 


changes. 
* * 


* 
DN ppt dateesaget proven way to in- 
crease service returns is to put 





the, 
question, 







in one or more stalls for quick 
service, These should be near the 
main entrance to the shop and 
should be so laid out that it is easy 
for the customer to drive his car 
into them and get his car out, 

As mentioned earlier, these 
stalls should be restricted to only 
the type of service work that 
takes less than 30 minutes to 
complete. Like the corner filling 
station, they should be made 
available to customers who dis- 
like having their car laid up all 
day just for a brake adjustment 
or lubrication. 

Experts claim that during the 
past few years dealers have lost as 
much or More service business to 
the independents due to this tying 
up of the cars as for any other 
reason. 

Some times the dealer, by using 
the same type of help in these 
stalls as is used by the gas stations 
and by paying them a salary in- 
stead of putting them on flat rate, 


During the past few years, the cancer cure 
_ rate has increased from one in four saved 
to one in three saved: 40,000 more lives 
saved each year. During the next few 
y years, there will no doubt be new meth- 
ods of diagnosis, and even cures for some 


cancers that are considered incurable today. In time, the 
ultimate goal, cancer prevention, will be achieved. But 
time alone will not do the job. @ Time plus research will. 
Research costs money. In the past 14 years, the Amer- 
ican Cancer Society has spent about $76,500,000 on 


cancer research. Much more is needed 
to accomplish the final conquest of 
this dread disease. Give generously. 
Send your contribution to “Can- 
cer,” incareof your local post office. 


AMERICAN CANCER SOCIETY 
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Diesel Training Unit— 





The first of a fleet of six GMC mobile diesel service training units leaves the factory 
at Pontiac to take up the work of training GMC diesel mechanics across the country. 
With the new mobile school are, from left, Calvin J. Werner, GMC general manager; 
J. C. Marek, general service manager, and R. C. Woodhouse, general truck sales 


manager. 


has been able to meet competitive| portant is saving customers who 


rates. 

Advantages of the quick service 
or “short-order” stalls are found in 
several avenues. Perhaps most im- 


guard your 
family...fight 
cancer with 

a checkup 

and a check ° 


might otherwise go elsewhere. 

Quick-service stalls also relieve 
the mechanics of having to do these 
short jobs, which results in waste 
of their time getting cars in and 
out of the stalls and in making 
numerous trips to the parts coun- 
ter. This means more take-home 
pay for mechanics working on a 
split of the flat rate, for they don’t 
get paid for time wasted. 

The quick-service departments 
are also seen as replacing the lubri- 
cation hoists as a service “sales- 
room.” When more complex serv- 
ice is spotted and sold in the quick- 
service stall, the car can be trans- 
ferred to the main shop, 

Some dealers combine this quick 
service with new-car preparation 
by using two stalls to each work- 
man so that when the mechanic is 
not working on customers’ cars he 
can turn to the next stall and per- 
form make-ready work, 

a” * * 


Night Service Helps 


ANOTHER source of increasing 
service revenue for the dealer 
who cannot add to his current serv- 
ice facilities and can’t rearrange 
his shop to add a quick-service de- 
partment is to add night service. 

Night service offers several ad- 
vantages to the dealer, especially 
in heavily populated areas. It 
presents added convenience for 
customers who are unable to have 
their cars laid up during the day; 
it enables more hours of use out 
of the same tools, equipment and 

space; it allows the dealer to 
schedule much of his internal 
work during a time when it does 
not interfere with customer work, 
and it offers a glowing opportun- 
ity for salesmen to show and 
demonstrate vehicles while the 
customer waits for his service 
work to be completed, 

Many dealers view the extra 
night shift with considerable dis- 
taste, but those who are now using 
it find that, by selecting the right 
men to manage it and mechanics 
who like to work the evening hours, 
it provides a welcome source of ad- 
ditional profit to both service and 
parts departments. 

By properly merchandising the 
night service program, dealers have 
found it opens up a new field of 
wholesale parts and accessory busi- 
ness that alone, many times, more 
than pays for the additional parts 
man that must be on the job. 

ae * + 

N SOME areas another source of 

adding service and parts busi- 
ness can be a “neighborhood” 
quick-service station in areas some 
distance from the main shop. The 
most desirable area is one where 
the dealer has a goodly number of 
owners and where a used-car lot 
would pay off. 

Some dealers have acquired a 
gas-station-type of building that 
has an adjacent lot. Here they 
display used cars, do wash jobs 
and lubrication and other short 
jobs and take in cars with major 
service work that can be shuttled 
to the main shop. 

These satellite shops sell gaso- 
line and oil as well as the quick- 
service work and thus become a 
focal point for owners of various 
makes in the neighborhood. 

A word of caution is offered, 
however. Dealers must watch their 
step if they should be inclined to 

(Continued on Page 41, Col, 1) 








Successful for Other Dealers. . . 


Greater Shop Profits 
In These Six Ways 


(Continued from Page 40) 


take over a lease on a station 
owned by an oil company. This 
could involve them in a dispute 
with the oil company over whose 
TBA items to handle. Dealers in the 
past have been caught in this buzz 
saw. 
* * + 


120 Pct. Productivity 


A» then there is the step that 
is being taken by many Ford 
dealers in every section of the 
country. That is the study of their 
service operation to achieve greater 
productivity from available space 
and manpower by streamlining op- 
erations. 

Beverly Hills Motors, Beverly 







productivity from 80 percent to 100 
percent is, of course, adding from 
20 to 30 percent more available 
mechanic manpower without add- 
ing more space or men. 

* * * 


[DEALERS realize that service fa- 
cilities among franchised deal- 
ers have not kept pace with the 
increasing number of cars and 
trucks on the road and that some 
are suffering in net profits because 
they do not have sufficient profits 
from service operation to cover 
their burden. 

But because they have not 
found a way to increase this 
service volume they have been 
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Air Conditioning 
Called Source of 
Added Profits 


NEW YORK.—The growing pop- 
ularity of automobile air condition- 
ing has opened up new profit poten- 
tials for automotive service shops, 
said George W. Hunt, manager of 
Prestone car care products. 

In addition to profits from origi- 
nal installation of air-conditioning 
equipment, Hunt said, extra service 
profits can be reaped from repairs, 
parts replacement and refrigerant 
recharging. 

Market studies made by Union 
Carbide Consumer Products Co. 
prior to the introduction of new 
Prestone R-12 Refrigerant showed 
the potential auto air-conditioning 
aftermarket for refrigerant alone 
to be nearly five million pounds in 
1960, with a predicted rise to 16 
million pounds by 1965, he said. 

Chief users of refrigerant at the 















rocking along, hoping for Santa 
Claus or the milienium to come. Stor: ing Body Parts— present time are the 36,000 car deal- 


A better understanding and utili-| Chromium-plated and stainless steel body moldings are stored in a grate-like frame-| ers in the United States. Nearly 25,- 
zation of available facilities might | work of Republic Steel's Metal Lumber at Falcon Buick, Bronx, N. Y. Individual molding | 000 of these car dealers, 72 percent 
well be the Santa Claus they have| types are kept separated by strips of thin metal that form a latticework of four-inch-| Of the total, sell and service auto j 
been waiting for. square boxes against the supporting Metal Lumber. air conditioners, Hunt said. 


Hills, Calif., did this so success- 
fully it has achieved over 120 per- 
cent productivity, This means 
Beverly Hills Motors is selling 
more than 120 hours of paid labor 


on the flat-rate basis for every 

100 hours of mechanic labor avail- 
able. The dealership accomplished 
this by getting mechanics to work 
in teams and by paying them on 
a team basis. 

Other dealers have increased the 
productivity of their shops by elim- 
inating all steps in the routine of 
shop practice that wasted mechan- 
ics’ time, This meant cutting to a 
minimum waiting for parts at the 
parts counter and waiting for ve- 
hicles and by always scheduling 
enough work ahead so that me- 
chanics were never forced to be 
idle for want of a job. It is un- 
fortunate that waste time now 
seems to be taken for granted by 
too many shop foremen and deal- 
ers. 

Some factory service experts 
claim that a shop is performing 
efficiently if it is able to sell 80 
percent of the hours available, The 
Ford norm is to sell 100 hours of 
flat rate time for every 100 hours 
of actual time available. 

The shop that is able to boost 


‘Metal Lumber’ 
Helps N. Y. Dealer 
Store Car Parts 


NEW YORK.—When one of New 
York’s largest auto dealerships was 
suddenly faced with the need to 
stock 30 times the parts inventory 
its storeroom would hold, it solved 
the problem by way of a grownup 
version of a boy’s construction set. 

The dealership, Falcon Buick Co., 
Inc., in the Bronx, found that Re- 
public Steel’s line of “Metal Lum- 
ber’—the construction set—could 
be cut and bolted into custom-tail- 
ored shelves, bins, racks and hold- 
ers. The prepainted steel angle also 
formed a mezzanine floor struc- 
ture, taking advantage of normally 
out-of-reach storage space. 

Before the change at Falcon 
Buick, there was a cluttered jungle 
of wooden racks, shelves and bins. 
And after, there’s an array of 
slotted steel structural members, 
bolted together so that anyone with 
a wrench could un-do it at any 
time and make it hold differently 
shaped parts or a changing number 
of parts. 

Building the “construction set” 
parts room, Falcon Buick reports, 
wag a three-stage proposition. 
First, the dealership sketched out 
what it needed, Second, it bought 
the building materials: 22 of the 
“sets”—each containing 10 ten-foot 
pieces of the Metal Lumber, with 
a box of nuts and self-locking bolts 
for each set. 

And third: Building maintenance 
men, with box wrenches and a 
portable cutter, built up the parts 
center pretty much the way a boy 
erects a crane or a tower from his 
een construction set mem- 

ers. 


New Track Opened 


HOLLYWOOD, Calif. — A new 
half-mile paved auto-racing oval 
has been opened by Riverside In- 
ternational Raceway. 
















































Sales up... profits up... satisfaction assured 





Sales of Quaker State Motor Oil are climbing, and so are dealer’s Qs 


‘QUAKER 


profits... Sell satisfaction by the quart. Sell Quaker State—the 100% Sas 


Pure Pennsylvania Motor Oil. There is no better way to build business! 


QUAKER STATE OIL REFINING CORPORATION, OIL CITY, PA., Member Pennsylvania Grade Crude Oil Association 


MOTOR OIL 
























segment is made with copper wire. 
Copper gets rid of the excessive 
heat at the braking surface by 
carrying some of the heat through 
the lining into the brake shoe 
which helps dissipate it according 
to the company. | 
* 








industrial cleaning jobs. All parts 
are said to fit together at any point, 
since the connection on the wall 
and floor rods is the same as on 
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CAR RADIO —Granco Products, 83-30 
Kew Gardens Rd., Kew Gardens, N. Y., has 
introduced this high fidelity FM automo- 
bile set which will be available from car 
dealers and radio installers in September. 
Incorporating the Granco-developed auto- 
matic frequency control tuner, pictured in 
the foreground, it locks a station into per- 
fect tune once the station is picked up, 
thus imposing no dial twisting chore to 
distract the driver's attention, it is said. 
Designed for cars with 12-volt systems. 
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VACCUM SCOOP—The Hydro-Vac “Air- 
Scoop,” for high-speed pickup of scrub 
water and/or dirt from floors is the latest 
addition to the line of floor maintenance 
machines manufactured by Advance Floor 
Machine Co., Spring Park, Minn. Designed 
for pickup of either wet or dry materials, 
the “Air-Scoop"” enables an operator to 
clean up to 25,000 square feet of floor 
per hour, it is said. The unit cleans a 
26-inch swath on each pass over the floor. 
Squeegee attachment for wet pickup, and 
bristle tool for dry pickup are available. 
The “Air-Scoop" is available as a com- 
plete vacuum unit, or can be obtained 
as an attachment for standard 12 or 
16-gallon Hydro-Vac industrial wet-dry 
vacuum cleaners already in use, 
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FRAME LIFT—A number of improve- 
ments have been made in the Rotary FP-46 
automotive frame lift produced by Rotary 
Lift Co., 1054 Kansas St., Memphis 6, 
Tenn. Most improvements are keyed to 
better handling of the compact cars and 
unitized body construction. Overall width 
of the lift has been reduced from 36 to 
26 inches, permitting faster and easier 
loading of all cars, it is said. Pickup pads 
now rotate in a 360 degree circle, and 
adjust to three height settings. The pads 
adjust to accommodate such cars as the 
Chevrolet Corvair. A significant change in 
arm construction has also been made in 
the FP-46. Instead of the solid stock, 
Rotary has engineered a formed steel arm 
with welded interior reinforcing bar. This 
construction provides ample strength with 
a considerable reduction in weight to 
make the arms much easier to swing, it 
is claimed. 






MUFFLER TOOL—An air powered Muf- 
fler Kutter Tool and three Kutter Blades, 
designed to enable dealers to offer 15- 
minute muffler and pipe installation serv- 
ice, has been announced by Merit Muf- 
flers, 619 Smith St., Toledo, O. The 
Muffler Kutter will not freeze or balk 
when cutting through two layers of pipe. 
It comes equipped with one Outside Kutter 
and one Inside Kutter Blade which provide 
a method of cutting away the respective 
| pipe or nipple sections without damaging 

other segments of the exhaust system, it 
is said. A third, the Half-Moon Kutter, is 
G straight cutoff type, enabling the instal- 
ler to cut through pipe connections in 
seconds, yet is long enough to reach all 
the hard-to-get-at places, it is said. Devel- 
oping up to 3,600 strokes per minute, the 
tool cuts all kinds of connections, even 
badly rusted ones. 







BORING TOOL HEAD—Chandler Tool 
Co., Muncie, Ind., has announced that 
several features have been embodied 
in the 1960 models of the Chandler duplex 
combined boring and facing tool heads. 
Outstanding among these improvements 
is said to be a means of attaching the 
shanks to the body. This method precludes 
all chance of looseness or breakage be- 
tween body and shank, it is claimed. An- 
other design change has shortened the 
overall height of the body one inch, add- 
ing to the rigidity and stamina of the 
tool. Also, dual means for providing take- 
up for wear has been incorporated. This 
method permits the operator to keep the 
tool in perfect adjustment at all times, it 
is said. 


























































WINDOW GUARD—A back window 
screen for Comet and Mercury station 
wagons has been announced by Cal Corp., 
2945 Coolidge Highway, Berkley, Mich. 
The unit is said to provide desirable back 
window protection plus maximum ventila- 
tion. When the back window is raised to 
meet the screen, the tailgate is auvtomatic- 
ally in a locked position, it is said. With 
the window in its down position, ample 
room is provided for opening tailgate. 
The unit slides in or out of window chan- 
nel and does not hinder rear vision, it is 


* * 




























OUTSIDE DISPLAY RACK—Garry Labor- 
atories, Inc., Buffalo 10, N. Y., has intro- 
duced an outside display rack for its line 
of automotive chemicals. Called the “Car 
Bar,” it features two heavy-duty wheels 
and weighs 40 pounds. Another feature is 
that 10 by 25-inch color sales messages 
are furnished with the rack. The messages 
are interchangeable and allow for mer- 
chandising different products during the 
best selling seasons, it is said. 


MOBILE WORK BENCH—A mobile work 
bench providing a clear 6-square-foot 
work surface and 15 cubic feet of pro- 
fected storage space has been announced 
by Overbeke-Kain Co., 20905 Aurora Rd., 
Bedford, O. Mounted on roller bearing 
casters, the Roll-A-Bench is a welded fab- 
rication of Ye and 3/16-inch plate, said 
to be capable of supporting over 2,000 
pounds. The interior is fitted with two 
welded steel shelves and an 18 by 24-inch 
drawer for hand tools and small parts. 
A toe-operated hydraulic floor jack locks 
the bench and prevents movement when 
in use, it is said. The unit occupies a 
space 34 inches high, 24 inches wide by 
41 inches long, including the push handle. 

* * * 


































FUEL LINE KIT—A fuel line assembly 
kit, No. FH20, has been announced by 
Dorman Products, Inc., 5757 Mariemont 
Ave., Cincinnati 27, O. Lines can be made 
up as needed for all cars and trucks, it 
is said. The cabinet-type display contains 
25 feet each of %4, 5/16 and %-inch 
inner diameter special neoprene fuel line 
hose in dispensing-type boxes with scale 
markings for measuring. No. FH20 also 
includes 17 sizes of brass fuel hose fittings 
and three sizes of hose clamps in metal 
kit with diagram in lid showing fittings 
in actual size for identification. Hose and 
fittings are also available separately for 
refilling kit. 


IGNITION SYSTEM TESTERS—A line of 
compact, portable instruments for running 
a “while-you-wait" test of car ignition 
systems has been announced by Lincoln 
Engineering Co., 4010 Goodfellow Bivd., 
St. Louis 20, Mo. The line, trademarked 
as “Lincoln Quick-Check Instruments," in- 
cludes a dwell tach, ignition tester, gener- 
ator-regulator tester and battery loader 
and tester. Manufacturer states that a com- 
plete ignition test can be run with these 
instruments in five minutes or less on all 
four, six and eight-cylinder engines, both 
six and 12-volt systems. They are also 
designed to permit adjustment of car- 
buretor mixture and idle speeds; setting 
or adjusting points; fast idie and other 
ignition adjustments. . 
































































WHEEL ALIGNERS—Hunter Engineering 
Co., St. Lovis 24, Mo., has announced two 
. Lite-A-Line wheel aligner groups with ad- 
See Riemer oseescmniemae. justable-type racks—Group 904-DT with 
a floor-stand charts and Group 904-DTC with 
a five-door metal cabinet. Both models are 
said to offer the maximum in convenience 
and working-ease in aligning late-model 
cars with under-the-hood caster and cam- 
ber adjustment joints. The 904 series racks 
have removable front-runway sections and 
are adjustable in width (from 40 to 68 
inches), so that the utmost in space-versa- 
tility is obtained for operators who use 
their alignment bay for other services as 
‘| well. Long guide rails are available as 
s|}optional equipment. The 904-DT and 
904-DTC groups both feature Lite-A-Line's 
toe-mirror system which eliminates the 
conventional toe gage, improved lens sys- 
tems with sharper, more-brilliant light 
beams, and the Hunter runout compensa- 
tor which compensates for uneven rims, 
lateral run-out and hub-face-spindle tol- 
erance inaccuracies, A is claimed. 


Car Cleaner Wax 
Development of an auto wash 
and wax product, which effectively 


combines cleansing agents with a 
(Continued on Page 46, Col, 1) 










TACH-DWELL TESTER— The model TD 
Tach-Dwell Tester, designed for tuneups, 
carburetors and ignition systems, has been 
announced by Simpson Electric Co., 5200 
W. Kinzie St., Chicago 44, Ill. The unit 
features an expanded 250-650 revolutions 
per minute scale tachometer. It is said to 
eliminate the need for a vacuum gauge 
for carburetor idle mixture and speed ad- 
justments. It also features a 0-5,000 RPM 
high range tach scale for use on high- 
speed tests. The Duo-Dwell scale can be 
used for readings on all engines, includ- 
ing four-cylinder European models, it is 
said, 







STEAM CLEANER—The Malsbary model 
130 steam cleaner has been announced 
by Malsbary Mfg. Co., 845 92nd Ave., 
Oakland 3, Calif. This cleaner produces 
130 gallons of hot solution hourly. The 
extra capacity plus a newly designed ori- 
fice and nozzle increase cleaning efficiency 
20 percent, the manufacturer claims. The 
oil-fired, caster-mounted model shown 
measures 45 inches long, 21 inches wide, 
by 43 inches high, and weighs 565 pounds 
net. A gas-fired, stationary model is also 
available. 


































WHEEL COVERS — Polyethylene film 
wheel covers, designed to reduce the time 
required to ‘‘get-ready"” in spray painting, 
has been announced by Martin-Senour 
Paint Co., 2500 Senour Ave., Chicago 8, 
lll. Fabricated by Central States Paper 
and Bag Co., St. Louis, the covers can be 
draped over each wheel without the usual 
bother of individual clamping, tying or 
taping, it is said. The covers can be 
reused. 


* * * 


Improved Balanced Brakset 


Announced by Grey-Rock 

Grey-Rock Division, Raybestos- 
Manhattan, Inc., Manheim, Pa., has 
announced an improved woven- 
molded combination balanced brak- 
set for Bendix brakes. 


In this combination, the woven 


* * * 
Lamson Designs Tools 


For Vacuum Cleaners 

A line of tools for central vac- 
uum cleaning systems has been de- 
signed by Lamson Corp., Syra- 
cuse, N. Y, 

The tools, said to be interchange- 
able, have been designed for all 















SPRAYER—A pistol type sprayer incor- 
porating a plastic liquid container has 
been announced by Idico Products Co., 
18 W. 125th St., New York 27, N. Y. The 
plastic container cannot break, dent, cor- 
rode or leak, it is said. It permits the 
user to see how much liquid is inside. 












































| 
| 
| 
| 





ES 


AUTOMOTIVE NEWS, JULY 18, 1960 
Free Lubes, Apprentice Training Featured ... 


Customer Repeaters Fill Fincher Olds Shop 


oven enamel paint shop in western 
New York. It has the capacity to 
process 10 cars a day. 
* * ca 
WENTY mechanics work in the 
service section. There are also 
three or four apprentices assigned 
to various mechanics on a rotating 
basis. The apprentices are sent to 
GM schools to augment their train- 
ing. 

“We have no trouble getting ap- 
prentice candidates. Our problem 
is training them thoroughly and 
then urging them to stay with us,” 
said Service Manager Larry E. 
Magee. 

During the morning rush hours 
the apprentices don white jackets 
and move customers’ cars to stalls 
in the service section and also drive 
customers to work if they have to 
leave their car. This eliminates the 
need for special employes to per- 
form this service. When the rush is 
over, the apprentices return to 
their learning. 


Fincher customers are intro- 


By Ted Case 
Staff Correspondent 


OCHESTER, N. Y.—A 3%-acre 

slice of downtown Rochester is 
devoted to the sale and service of 
Oldsmobiles. 

Fincher Motors, Inc., the largest 
Olds dealer in western New York, 
takes up that 3% acres with show- 
rooms, service shop, used-car lot 
and parking area. 

A customer analysis for Janu- 
ary, 1960, shows that 100 percent 
of the owners of ’60 Oldsmobiles 
returned to Finchers for their 
service. Of course most of those 
cars were still under the war- 
ranty. The percentage of owners 
of °59 Olds cars who returned 
was 82 percent; 67 percent of the 
1958 owners returned and 61 per- 
cent of the 1957 owners. 

The percentages have risen stead- 
ily during the past few years. Much 
of the rise no doubt can be attrib- 




















duced to Magee soon after they 
purchase a new Oldsmobile. 

A letter is sent to all new-car 
purchasers stating that Fincher 
will spare no effort in servicing 
cars at their service section. The 
letter is signed by Magee. 

* * * 


ENCLOSED in the letter is a card 
entitling the customer to free 
chassis lubrications every 1,000 


5,000 Members Listed 


In ASIA’s First Directory 

CHICAGO.—The first edition of 
the Automotive Service Industry 
Assn’s. Membership Directory lists 
over 5,000 firms throughout the 
United States and Canada. 

Member firms—wholesalers, man- 
ufacturers, warehouse distributors 
and rebuilders—are listed separate- 
ly in the directory, first by state, 
then city or town, then by firm 
name, all alphabetically. 





miles as long as the original pur- 
chaser owns the car. 

“The offer of free lubrication gets 
the new-car purchaser across the 
threshold of our service section,” 
Magee explained. 

Magee said that generally the- 
customer will also have the oil 
changed, and that will compen- 
sate for the free lubrication. Any 
other service that is done is the 
profit reaped for the offer of a 
free lube. 

Fincher has been doing business 
in Rochester for the last 30 years. 

Although ownership has changed, 
the name hag remained. Harold 
Henry is president of the firm and 
Raymond Wegender is vice-presi- 
dent. Richard Henry, son of Henry, 
is general manager. 

In the Fincher storerooms can be 
found the largest stock of General 
Motors parts in Western New 
York. Fincher distributes parts to 
dealers and independent garages 
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throughout New York State and 
into northern Pennsylvania. 
* *« + 
Quran is an important word at 
Fincher. Magee hag been in the 
auto business 24 years. He has been 
associated with Fincher for 21 
years. Before he was named gen- 
eral parts and service manager he 
was parts manager for 15 years. 
Service salesmen are respon- 
sible for the work they take in. 

The salesman greets the service 

customer and takes the order. 

When the job is completed, he 

checks the work visually or with 

a road test, as needed. 

The tower system of service sec- 
tion control is used. The tower man 
knows if a car is waiting to be 
worked on, is being worked on, or 
is waiting to be picked up by the 
owner. 

The Fincher service section 
grossed $29,000 in April of this 
year. The figure includes mechan- 
ical and body work and lubrica- 
ations. 


Added Duty for Colbert 


CHICAGO.—L. L, Colbert, chair- 
man of the board of Chrysler Corp., 
has been elected to the board of 
trustees of the National Jewish 
Hospital at Denver, 


uted to the free lube offer instituted 
in 1958. Other factors have also 
contributed, such as the Guardian 
Maintenance program, 

Fincher also boasted the only gas 





























Personal Touch 


Added to Service 


| Canadian Deal Uses 
| Service Station Tool 


(Continued from Page 36) 


He has direct control with each 
mechanic by intercom and the me- 
chanic has intercom with the parts 
department. Needed parts are or- 
dered and the mechanic gets them 
without long waits. This reduces 
our nonproductive time to the mini- 
mum. 

“With each of our supervisory 
staff sharing a portion of the re- 

j sponsibilities, I know that the 

business done each day is what 
was n 

“We then established the daily re- 
port which indicates costs of policy 

. adjustments, the number of gallons 

of gasoline sold, lubrications, sea- 
sonal specials, work orders, non- 
productive time, tires, and so on. 

“This allows us complete control 
over attendants who are not sell- 
ing and enables us to direct our ad- 
vertising and sales plan to the divi- 
sion or section where more work 
is needed, instead of waiting for 
the month’s end to indicate where 
sales effort is needed. 

+ 7 * 


“Aa LL of this has resulted in an 
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increase in volume and the 
addition of seven mechanics over 
the peak of last season, to a total 
of 55 mechanics plus the men in 
the paint shop. 







can you so completely cash in on EXPERT ENGINE REPAIR! = 
: 
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Only the Sun Scope gives you a truly 
new dimension in automotive engine 
testing . . . It’s years ahead with MORE 
EXCLUSIVE ADVANTAGES that sell more 
jobs and that mean prorits to you! 
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“In addition, we gained recog- 
nition from Chrysler Corp. of 
Canada with the only Parts and 
Service Efficiency Awards pre- 
sented to a Chrysler dealer in 
the Province of British Columbia. 
We achieved our ambition to be- 
come a financially successful 
shop.” 

And to this there might be added 
the observation that customer rela- 
tions as well as employe relations 
are as nearly perfect as can be. The 
sales plan is equally efficient, and 
\ can be made to include car owners 

who bought cars in other dealer- 
ships. 


A DEMONSTRATION BY A SUN MAN WILL 
PROVE IT! Here are just a few of the 
Sun Exclusives you'll see in action! 
—with ONE SIMPLE HOOKUP you 
can see the entire ignition system 
in action...on a BIG screen with a 
unique, exclusive wave pattern! 
—with the suN WAVE PATTERN no 
detailed or laborious comparisons 
with a confusing bunch of illus- 
trated patterns are necessary! 
The patrern, itself, tells the 
story .. . immediately! 
——with sUN’s TRUE WAVEFORM you 
get the full unabbreviated pat- 
tern... for example, you get the 
firing line in its entirety... 
There’s a lot more... FULL WAVE- 
FORM, CYLINDER TO CYLINDER Compari- 
sons, etc. Compare!—You’ll know why 
the SUN SCOPE is in a class by itself. 


S140 ELECTRIC CORPORATION 


6327 North Avondale Avenue 


ATi 
N ATISK ACT L \\ 
HVEN YO OL 
ONLY WITH SUN do you get the NATION- 


ALLY ADVERTISED “Satisfaction Guaran- 
teed” Program that makes you more money! 





ONLY WITH SUN do you get COMPLETE 
EXPERT DEMONSTRATIONS of equipment 
at your place of business...by SUN experts! 


* * * 


RUICKSHANK has an excep- 
tional understanding of the cus- 
tomer’s viewpoint. Most of our likes 
and dislikes are basically the same, 
he says, and to know the likes and 
dislikes of the customer is impor- 
tant. 
Why do we patronize a special 
i barber? he asks. Why do our 
wives bypass one store for an- 
other? There is an attraction and 
he says, and he feels it is not 
only one of price. 
It is because of courtesy, effi- 
ciency and the attraction that the 
business has for its customers. 
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All THIS COUPON FOR FREE new | 

| SUN BULLETIN “SCOPE FACTS” et 
full details on SUN's nationally advertised 

x | “SATISFACTION GUARANTEED” PROGRAM. | 

3 [_(Please » write your name, firm, address in_margin.) J 


ONLY wirn SUN do you get this NATION- 
ALLY ADVERTISED CURB SIGN... that 
telis the world that you have what they’re 
looking for... SATISFACTION GUARANTEED 
EXPERT ENGINE REPAIR SERVICE! 


Chicago 31, Illinois 
World Leaders in Automotive 
Engine Test Equipment, Technical 
Training and the nationally adver- 
tised “Satiafaction Guaranteed” 
Engine Repair Program, 

















FORD FAMILY OF FINE CARS 


CLEARINGHOUSE e NO. 196 OF A SERIES 
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ALREADY... 
A RIBBON OF GLASS TO THE MOON AND BACK! 


It’s anyone’s guess when man will reach the moon. But at the rate 
Ford Motor Company is producing glass, our total production, 
measured in terms of a six-inch strip, already could stretch to the 


satellite, circle it, and return to earth! 


As pioneer of the continuous rolling process, Ford has been making 
glass since 1919 when the first company-produced glass flowed from 
an experimental tank at Highland Park, Michigan. With the estab- 
lishment of glass-making facilities at Dearborn in 1926, the Company 
took giant strides toward its prominent place in the American glass 
industry. Dearborn has been maintained as a modern facility, under- 
going constant expansion to keep pace with the demand. And in 
1956 at Nashville, Tennessee, the fires of giant new furnaces were 
lit—making Ford Motor Company first again with the world’s largest 


automotive glass-making facility. 


The Nashville plant, on a 237-acre site, uses the most modern of 


production techniques, the distillation of nearly half a century of 


FOR THE AMERICAN ROAD; THE FARM; AND INDUSTRY 
Ford e Falcon e Thunderbird e Comet « Mercury ® Lincoln e 
Lincoln Continental e English Ford Line e Taunus e 

Ford Trucks e Farm and Industrial Tractors and Equipment e 
Industrial Engines ¢ Aeronutronic—Products for the Space Age e 
American Road Insurance Company « Ford Motor Credit Company 








glass-making experience. A present daily output of up to 400 tons 
of plate and sheet glass is fabricated into 50 shapes and sizes for 
use in the Ford Family of Fine Cars. Already undergoing expansion, 
the Nashville plant is being enlarged by 25 per cent which will 
double its capacity to 800 tons a day—enough glass to blanket a 
20-acre field! 


Ford Motor Company today is the only car maker producing its 
own glass. FoMoCo original equipment glass, and Car Lite replace- 
ment glass, include windshields, backlites and sidelites for all cars 
and trucks produced by the Company—each component quality- 


controlled in manufacture by Glass Division craftsmen. 


Glass Division is a typical example of Ford Motor Company’s 
continued efforts to give dealers the finest automotive products for 


the American Road. 


Another reason why it’s great to be a dealer in the Ford Family of 


Fine Cars. 


THE AMERICAN ROAD, DEARBORN, MICHIGAN 
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 siedte bins, filing cabinets, sheet metal| able to set up brake drums on the unit's 
parts, tool boards, other uses, it is said.| upright spindle. The machine's tool bar 
The adhesive-backed plastic tape, supplied | assembly swings out of the way, elim- 
in 12-foot rolls, is available in six colors. inating the danger of dropping the drum 


on the tip of the tool bit, it is said. 
ee ee 









Chicago, Ill. The sign is available to all 
who are effectively equipped with Sun 
motor testing equipment to advertise ‘Sat- 
isfaction Guaranteed" Expert Engine Re- 
pair Service. The sign is of the all metal, 
swing type. 


(Continued from Page 42) 


polishing wax in a water base solu- 

tion, has been announced by Simon- 

ize Co., 2100 Indiana Ave., Chicago, 

Til, Called Wax 20, the liquid prod- 

uct is said to wash a car clean 

and also impart a visible, hard wax 
oa 


+ * 





SALES INCENTIVE BOARD—YV. M. Atkin- 
son Co., 1470 E. Outer Drive., Detroit 34, 
Mich., has announced the Sell-O-Rater 
sales incentive board. Said to be ideal for 
contests or regular sales, the plastic board 
' is 16% by 27% inches. The board accom- 
modates up to 10 names which may be 
lettered or rubber stamped on the plastic. 





ait by 





LABEL MACHINE—A machine, an- 
nounced by Modern Displays, Inc., 7338 
Woodward, Detroit 2, Mich., dials like 
a phone to make embossed plastic name 
labels for attaching to service customers’ 
cars. Names are spelled out by rotating 
a dial and pressing the handle to make 
each letter, or numeral if desired. A built- 
in cutter is used to cut off the plastic 
tape label when completed. The protective 
backing is then removed exposing the 
adhesive and the label will stick to most 
any smooth surface, it is said. In addition 
to providing name labels for customers’ 
cars, Dymo-Mite can help improve shop 
organization with identification labels for 
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new ADJUSTA- 
MOUNT adjusts 


to most any 
requirement 


Time-saving 
ROTO-DRIVE 
rue aka 
hihi taal 
heaviest 
engine 


ttre hat: 
Manzel 

quality in 
BASIC STAND 
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Typical engine block hole pattern, showing 
how attachments are adjustable to fit prac- 
tically all possible mounting locations, 


The rugged T-bar Mount has fully adjustable holding arms and movable 
blocks. You position these to pick up any series of bolt holes... 

on the bell-housing end of an engine, or on any other work piece. 

@ Complete Adjusta-Mount assembly will handle loads up to 900 lbs. 

@ Accessory holding arms have weight-carrying capacity up to 350 lbs. 





@ Adjusta-Mount can be rotated a full 360 degrees. 


@ Arms can be positioned inward or outward, upward or downward. 
@ Work can be mounted on the “high” or “low” side, for convenience of 


mechanic plus maximum accessibility. 








Sturdy holding arms adjust to any required 
position, for mounting differentials, axles, 
transmissions and other work. 
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BRAKE DRUM LATHE—A vertical-type 
brake drum lathe, the Re-Tru model 301, 
has been announced by Van Norman Ma- 
chine Co., Springfield 7, Mass. There is| by service shops has just been announced 


said to be a definite time saving in being 





™ Passenger Car Engines 
Imported Car Engines 
Light Truck Engines 
Marine Engines 
Industrial Engines 
Rear Axles 
Transmissions 
Differentials 

M Power Take-Offs 


Se 


THIS NEW MANZEL STAND 


... IT ELIMINATES THE NEED FOR USING SEVERAL DIFFERENT 
ADAPTERS NOW OR IN THE FUTURE. 


GET FULL DETAILS 


of the amazing Adjusta-Mount 
Repair Stand. For descriptive 
folder and order form, write... 


aN 


315 Babcock Street 
Buffalo 10, New York 


Always FIRST with the 
BEST in automotive service 
tools and equipment! 








) a : 


SERVICE SIGN —A traffic stopper sign 
designed to increase engine repair sales 


by Sun Electric Corp., 6327 Avondale Ave., 
































SPARK PLUG ANALYZER—An electronic 
spark plug analyzer offered by AC Spark 
Plug Division, General Motors Corp., Flint 
2, Mich., is said to make it possible to 
quickly analyze spark plug performance 
in a running engine. Called the ACillo- 
scope, the device can be connected on 
an engine in less than 30 seconds and 
will detect lead fouling, oil fouling, gas 
fouling, cracked insulators and other spark 
plug malfunctions, it is claimed. 

a ee 


















COOLING SYSTEM TESTER—A pressure 
cap and cooling system tester, called the 
Safe-T-Cap, has been announced by Truck- 
stell Mfg. Co., 3490 W. 140th St., Cleve- 
land 11, O. The unit can be used to 
test-check all component parts of the pres- 
surized cooling system. The unit can be 
used to test all pressure caps without 
adapters. 


BRAKE ‘SHOP’—Star Machine and Tool 
Co., 201 S. E. Sixth St., Minneapolis 14, 
Minn., has announced the model 1250 


portable brake shop, complete with brake 
shoe grinder, 
micrometer. 


drum lathe and drum 





UNITIZED BODY ANCHOR—The model 
1616 Uni-Body Anchor, announced by John 
Bean Division, Food Machinery and Chem- 
ical Corp., Lansing 4, Mich., was devel- 
oped for anchor connection of all frame 
and body straightening equipment to the 
body understructure. It is said to provide 
a solid anchoring point on unitized bod- 
ies. Straightening equipment can be an- 
chored at any position along the anchor 
cross beam, it is said. The unit consists 
of an anchor cross beam, two beam sup- 
port clevises, two attaching clamps and 
two clevis pins. 
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Parts, Labor Sales Up 25% ... 







ment formed by the nation’s auto} ¥ 
dealers. He helped recruit about 375 
men for the regiment before serv- 
ing three years in Africa and Eu- 





Five-Year Plan Puts 
Zing in Dealer Shop 


(Continued from Page 28) 


the repair order, he calls it to the 
attention of Service Manager Wil- 
liam Grille, who notifies the owner. 
If the owner authorizes the job, the 
mechanic receives a percentage on 
the parts involved. 

Service salesmen also work on 
an incentive basis. Pochelon ad- 
vises them, “Sell everything you 
can, but make sure the owner 
knows he’s buying it.” 

A service promotion that has 
gained much favorable comment is 
a letter which Pochelon sends to 
every new and used-car buyer, 
thanking him for his purchase. 

It reads in part, “Please remem- 

ber that the boys in our service 
department are anxious to prove 
to you that by regular lubrication 
and periodic checkups, your car 
will give you better performance 
and driving pleasure.” 

* * ok 






















































_o— dealership writes about 575 
repair orders a month, and cus- 
tomer labor charges and parts sales 
each run about $10,000 monthly. 

Pochelon said labor sales have 
dipped slightly during the last two 
years “because the factory is build- 
ing the cars much better. We’ve 
complimented them on that.” 

Naturally, he’s highly pleased 
with the improved quality. He 
said it means that his service 
salesmen now concentrate more 
on selling accessories, oil changes, 
lubrication and preventive main- 
tenance services. 

Pochelon’s parts inventory has 
a book value of about $30,000, and 
he turns it over four times a year. 
About 18 percent of his parts busi- 
ness is wholesale—a healthy in- 
crease over last year—and it’s 
growing steadily. 

Like other dealers, Pochelon 
keeps in close touch with local 
garages, but he’s also building a 
fine wholesale parts business among 
small Ford Motor Co. dealers in 
the Northern half of Michigan. 

oa * - 


"TSRoven a mail program, Po- 
chelon urges the upstate dealers 
to contact him when they need 
parts in a hurry. He promises de- 
livery in 24 hours or less. 

A complete card-index system 
enables Parts Manager Fred 


Cutler Predicts 
Bright Future for 


Young Mechanics 


DETROIT, — This year’s high- 
school graduates with auto me- 
chanic training who select careers 
as service technicians have a bright 
future, says George J. Cutler, direc- 
tor of service for 
Plymouth - De- 
Soto-Valiant Di- 
vision. 

Many of these 
service techni- 
cians are earning 
$100 a week or 
more after one 
year with a deal- 








ership, Cutler 

said. 
rm , He noted that a 
George J. Cutler serious shortage 


of service technicians exists, with 
the industry in need of an esti- 
mated 150,000 more mechanics. 

“Last year we hired 160 of the 
finest young auto mechanics in the 
country as a result of our Trouble 
Shooting Contest alone,” Cutler re- 
ported. 

Many boys who took part in the 
16 Trouble Shooting Contests held 
throughout the country this year 
have already joined dealership 
service staffs, Cutler said. 

Cutler noted that it takes a dif- 
ferent type of individual to keep to- 
day’s intricate cars in top-notch 
running condition than it did years 
ago, 

“A good ear was once the me- 
chanic’s most important tool,” Cut- 
ler explained. “However, today the 
ear has been replaced by preci- 
sion tools, in the hands of well- 
trained technicians.” 


Rahn to tell an out-of-town deal- 

er immediately whether Pochelon 

has the part he wants. It takes 
only 30 minutes a day to keep 
the card index up to date. 

“Michigan’s summer and winter 
resort areas are growing,” Pochelon 
observed, “and the Mackinac 
Bridge has increased travel to the 
Northern part of the state. It 
means additional service potential 
for dealers up there, and it has 
helped my wholesale parts busi- 
ness.” 

Pochelon has been in the auto 
business 29 years. His first job was 
polishing cars for a Detroit Buick 
dealer in 1931, and in 1935 he be- 
came used-car manager for Pack- 
ard’s Detroit branches. 

* * +* 


URING World War II, he was 


rope. 
Pochelon came to Saginaw in 
1946 as a partner and 
manager of Schroeder Motor 
Sales Co. (Lincoln-Mercury). He 
became sole owner of the dealer- 
ship in 1953 and changed the 


He expects to sell more than 400 
new Lincolns, Mercurys, Comets 
and English Fords this year and 
about 600 used cars, 

With several General Motors 
plants in the area, Saginaw has 
long been known as a “GM. town.” 
Pochelon smiled when he was ask- 
ed what effect this has on his busi- 
ness. 
“It’s a GM town to everyone but 
me and my salesmen,” he declared. 

“When the population of Saginaw 
was 58,000, GM employed 17,000. 
Today, the population is 100,000, 
and GM< still employs 17,000. I have 
more potential customers than ever 
before.” 


sell trading miscellaneous auto- 


with an Army Ordnance regi-| Automotive News’ Want 





Young Mechanics Win Awards— 


Outstanding young automotive technicians from Detroit-area vocational and high 
schools participated in the 11th annual service competition sponsored by the Ford and 
Lincoln-Mercury dealers and Ford Division's Detroit district service department. Final- 
ists are shown here with representatives of the service department. From left are Lyle 
VanHouten, James Taylor and Kenneth Rempel of the Detroit district service school; 
W. H. Walton, Detroit district service manager, who directed the three-day training 
and testing program; Leonard Koldys; Rolf Eppinger, second place winner; John Repp, 
first place; Paul McKenzie; James Higham, third place; Gerald Hartmeyer; Edmund 
Fischer; Keith Groesbeck; William Gorrell; William Patterson, district service represen- 
tative; Ralph Nieman; Ronald Kaczmar, and Carl Norfleet, district service department. 
The first three prizes consisted of the tool boxes, with tool sets going to the other 
contestants. 
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ee. Of Brand New 
Holley Pep Carburetors 


and Pep Kit Parts Assures 
Customer Satisfaction 


When you sell a 


or use Holley Pep Kit parts for a minor 
carburetor overhaul, you’re doing more 
than making a sale. You’re giving your 
customer components of new-car quality 
and assurance of dependable performance. 


Holley Pep Carburetors for Ford-built 
and American Motors cars are brand 
new, and manufactured to the same 
exacting specifications as Holley Original 
Equipment Carburetors. And Pep Kits 


contain genuine 


with those they replace. You can always 


sell Holley with 


equipment precision is your assurance of 
customer satisfaction. 





Pep Carburetors— 
Engineered to Original 
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Equipment Specifications ' 


Holley Pep Carburetor 


Holley parts identical 


confidence—its original 
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Pep Carburetor Kits 
— Original Equipment 
Parts for Minor Overhaul 





Genuine Holley 
ignition Equipment 




























11955 E. Nine Mile Road, Warren, Michigan 
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Genuine Holley Generator 
and Starter Parts 


Genuine Holley 
Voltage Regulators 


Original Equipment Manufacturers for over 55 Years « See your Holley Distributor—Check the Yellow Pages 
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Announcing a major new research report 


“TV GUIDE: A STUDY IN DEPTH” 


The magazine’s meaning, function, 
and its reader reactions 


Conducted by SOCIAL RESEARCH, INC., under direction of Dr. Burleigh B. Gardner 


me De 


That TV GuIDE means a great deal to a great many people is obvious. In seven 
years it has become the best-selling weekly magazine in America. Every issue is 
bought by more people than have ever bought any other weekly magazine. 


But just what kind of people read TV GuipE? How do they read it and what do 
they get out of it? What significance, beyond its massive numbers, does the 
TV GulbE audience have for advertisers? 


A new study by Dr. Burleigh B. Gardner and his staff at Social Research, Inc.— i 
one of the most comprehensive motivational surveys ever made of a magazine’s 
readers—explores the habits and attitudes of the TV GuIDE audience in great de- 
tail. For example: 


e Most TV GulIDE readers (73%) are “selective viewers” who use the magazine to 
insure that their TV hours are rewarding and worth while. They see themselves as 
applying intelligence and organization to the business of TV watching. 


e Virtually all readers look at TV GUIDE as an entity. They read and use its National 
Feature Section with as much attention, interest and purpose as they do its concise 
program synopses and listings. 


Readers regard TV GuIDE as authentic and authoritative—a force for good television 
and the primary source of information that makes them intelligent, rational consumers 
of television. 


ARES ae as — 


e Every indication is that TV Gump readers are as careful and selective about their ; 
buying as they are about their TV viewing. They approach the magazine in a mood of 
relaxation—looking for authoritative guidance to shared family pleasure. 


As this glimpse suggests, the survey’s findings have considerable significance for 
advertisers . . . especially when viewed against the already well-documented 
statistical background of the numbers, age and living standards of the 
TV GuIDE audience. 


A comprehensive report of this study has been published. Your TV GuipE repre- 
sentative is ready to present and discuss the findings with you. To see him, or to 
obtain a copy of the report, contact your local TV GuIbE office or write TV GumpE, 
National Advertising Department, Radnor, Pa. 


Best-selling weekly magazine in America 
circulation guarantee 7,250,000 
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Toronto Shop Offers 
Service to CrowA bout 


By Gordon McCaffrey 
Staff Correspondent 

"TORONTO. —- The bright orange 

parts service trucks of British 
and American Motors (Canada), 
Ltd., here carry the head of a 
cocky, bright-eyed rooster, encir- 
cled by the motto, “Service to crow 
about!” 

This could well be the motto of 


B & A recently was purchased 
by John Addison, who had previ- 
ously owned another local dealer- 
ship, Kingsgate-Buick. Addison is 
the son of Harry Addison, pioneer 
Cadillac dealer here. 

“In fact, you might say Dad is 
my biggest competitor,” John Addi- 
son said. 

B & A is a Chevrolet-Envoy deal- 
er. It also maintains a large, well- 
lighted used-car department. (En- 
voy is built by General Motors in 
Britain. It is essentially the same 
car as the Vauxhall, sold in Canada 
by Buick dealers.) 

# * * 
Now in its 49th year, B & A 
specializes in General Motors 
service, but provides guaranteed 
service for al] makes of cars. 

“We have all the tools required 
for GM makes, and our mechan- 
ics go regularly to company 
training and refresher courses,” 
Addison says. “But we’re giad to 
take any customer’s car, regard- 
less of the make.” 

Service manager ig Jim Clerke, 
nine years with the company. 

“Before he came to B & A, he 
was in his own garage,” Bruce Sib- 
bald, assistant service manager, 
says. “He had a reputation of being 
one of the best service repair men 
in town.” 

B & A, which Addison says sells 
165 Chevrolets a month and others 
as well, is located on Avenue Rd., 


Dawson Expands Imports 

TUCSON, Ariz—Frank Dawson, 
head of Frank Dawson Motor Co. 
(Borgward), has replaced Century 
Motors as the dealership for Hill- 
man, Singer, Sunbeam, Humber 
and Volvo. Dawson is an NADA 
director, 


Peer 
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In aerosol and spray 
cans. No rubbing, no 
scrubbing; dirt, grease, 
grime wipe away. Cleans 
black tires, floor mats, 
too. Won't harm ano- 
dized aluminum. 16-oz. 
can cleans up to 60 tires. Also available 
in 5, 15 and 55-galion drums. If jobber 
can't supply, order direct. 


The LAS-STIK Mfg. Co., 
HAMILTON, OHIO 


ROCOL 


MOLYSPEED 


Lubricants Put 
"a NEW LIFE 


into Every Automobile 


Used - Proved - Accepted 
‘ROUND THE WORLD 


price... $1.95 










which is currently being widened 
to a four-lane artery. It is the main 
north-south avenue in this city of 
1,300,000 population. 

While the construction work is 
of some nuisance to customers and 
prospects getting to the lot, Addi- 
son says he has the best location 
in town. There’s a lot of truth in 
what he says. Just a block to the 
south is Bloor St., the main east- 
west artery. The city is currently 
building a subway the entire length 
of Bloor. Addison feels it can’t do 
anything but help bring more busi- 


ness downtown. 
* 
B & A MOTORS is a straight- 
time shop, probably the largest 
of its kind of operation in Canada. 





Tops in Toronto— 

John Addison is owner and president 
of British and American Motors (Canada), 
Lid., Toronto, a firm which has been in 
business 49 years. 

+ 


* * 


have to spend on the car,” Addi- 
son says. 
He adds: “As a result, we prob- 


turnover is very light. 

“We pay a standard wage, but 
we give them year-’round employ- 
ment,” he says. “We don’t let men 
out when the slack season comes 
around.” 

One of the tuneup foremen, Ralph 
Emery, has been with B & A for 
35 years. 

* + 
& A does all its own work on 
tradeing that are to be sold at 
the company’s used-car lot. 

“There’s nothing we can’t do to 
put a car back on the road,” Sib- 
bald says. 

B & A hag its own frame 
straighteners, alignment machines, 
lube hoists, six-station paint shop, 
body shop and tuneup stations to 
handle six cars at once. In all sec- 
tions, the service department can 
work on 55 cars at once. 

* * * 
‘VE center of the service de- 
partment is the control tower. 
When a customer arrives, hig order 
is taken by a service salesman, who 
is qualified to give a quotation or 


ably have twice as many foremen/an estimate on the cost of the re- 


as other shops. We need more 
supervisors to keep the jobs mov- 
ing, and make sure our men main- 


manual—but according to the |tain a high standard of work.” 


actual number of hours our men 


Sibbald says the company’s labor 


pair job, depending on whether the 
entire amount of work can be de- 
termined at that point. 
The salesman gives a copy of 
(Continued on Page 51, Col, 1) 
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Heart of Operation— 

All service work at British and American 
Motors (Canada), Lid., Toronto, is routed 
through control tower. At one time, B & A 
had the only such control tower in the 
Toronto area and many GM-line dealers 
visited B & A to study the operation. Con- 
trol tower is in touch with each of the 
service department's 75 mechanics by 
intercom. 
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Service to Crow About in Toronto 


(Continued from Page 50) 


the order to the control tower, 
where the service manager or his 
assistant indicates the routing of 
the car in the shop. 

“The lights on the tower tell me 
whether I can promise a job will 
be done right away, or whether I'll 
have to tell the customer he will 
have to come back tomorrow,” Sib- 
bald explains. 

A green light under brake-align- 
ment, for example, tells the service 
manager or the service salesmen 
the section is wide open for jobs. 
A red light indicates the section 
is loaded to the teeth, and won’t 
be able to take any more work for 
the day. 

No light for this section at the 
tower indicates the salesman should 
check with the tower to see if the 


in this part of the country. GM 
would send other dealers here to 
look at it.” 

The control tower is in touch 
with each of the service depart- 
ment’s 75 mechanics by intercom. 

B & A Motors keeps at least 
one foreman and one mechanic 
on nights. When the work war- 
rants, others are taken on for 
night shift. 

Total staff is about 215, Addison 
says. 

All cars are road-tested before 
being given the final stamp of serv- 
ice department approval. 

“We guarantee all our work, and 
tell customers we stand behind 
every car we service,” Sibbald says. 


Burglars Get $1,200 


CINCINNATI, — Burglars took 
$1,200 from a walkin vault at Lenox 


“Of course, we don’t like to see 
comebacks, and we've been able to 
keep these to a minimum. When 
they do happen, we’re just as dis- 
appointed as the customer.” 

oe * + 


_— department employes 


have a chance to get in on com-| 7 
pany sales contests. All members of | © 


the service department are divided 
into two teams for this purpose— 
a blue team wearing big blue but- 
tons, and an orange team wearing 
orange buttons. 

The team which submits the 
most leads which eventually end 
up as a sale of a new or used 
car wins a prize for the period. 


Clean, Well Lighted Backshop at B & A— 


Cars fill all available stalls in tuneup section of service department of British and 
American Motors (Canada), Lid., Toronto. Service department can work on 55 cars 





“Every car that passes through| 4 once. Mechanics are on straight time; dealership does not use flat-rate manual. 


the service department for a check- 
up gets a 60-point maintenance 
inspection,” Sibbald says. “This is 
true of all cars, not just GM 
makes.” 


parts,” Bruce says. “And this in- 
cludes a lube job. 
“We try to sell this complete 


* * * 


lot more to do each of these jobs 
separately, and if they have this 
checkup, they’ll save money in the 
long run. No high-pressure selling 


particular job can be fitted in. 
* * checkup to customers when they 


come in for a brake job or an align- 
ent 











































* Motors, Inc. The burglars used a! It includes steering, brakes, sus- 

_— system isn’t entirely new,”| hammer and chisel from a mechan-| pension, ignition, tuneup and gen- 
Sibbald says. “But at one time, | ic’s tool box to knock a hole in the| eral tightening up of the car. 

“The bill for this is $24.50, plus 


is necessary.” 
* ~ * 
B & A also does service repair 
work for independent garages 
and service stations. 

Tradeins at the used-car lot 
and at the new-car sales rooms 
are repaired if they’re worth- 
while keeping, Sibbald says. 

“If the car is to go to our used- 
car sales lot, we recondition it right 
here,” he adds, 


Willys Awarded 
2 Army Contracts 


TOLEDO. — Two contracts total- 
ling more than $9.7 million for 
5,228 Jeep vehicles and spare parts 
have been awarded by the United 
States Army Ordnance District in 
Cleveland to Willys Motors, Inc. 


One contract is for 1,228 military 
vehicles for the U. S. Marine Corps 
and the Venezuelan army, The 
Marines will receive 605 vehicles. 
Of these, 541 will be equipped later 
with transportable communications 
systems. The other 623 vehicles will 
go to Venezuela under the U. S. 
government’s military assistance 
program. 

The second contract calls for 
4,000 Jeep Universals for the Turk- 
ish army. Components will be 
shipped from Toledo for assembly 
by a Willys affiliate, Turk Willys- 
Overland Fabrikalari at Tuzla, Tur- 
key, said C. W. Moss, Willys sales 
vice-president, 


“We show them it would cost a 


we had the only one of its kind| vault’s concrete wall, police said. 





SPECIALISTS WHO KNOW YOUR PROBLEMS 


MoPar has a special “trouble-shooter” force in the 
field right now, a highly skilled and experienced staff 
who can move fast to help truck owners avoid down 
time, keep their trucks rolling. 


YOU GET 24-HOUR SERVICE—EVERY DAY 


When truck parts are not in stock locally, MoPar’s 
coast-to-coast communications system swings into 
action. This “hot wire” ordering service operates 
‘round the clock—including Saturday and Sunday. 





A TELEPHONE CALL DOES THE JOB 


Your MoPar Wholesaler maintains large inventories 
to meet practically all of your requirements. A tele- 
phone call brings speedy deliveries. For a scarce 
item or emergency, parts are rushed from strategically located plants. 


When you own a Dodge, or a fleet of them, you’ve got the best in truck ee 
transportation. When you use MoPar replacement parts, you protect your eee Sy 
investment and your profit. 
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1000 rooms 
NO charge 


Air-Conditioned Rooms 
Radio and Television 
a ee rt we. BuRNS 


LEONARD HICKS . Mer. 
v.?. and Mag- Direc Po 














FREE TELETYPE RESERVATIONS 


DUBL-QUICK ee as FOR ALI 


ALBERT PICK HOTELS 


TO GET PARTS 
PHONE YOUR DODGE TRUCK 
DEALER OR MOPAR WHOLESALER 


SSE STS 


See 
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Monarch Rambler 


Thrives on 


By Albert S, Keshen 
Staff Correspondent 


ELIZABETH, N, J.—A well- 
rounded and consistent promotion 
carried out since its founding less 
than two years ago has helped 
Monarch Rambler, Inc., 429 Broad 
St., to lead all other Rambler deal- 
ers in volume in this state. 

“Of the 3,014 dealers in this 
country, we rank among the first 
30,” said Budd C, Kessner, presi- 
dent, “and at the rate we're go- 
ing, we'll move along even fur- 
ther in the next few months, We 
expect to sell at least 850 new 
Ramblers this year, as compared 
with 549 last year.” 

Kessner, who has been in the 
automotive business most of his 
adult life, was a used-car dealer 
before taking over the Rambler 
outlet in October, 1958. He sstill 
operates the used-car lot. 

Associated with him in the deal- 


Promotion 


ership are Leonard E. Heller, new- 
car sales vice-president; Edward 
Abraham, sales manager; Jerry 
Lowe, parts manager; Ed Koby, 
service manager, and Lloyd Tucker, 
used-car manager. 

“We went into heavy newspaper 
advertising right at the start and 
have been keeping it up since,” 
said Kessner. “The Elizabeth Jour- 
nal, which carries most of our space, 
used color in auto ads for the first 
time on our insistence. Our copy 
is large, usually half a page at a 
time, institutional in theme or 
played around one model, although 
occasionally we feature price.” 

Monarch Rambler spends about 
$500 a month on direct mail, he 
added, most of it on white post- 

cards which play up the firm’s 

facilities and its courtesy-car 
program. Names are selected 
from the telephone cross-street 


Service Averages for 


svsecodpe 57.57% 





March 
61.85% 
16.71 
37.71 
24.42 

9.00 
11.57 
23.57 

71.85 
24.00 
16.42 


April 
66.00% 
17.15 
36.28 
22.71 
10,14 
13.71 
23.57 

7.28 
24.42 
16.28 
2.36 2.37 
* * ® 





May 
70.71% 
19.71 


First Five Months of 1960 


Total Average 
66.61% 


June 
77.90% 
20.77 
34.42 


Eprror’s Note: John E. Wolf Co., which compiles the above figures from over a million and a half repair 
orders each month, instituted accounting changes in January which make a full six-month comparison 
misleading. In the new method of allocating orders to each department, all of the items included in the 
order are allocated to the proper department. This has made a most noticeable change in the lubrication 
department averages where, for instance, lubrication, oil change and filter replacement are now counted as 
three services instead of one as formerly. Also, minor motor and chassis categories have been broken down 
to show more clearly the actual services performed. This makes the monthly averages of more benefit to 
dealers and service managers in evaluating their own shop sales. 


knowledgement card goes out im- 
mediately after every business 


transaction, Kessner said. 
The service department has been!|is sold. This effort has impressed 


directories, and a thank-you ac- | a big beneficiary of such mailings, customers with the interest main- 


he continued, since a syndicated 
followup campaign is carried out 
for at least two years after a car 
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Reserved space on every Freighter flight. 
Pressurized and temperature-controlled. 
Flights daily except Saturday and Sunday nights. 
Pickup and delivery service available. 





in addition, Eastern offers freight space on over 400 daily passenger flights — including DC 8-B Jets 
and Prop-Jet Electras—to 128 cities in the United States, Canada, Bermuda, Puerto Rico and Mexico. 


For Information and Freight Reservations, call your Freight Forwarder, Cargo Agent or Eastern Air Lines. 


EASTERN AIR LINES 


32 YEARS OF DEPENDABLE AIR TRANSPORTATION 





tained by the seller long after the 
deal has been consummated, he said. 

“The service department is kept 
immaculate, being scrubbed com- 
pletely daily; machinery and ap- 
paratus are in neat order and all 
tools are in a designated space 
so that nothing is strewn about 
or untidy,” he added. 

The parts department rolls up 
more than $2,000 volume per month 
in over-the-counter wholesale sales, 
Kessner added, with sheet metal 
handled in large quantities. This 
department has won many sales 
contests conducted by the firm, he 
said. 





y pasos 
cs oe 


Monarch Chiefs— 


Shown at the parts counter of Monarch 
Rambler, Inc., Elizabeth, N. J., are Jerry 
Lowe, left, parts manager, and Budd C. 
Kessner, president. The department's 
wholesale sales average more than $2,000 
a month, according to Kessner. 


Turnings 


(Continued from Page 20) 


resented 12 percent of all stainless 
shipments or about 30 pounds per 
car, 

ok * * 


Growth Avenues 


POSING on areas of possible 
Stainless steel growth, he said, 
“We have only to consider the de- 
velopment of the gas turbine for 
both automotive and industrial use, 
smog-reducing exhaust controls, 
mufflers, and problems of abrasion 
in brakes, pistons and other critical 
parts which will greatly increase 
the use of stainless steels. 

“With the furor being raised over 
smog-producing automobiles in 
California today, and in countless 
other cities tomorrow, stainless 
mufflers are just around the corner. 
At an average estimated weight per 
muffler of 14.25 pounds of stainless, 
the application hag substantial po- 
tential. This would increase stain- 
less automotive usage over 40 per- 
cent.” 

Schnurr asserted that stainless 
appears to be the answer to cor- 
rosion resistance, heat resistance 
and tensile strength in the tur- 
bine engine. In the latest gas tur- 
bine prototypes, he said that be- 
tween 70 and 90 pounds of stain- 
less are being used for the rotor, 
rotor blades and other parts. 

“Rapid technological advances in 
the automotive industry will make 
the past seem quite stable,” he said. 
The direction of these changes will 
unquestionably involve more preci- 
sion in fitting materials to function 
with greater engineering efficiency. 
This development must include an 
expanding use: of specialty steels.” 
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tween 60 and 75 percent of the com- 
munity’s dealers either have moved 
to modern buildings in more acces- 
sible locations or have modernized 
or expanded existing facilities, ac- 
cording to Richard H. Burkhart, 
president of the Clearwater Auto- 
mobile Dealers Assn. 

Every dealer contacted report- 
ed increased service absorption 
since improvements were made in 
their shops. 

Gordon White, Frank T. White, 
Inc. (Pontiac-Vauxhall), said shop 
facilities were increased by 35 per- 
cent when the firm moved from 
an older building to a modern place 
in February, 1959. 

“Service absorption has increased 
from 52 percent in the old location 
to a little better than 72 percent in 
the new building,” he said. “And 
Sales are running 37 percent ahead 
of 1959. 

“If sales continue at this pace 
and our service orders continue to 
climb, we will have to add to our 
present facilities. With the antici- 
pated growth in this area, we are 
looking toward a program of ex- 
pansion within the next two years.” 

Milton Kenyon, Thayer Dodge, 
said his service business has jump- 
ed 25 percent since moving into a 
new building in a new location. 

* cd * 


ORKING stalls were increased 

from 14 to 32, lube racks were 
doubled, a separate building was 
provided for the body and paint 
shop and four additional men were 
hired, Kenyon said. . 

“We already are feeling grow- 
ing pains,” he said. “It soon will 
be necessary to transfer used-car 
repairs from the regular service 
department to a new and separ- 
ate facility.” 

Burkhart, who also heads Clear- 
water Rambler, Inc., said service 
capacity.was tripled when the firm 
moved into its new building less 
than two years ago. 

“But already we are cramped,” he 
said. “We will soon need a separate 
body shop, another building for our 
alignment equipment and another 
used-car lot.” 

The dealers don’t wait for the 
customer to come in, They make 
wide use of newspaper advertising 
columns, television and radio, 
Burkhart said, and count on satis- 
factory work to win and hold cus- 
tomers. 

In Denver, the survey showed 
that service facilities of new-car 
dealers have been expanded by at 
least 50 percent. 

Because of the low net profit on 
new-car sales, service income is be- 
coming an increasingly important 
factor to survival, the dealers said. 

ae * cd 


Truck Service Added 


N A move to attract more service 
business, Harry Groussman, Inc. 
(Ford), has installed a special 
truck-service department equipped 
with the newest tools and machines. 

Buffalo area dealers, for the 

most part, report that their pres- 
ent facilities are adequate for the 
increased business, with a re- 
vamping of shop layout taking 
care of any space problems, 

Service efficiency is stepped up 
by improving layout, adding new 
equipment and lighting and stream- 
lining operations to expedite the 
flow of work, one dealer explained, 

Placing the emphasis on quality, 
dealers expect consumer satisfac- 
tion to result in more business. 
Some are considering night shifts 
to add to the customer’s conveni- 
ence. 

Buffalo dealers generally agreed 
that the average motorist is more 
concerned today with the type of 
service: he is getting. Instead of 
taking his car to the corner garage 
or gas station, he is returning to 
the dealer from whom he bought 
the car, they say, to make gure it 
is done right. 

+ + * 

HE wise dealer also will make 

sure that his prices are com- 
petitive, the Buffalo men added. 
Some said they felt they had lost 
business in the past because they 
“let service charges get out of 
hand.” 

Emphasis on quality and guar- 


antee was urged on dealers to 
offset the “rough price competi- 
tion” of the large number of spe- 
cialty shops springing up, such as 
muffler outlets, 

Several dealers admitted that in 
the past they tended to deemphasize 
service because they were “too busy 
selling.” Now they say they are 
stressing service not only to bolster 
profits but to hold onto their new- 
car customers. 

“If a car buyer receives good 
service from a dealer during the 
life of his car, he is likely to return 
to that dealer when he is in the 
market for a new car,” said one 
dealer, 

“But if the buyer isn’t pleased 
with the service, he is very likely 
to shop elsewhere when he wants 
another car.” 

The rapid growth of compacts 
also is making more dealers service 
conscious, dealers reported. With 
fewer big-car sales, they pointed 
out, the dealer must have some 


other source of revenue and service 
holds the most promise. 


Specials Step Up Volume 
OME dealers have introduced 
new followup plans to boost 

service volume, and many are in- 
creasing the number of specials to 
attract more customers. Newspa- 
per ads, direct mail, radio spots 
and other media are used to pro- 
mote these events. 


Phone solicitation for service 
business also is on the increase, 
the dealers said. Pickup and de- 
livery, loaners and other special 

are employed to 
attract business, they added. 

In the Missouri-Illinois area, the 
survey showed that almost 75 per- 
cent of new-car dealers who have 
been in business five years or more 
have expanded their service fa- 
cilities in the last two years. 

The addition or expansion of 
body shops accounts for the major 

(Continued on Page 54, Col, 1) 





Hardy Motor Instructs Students— 

With the constantly growing interest in automobiles among teen-agers, especially 
girls, Hardy Motor Co. (Rambler), Mobile, Ala., puts on a service clinic for students 
of the Convent of Mercy. Here, Odean Mordecai, service manager, describes the 
engine's operation to the girls. 


WEAVER LIFTS FOR EVERY SERVICE NEED 


TWIN 


Adjust to ALL cars—old or new 


The Weaver EC-102 Twin Post Lift adjusts to the desired 
wheelbase quickly, easily—lets service men handle any car on 
the road today. It has never been obsoleted by changes in car 
design. With a Weaver Twin Post Lift more cars per day can be 
serviced—and serviced faster. There are no rails in the way 
... every under-chassis point is readily accessible. Weaver Twin 
Post Lifts are available in four sizes. eight models for a full 
range of lifting capacities. Bulletin AN-457. 


NEW SWIVEL ARM 


POST LIFTS 


SINGLE POST FRAME LIFT 


Picks up ALL cars, small trucks 


Here is complete service flexibility at low cost. The new Swivel 
Arm Single Post Frame Lift is engineered so any car, large or 
small, or any light pick-up truck can be raised at the chassis 
pick-up points recommended by the vehicle manufacturer. 
Long-reach, reinforced lifting arms swing easily to under-chassis 
lifting points. Built-in, movable adapters can be adjusted to 
four height positions. No attachments are needed. Both full- or 


semi-hydraulic models are available. Bulletin AN-842. 


HEAVY DUTY TWIN POST LIFTS 


Handle the heaviest trucks 


Any vehicle from a small pick-up to a husky truck or bus can 
be handled with a Weaver Heavy Duty Twin Post Lift. Because 
the vehicle is raised by the axles, weight is always over the 
pistons. There is no off-center loading. Every under-chassis area 
is accessible, and mechanics can work faster because there are 
no rails in the way. Two models available: Model EC-105, 
Air-Oil Operated, 24,000 lbs. capacity —Model EC-106, Electric- 
Oil Operated, 36,000 lbs. capacity. Bulletin AN-457. 
WEAVER MANUFACTURING COMPANY 


SPRINGFIELD, ILL., U.S.A. 
Division of Dura Corporation 


























A COMPLETE LINE — AND NO ONE BUILDS IT BETTER THAN WEAVER 
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50 YEARS SERVING THE AUTOMOTIVE SERVICE INDUSTRY 
Complete Weaver line includes: Twin Post* Lifts e Triple Post Lifts* » Frame Type, Roll-On and Free-Wheel Single Post Lifts ¢ Unit 
Lifts ¢ Bumper Jacks ¢ Car Washers ¢ Wheel Alignment Equipment e Headlight Testers @ Brake Testers © Wheel Balancing 
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share of increased facilities, it was 
noted, Most of the dealers contact- 
ed thought that collision work of- 
fers the best profit potential. 

There also is a growing trend in 
this area to increase the emphasis 
on wholesale sales by dealers’ parts 
departments. Better factory pro- 
motion is credited by some dealers 
for increasing their interest in 
wholesaling. 


* * oe 

CE of the main reasons for the 

expansion is to supply the 
growing service work being done by 
service stations, even though deal- 
ers would like to see the service 
station confine its attention to sell- 
ing gas and oil. 

Many service stations stock no 
Parts worthy of the name, buying 
from jobbers and dealers. Some 
new-car dealers have special 
parts 


While most dealers view service 
as a going business with a potential 
well worth cultivating, there still 
are new-car dealers who perform 
only minimum service and that 
service can’t be too good. 

Said one such dealer: “Service is 
just a necessary evil in my business 
that I'd like to be rid of. Too many 
headaches. A lot of this promotion 
on service and particularly how 
much of the load the service de- 
partment carries with its so-called 
service absorption is just phoney 
bookkeeping.” 

This dealer is in the minority, but 
he exists in some small towns as 
well as in metropolitan centers. 

During the last two years, profit- 
making dealers have been beefing 
up their service departments with 
all kinds of new equipment, in a 
Midwest trend to do a better job 
for less cost. . 


* * 
Small Towner Cleans Up 


dealer told AvrTomoTive 
News: “We're in a small town 


but we draw service business 75 
miles because we have the equip- 
ment, the personnel and the floor 
space. We can count on 375 service 
orders every month, They’ve run as 
high as 500, but seldom under 375, 
Orders will average more than $10. 

“We specialize on tuneup jobs 
because they sell the most parts. 
We can figure on more than 
$5,000 a month from the service 
department. Our profit on labor 
and parts is substantial. We try 
to keep our equipment not only 
up to date, but to have the latest 
labor-saving equipment in use, 

“It helps sell the customer but 
more than that it helps us and our 
employes to do jobs faster, More 
jobs done in the day means more 
profits, It’s that simple. We like to 
sell cars but we don’t have to.” 

One of the chief problems of all 
service departments in this area 
is the shortage of mechanics and 
the lack of applications from young 
people. Dealers send their best me- 
chanics to trade and factory schools 
and any place where they can get 
better training. 

Almost all good service depart- 
ments have from one to a dozen 


ASIA Endorses 
Program of GCKI 


CHICAGO. — The Automotive 
Service Industries Assn. hag en- 
dorsed the program of the Good 
Car*Keeping Institute, Jack L. 
Wiggins, ASIA executive secretary, 
has announced. 

Wiggins said the endorsement 
amounts to a recommendation to 
its members to support the GCKI 
and its projects. 

The two other national associa- 
tions which have endorsed the In- 
stitute are the Automobile Seat 
Cover Assn. of America and the 
Motor and Equipment Manufactur- 
ers Assn. 


men schooled in special items, such 
as automatic transmissions, car- 
buretors, electrical tuneup or en- 
gine overhaul. Some dealers and 
some factories now require that 
mechanics be sent annually for one- 
to-two-week “refresher” courses. 


One roadblock to some service 
department expansion, especially in 
the St. Louis area and in the highly 
industrial area east of the Missis- 
sippi River, is a union contract 
which keeps service departments 
shut on Saturdays, dealers reported. 

When negotiating this year for a 
new contract, the dealers said, they 
asked that they be allowed to 
stagger shifts so that the five-day 
week would prevail and the service 
department still could be kept open 
on Saturday. 

The union refused they added, 
and the new contract requires pay- 
ment of time and a half on Satur- 
day until noon and double time 
after noon. 

* a 


* 
Shutdown Called Costly 


‘I CAN only expand so far and 
then that idle day with all my 
new equipment waiting for Mon- 
day hits my bookkeeping system,” 
said an Illinois dealer, “It costs 
money every day to own equipment 
whether you use it or not. 

“If I could stay open Saturdays 
I'd expand on a big scale and I 
could afford it, because when we 
kept the service department open 
on Saturday we always had a lot 
more activity in the showroom 
and on the used-car lot.” 

Dealers also complained that 
since filling stations are open Sat- 
urdays and many on Sundays, a lot 
of the dealer’s service business is 
going to the gas stations. 

“It makes it hard to compete,” 
one dealer reported. “We had a 
transient come in at 4:50 p.m. one 
day for a lube job and some minor 
adjustments. We have to close the 
service department at 5 and we had 





AEA Tuneup Charts— 


The Automotive Electric Assn. has re- 
leased interim tuneup charts with the early 
production specifications covering all 1960 
cars. The charts have been developed by 
the association in conjunction with the 
manufacturers of original equipment and 
with the cooperation of the automotive 
manufacturers. The interim charts contain 
the essential specifications (fuel and elec- 
trical) and part numbers of original equip- 
ment on the 1960 models, including the 
compacts. These charts will be replaced in 
the very near future, without any addi- 
tional charge, by permanent charts which 
will include any later production specifica- 
tion changes. 


to turn him away, He wasn’t at all 
pleased.” 

In Maine, new-car dealers report- 
ed modest increases, ranging from 
10 to 20 percent, in their service 
business over the past two years. 

+ * + 


Mechanic Shortage Hurts 


” MUCH greater potential ex- 

ists,’ said a Central Maine 
Plymouth-DeSoto representative, 
“but trained mechanics are virtu- 
ally unobtainable, and apprentices, 
offered $1 an hour, are just not in- 
terested.” 


Future expansion of repair facil- 
ities, he said, must depend upon 


how well dealers are able to solve 
the personne] problem. Labor 
charges, now $4 to $5 an hour, 
must go up, he declared, 

A Greater Portland Ford deal- 
er said his service business in the 
1958-1960 period has increased a 
cool 100 percent. Figures for a 
typical month show labor and 
parts sales of $5,290 in 1958 and 
$10,272 for the like month this 
year, he added. 

Furthermore, this dealer, who has 
just doubled his floor space, pre- 
dicted a 40 percent gain in dollar 

volume by the end of 1961. 


There are at least three programs 
underway in Maine aimed at re- 
lieving the labor shortage, 

Several dealers have taken a keen 
interest in the state-operated Maine 
Vocational Technical Institute at 
South Portland, where automotive 
subjects are offered to high school 
graduates on a full-time, live-in 
basis. 

The Maine Automobile Dealers 
Assn., with 265 members, sponsors 
its own training program in coop- 
eration with several Maine high 
schools which offer industrial 
courses. Lists of graduates are cir- 
culated to the membership of the 
association, and interviews are ar- 
ranged for interested dealers. 

At Bangor, an on-the-job train- 
ing program is underway. Automo- 
tive trades students take classroom 
work in the morning and work for 
local dealers in the afternoon and 
during vacation periods. 

* * * 


Dallas Dealers Doing Well 


1% DALLAS, the survey showed, 
new-car dealers have made no 
outstanding expansion in service 
facilities for several years, but are 
reported to be holding about 25 
percent of customer aftersale serv- 
ice volume. 

Most metropolitan dealers built 
Spacious service shops and 
equipped them with the most 
modern facilities during the post- 
war plant-building era, These 
shops, generally, have been able 
to handle the “normal” volume of 

(Continued on Page 56, Col, 1) 





SELL DATSUN! The fine imported small car that’s thoroughly American! 


Japan’s exciting 





new 


Datsun is the magnificent 1960 answer to the need for a truly 


unusual new American small car that can be built efficiently overseas. 
Delightfully American in advanced design, comfort and conveniences 


the handsome Datsun comes through with sparkling performance 
and meaningful gas saving. Solid and sound, and a dream to 
handle, every Datsun is American-inspired in specifications. 


Built with legendary Japanese care in Yokohama’s great Nissan 
works, one of the largest, most efficient plants on earth. 


DATSUN 
4-door Biuebird Sedan, 
$1695, p.o.e. 


GOOD LOCATIONS OPEN ALL OVER U.S.A. 


Wire or write right away for the sensational Datsun proposition— 
the industry's most attractive franchise arrangement. Small invest- 
ment—good profit with almost-no overhead. 
distributor. HAWAH: Von Hamm -Young Co., Ltd., P.O. Box 2630, 
Honolulu 3. WEST: Woolverton Motors, 5967 Lankershim Blvd., 
No, Hollywood, Cal. MID-SOUTH: Southern Datsun Dist. Co., 
1501 Clay St., Houston, Tex. CENTRAL & EAST: Luby Datsun 
Dist., Ltd., 107-36 Queens Blvd., Forest. Hills 75, N.Y.C. 
MISSAN MOTOR COMPANY, LTB. ¢ TOKYO, JAPAN 


Address nearest 


DATSUN 


4-door Station Wagon, $1969, p.0.e. 


, 





DATSUN 
Pickup Truck, $1696, p.o.e. 





DATSUN 


BLUEBIRD 















DATSUN PRICES 
RANGE FROM $1595 


TO $1996 


p.o.e. West Coast 





Sports Convertible, $1996, p.o.e. 
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CEILING 
LUBREELS* 


TT | 
7G | to merchandise your 
modern lube services! 


... says JACK MAYOTTE, Service Manager 
Boulevard Buick Company, Chicago, Illinois 


“‘To stay abreast of the times and keep pace with the modern 
needs of car owners, we have replaced the Lincoln lubricating 
equipment we installed 10 years ago with new Lincoln Golden 
Standard Lubreels. We feel this is the most scientific and up- 
to-date method of offering ‘Lubricare’. We’re especially pleased 
with the way Lubreels help keep our present customers and 
attract new ones for us.” 


AIR OR SPRING- 
OPERATED 


AUTOMATIC 
RETRACTING 


The best dealers choose the 
"Lincoln Golden Standard”’ 


styling ... dramatic functional styling attracts 
customer attention, inspires confidence in your 
service ... makes your lube room a Golden Invi- 
tation to new sales. 


efficiency . . . exclusive air-power actuation and 
smooth, uniform retraction help men do faster, 
neater, better work. 


dependability . . . maintenance is the lowest ... 
installation is simplicity itself. 


Call your Lincoln Sales and Service Wholesaler. 
He’ll be happy to advise and assist you in plan- 
ning all your lubritorium requirements. No obliga- 
tion, of course. 


L ead w/ th Lincoln "Trade Name Registered 


& 
LINCOLN ENGINEERING COMPANY ¢ Division of The McNeil Machine & Engineering Co. Linco/ 


Engineers and Manufacturers ¢ AUTOMATIC LUBRICATING EQUIPMENT e SAINT LOUIS 20, MISSOURI 
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customer service without being 
overtaxed. 

Adequate shop facilities have 
been installed by the increasing 
number of smaller suburban deéal- 
erships. But large and small busi- 
nesses alike have been able to do 
no better than the national average 
in the matter of increasing their 
share of the market potential. 

Exceptions, of course, are some 
10 or 12 of the larger concerns that 
are doing better than average by 
conducting top-notch service opera- 
tions. Most successful shops are 
putting customer satisfaction first. 

There are four or five shops in 
Dallas that are doing between 
$35,000 and $45,000 a month of cus- 
tomer labor, In each case they are 
owned by dealers who attach the 
greatest importance to keeping car 
owners satisfied. They back up 
their convictions with rigid proced- 
ures in service follow-through after 





the original sale — and especially 
after the factory-warranty period 
has. expired. 

One dealer, who does $40,000 cus- 
tomer labor volume monthly, said 
he thought the best advertising is 
a reputation for excellent service. 

* ” * 
ANOTHER dealer, discussing the 
evils of price “gouging,” said 
the best way to decrease service 


Service Specification Data 
Offered by Sun Electric 


A “Flash Card” car specification 
service to speed testing is being of- 
fered to all users of engine test 
equipment by Sun Electric Corp., 
6327 Avondale Ave., Chicago 31, IIl. 

The service provides car specifi- 
cation data needed for engine test- 
ing, on one card by car make and 
model. The Flash Card enables the 
user to compare his test results 
with the car manufacturers’ speci- 
fications, it is said. 


volume is to “sandbag” the cus- 
tomer. 

“When we lose a customer that 
way, it takes years to get him 
back—if we ever do. I think there 
is only one way to build business 
and that is to establish and 
maintain the confidence of the 
customer. , 

“The only safe and-sound service 
shop credo is to treat the customer 
fairly and save him money, He 
knows when he is treated right.” 

One observer said that price is 
the big factor in the competition 
between the authorized shop and 
the independent operator, He ques- 
tioned whether a shop’s flat rate 
had always resulted in the best 
price for the customer. 

He cited specific instances where 
a particular job might have been 
done at rates more pleasing to the 
customer and yet within a reason- 
able profit margin for the shop. 

There is said to be no shop in 
Dalias that strives for 100 percent 





Show Dates, Locations 


Announced for ASIS 
CHICAGO. — The Automotive 





service absorption, nor is there one 
that achieves it. One dealer said he 
believed too close an approach to 
it would raise questions as to fair 


shop practice. 
: + * 


Too Risky, Says Dealer 


NOTHER said he did not wish 
to be tempted by it, feeling that 
he did not wish to be in the posi- 


NE | W KENDALL AQ-ATF-1335A 


AUTOMATIC TRANSMISSION FLUID 


Kendall's new A-T Fluid possesses a stable vis- 
cosity that assures a smooth shift pattern at all 
temperatures. No varnish deposits that cause 
rough shifting and transmission failure. 





Totally new and different to 
meet the special requirements of today's 
cars — improves the performance 
of older models, too. 


KENDALL REFINING COMPANY ° 





Keeps seals like new . . 


tection preventing leakage. 


drain interval. 


LUBRICATION SPECIALISTS SINCE 1881 





. soft and pliable . . . 
will not shrink seals. Assures positive seal pro- 


KENDALL AQ-ATF-SUFFIX A exceeds industry specifications 
for automatic transmission service. 


Its shear and viscosity stability protects expensive parts and assures 
smoother shifting at all temperatures for the entire transmission 


Its greater oxidation stability, even at the high temperatures en- 
countered in the smaller capacity transmissions, minimizes deposits 
that cause wear and rough operation. 


Its brilliant red color makes any transmission leak easy to detect. 


If you value the good will (and business! ) that comes with genuine 
customer satisfaction, recommend new Kendall AQ-ATF-Suffix A. 


BRADFORD, PENNA. 







tion of being able to sell his prin- 
cipal merchandise at “giveaway” 
prices and then confront his cus- 
tomer with service charges that 
risked his good will. 

The survey showed that South- 
ern California new-car dealers 


Some 15 percent of regional Chev- 
rolet dealers are reported to have 
increased facilities during the same 
period. 

New shops have been built by 
Walker-Buerge Ford, West Los An- 
geles, and Allen Gwynn Chevrolet, 
Glendale. Many other dealers have 
added a stall or two, installed a 
front-end machine, or acquired 
more hoists. 

Most dealers report of plans to 
improve service facilities. The high 
cost of real estate is one deterrent 
to greater expansion, it was pointed 
out, Another reason was cited by 
a regional equipment representative 
who said: “The average car dealer 
has been browbeaten by experts, 
and now it’s hard to impress on 
him the importance of greater capi- 
tal investment in the backshop. 
Usually he maintains what he has 
and buys only to replace what 
breaks, letting the service depart- 
ment do as much as it can with 
what it has in the way of tools and 
space, 

a dealers seem more inter- 
ested in paper and insurance than 
in servicing what they sell. In a 
year or so, they may finally look 
around to notice the money being 
made by others servicing relatively 
new cars, but it may be too late 
to get the business back then.” 

* + * 


2 Bright Spots Noted 


7: bright spots in the service 
picture are new dealerships and 
import operations. The new Yeakel 
Plymouth plant in Compton is said 
to have 95 percent of its capital in- 
vestment tied to service, with only 
5 percent related to sale of new 
cars. 

Many new dealers have show- 
rooms holding only two or three 
cars, with the rest of the space 
reserved for service. 

In Milwaukee, new-car dealers 
reported two obstacles hamper ex- 
pansion: Lack of available space 
and the scarcity of young mechan- 
ics. 

A growing number of dealers in 
the last year or two have acquired 
properties adjoining their head- 
quarters. 

Humphrey Chevrolet said it has 
spent “in the neighborhood of a 
half million dollars” in the last few 
years to expand its facilities. The 
outlay provided a completely new 
lube department; front-end ma- 
chines; Bear auto-roll units, and 
completely modernized electrical in- 
stallations. 

In addition, Humphrey has pur- 
chased adjoining property to pro- 
vide 18,000 square feet of additional 
parking space. 

The expansion program is being 
watched carefully by Humphrey’s 
top brass. The firm owns and op- 
erates another half dozen deals in 
the Midwest, What happens at the 
home base will help decide whether 
the firm will go ahead with plans 
to build up service departments in 
its other outlets. 

Dollar volume since Humphrey 
embarked on this service depart- 
ment buildup has reportedly dou- 
bled. 

* + - 

A HEALTHY midyear increase 

in monthly service billings was 
reported at Gordon Ford. Lack of 
space has long been a problem in 
routing and handling service work 
here. But the problem hag been 
alleviated by the recent addition 
of much needed parking lots. 

“A good shop is never finished 
buying equipment,” said Service 
Manager Clarence Wolf. “We re- 


How does he view the labor prob- 
lem? “Hiring and keeping good, 
skilled mechanics is a constant 
headache for every service depart- 
ment,” he said. 

A night shift, added several years 

(Continued on Page 57, Col, 1) 
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Backshop Expansion 
Enjoys New Boom 


(Continued from Page 56) 


ago, has stimulated service volume 
at Schwartzburg Chevrolet. With- 
out substantially adding to its plant 
facilities, Schwartzburg has been 
able to up its service intake, 

Elmer Schwartzburg said, “We’re 
aware of the fact that in the period 
just ahead, we will have to under- 
take further expansion. Our major 
concern is finding enough space to 
handle the volume of service work 
we can get.” 

Plans call for an extensive build- 
ing project, The present used-car 
lot adjoining the new-car show- 
room will be the site for a new tri- 
level building. The lower level will 
house the used-car department; 
new cars will be displayed on the 
street floor, and service and storage 
facilities are planned for the top 
floor. 

Contractors recently added a 
third floor section above the 
Schwartzburg Chevrolet parts de- 
partment. It was needed to provide 
space for storing parts and sup- 


plies for their Corvair line. 
* * * 


Rambler Deal Expands 
ILWAUKEE Rambler service 
boss, Chet Zorn, said the firm 

also has expanded its service de- 
partment to a second floor opera- 
tion. In addition to providing more 
space to handle the growing vol- 
ume, the firm has purchased con- 
siderable equipment in the past six 
months. 

“We realize that the service 
department is no longer a ‘side- 
line’ in a new car dealership,” 
said Zorn. “Our objective is to 
move with the industry trends— 
or, before them.” 

In New York, the outlook for 
much shop expansion is almost as 
gloomy as the dealer attitude to- 
ward service. 

Costs might be one explanation 
for this feeling. The average mid- 
town dealer charges about $6 for 
customer labor and says he still 
loses money. Customers, naturally, 
complain bitterly about their bills, 
and unions complain about their 
wage rates. 

To top this off, service space is at 
a premium. So much so that fac- 


Renault Names 
Krieger in S. F. 


For New Locale 


SAN FRANCISCO.—Renault Dis- 
tributor John Green announces that 
Krieger Brothers, operated by 
Clarence, Alfred and Stanley Krie- 
ger, will operate an exclusive Re- 
nault-Peugeot dealership at 1221 
Van Ness Blvd. 

Krieger Brothers, oldest author- 
ized Renault dealer in San Fran- 
cisco, has been in the automobile 
business since 1930. 

Slightly over a year ago, the 
Green organization announced with 
great fanfare that longtime Chrys- 
ler-line Dealer James F. Waters 
would become San Francisco's larg- 
est Renault dealer. Recently Waters 
dropped Renault and is reported 
to have been franchised by Buick. 

The new Krieger facility will fea- 
ture a 5,000-square-foot “Jewelbox” 
display area. Donald Kahn will 
manage the new location, service 
will be supervised by Charles Gay. 

In making the announcement, 
Green said: 

“We know we have the finest 
economy car on the market. No 
amount of fumbling on the part of 
Detroit will confuse the difference 
between a compact car and a genu- 
ine economy car like Renault.” 


DeLuca Buys Dealership 


BEDFORD, O.—Nick DeLaica has 
purchased Auto-Mile Plymouth, 580 
Broadway, from Carl Schuele, and 
has renamed it DeLuca Plymouth- 
Valiant, Inc. He formerly was gen- 
eral manager of Frank Elliott 
Dodge, Bedford. DeLuca’s son, 
Frank, who was with Elliott 11 
years, is manager of the new deal- 
ership. 


tories are entering the picture in 
an effort to help dealers locate serv- 
ice space, 

If a dealer has a decent shop he 
is doing everything possible to 
make the available space pay off. 
Some of the newer and more effici- 
ent equipment is being installed, 


Ford of Canada Names 


King Marketing V-P 
TORONTO. — John D. King has 
been appointed marketing vic e- 





but expansion as such is almost un- 
heard of. 

As a matter of fact, the trend 
seems to be in the opposite direc- 
tion. Dealers actually are trying to 
reduce the size of their facilities. 
In many cases this can be done 
without harm to the customer. 
Many dealers have been “over-fa- 
cilitied” for a number of years. 
With the introduction of new deal- 
ers in areas where they never ex- 
isted in the past, the older dealer 
has found he has more service fa- 
cilities than he needs and has cut 
them down. 

~ * * 


Much talk and thought is being 
expended on super-service set- 
ups within the city. To some extent 
this has become the actual opera- 
tion within Manhattan. Many deal- 
ers sublet their entire shops to big 
service operators. 

Many factories have opened 
their own service operations 
within the city, to which their 
line dealers send all of their 


Walker Salesmen Meeft— 








president of Ford Motor Co. of 
Canada,. Ltd., a new position, ac- 
cording to Rhys M. Sale, president. 


King, who had been vice-presi- 


Sales engineers from Michigan, Indiana and Wisconsin, shown above, attended the 
os aoe arangement on Seat annual Walker Mfg. Co. Original Equipment Sales Conference held at the company’s 
ry and warranty wo home office in Racine, Wis. Walker engineering, production, cost and quality control 


is usually a flat fee per car sold. | personnel participated in the two-day meeting to review recent accomplishments and 


dent and general sales manager, 
will have wider responsibilities in 
directing the firm’s sales division, 
Sale said. 
















BIG 

10 x 2.75 
semi-pneumatic 
rubber wheels — 
at no extra cost. 


Adjustable saddles and extra long reach permit raising, all cars at 
lifting points recommended by manufacturers. Big 10 x 2.75 semi- 


It is not an ideal arrangement 
from many angles, but it does seem 
to be the most workable under the 
circumstances, 


pneumatic rear wheels and full-swiveling double-row 


ball-bearing front casters for easy moving from job to job — 


even on rough driveways or broken concrete floors. 


AUTO SPECIALTIES MANUFACTURING CO. 





to establish future sales objectives. Robert K. Ruland, original equipment vice-president, 
disclosed that the original equipment division anticipates additional sales volume this 
year through expanded activity in the heavy-duty truck and off-the-highway equip- 


ment field. 


Speed up one-end lifting with 


AUSCO 


Rubber Tired AIR LIFT 


Hook this rugged Ausco Air Lift to your shop air supply and you've got the fastest, 
easiest means for speeding up every job where access to both front or 

both rear wheels is desirable. Easy one-hand operation. Positive safety lock 
prevents accidental lowering. 


A high lift 
Jack, too! 


Lift extender is quickly at- 
tached. Speeds up work on 
tight under-chassis jobs 
... Springs, tail pipe, muf- 
fler, oil filter, etc. 






ST. JOSEPH, MICHIGAN 
WINDSOR, ONTARIO, CANADA 
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Service Routine— 


Going over the records is part of the 
routine for Bob Wills, left, part owner of 
Wills Motor Co., Twin Falls, Id., and Lee 
lucich, service department manager. 
Wills’ motto is, “A dollar's worth of 


service for a dollar.” 


Whether you paint or undercoat 
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Chatting with the Customers .. . 


Dealer in Tune with the Shop 


WIN FALLS, Id.—Living up to 

a service motto is not always 
easy, but for nearly 15 years Wills 
Motor Co. here has done just that 
—to the satisfaction of its custom- 
ers. 

Since 1946, when the firm was 


ern Idaho have found that Wills’ 
specialization in service means 
more mileage and longer-lasting 
cars. 

“Our motto is ‘A dollar’s worth 
of service for a dollar,’” says Bob 
Wills, chief of the service and parts 
departments in the now-Rambler 
dealership he operates with his 
brother, Henry Wills, and his 
father, E. J. Wills. 

Bob specializes in service; 
father and brother, in sales. 

The Wills crew has not found it 
too difficult to stand behind the 
service motto, Bob says. 

« * * 


his 


~~ outstanding feature of any 
service department as far as 
we're concerned is that the dealer 


1 or 100 cars a week... 
Binks spray finishing equipment 
fits your size of operation! 


If you do only an occasional 
touch-up job, Binks has the right 
gun and accessories to let you do 
it profitably with real satisfac- 
tion. If you do complete refinish- 
ing work, Binks equipment gives 
a fast, factory quality finish and 
saves you time and money for 


greater profits. 


Binks matched equipment 
. + + guns, spray booths, com- 
pressors, pumps, bake ovens and 
. is designed to 
work together, give dependable 


Binks 


accessories . . 


AAD ALLA 





coatings. 


their finishing 


direct. 


must not be aloof from the custom- 
er,” Bob comments. 

“We talk to people waiting on a 
car and find out what their prob- 
lems and complaints are. That 
way we keep in touch with the 
people we do business with.” 

Bob contends, “The thing that 
loses customers more than any- 
thing else is indifference by the 
owner or workers. 





Wood Conversion Moves 
Detroit District Office 


BIRMINGHAM, Mich. — The De- 
troit district office of Wood Con- 
version Co. now is located in the 
Kassabian Building, 470 N. Wood- 
ward, Birmingham. The office for- 
merly was in the Guardian Build- 
ing, Detroit. 

Staffing the Detroit office of the 
St. Paul firm are Paul C. Whelan, 
automotive division manager and 
district manager of the Industrial 
Products Division, and Dale Bush, 
district manager of the Building 
Products Division. 





performance and produce high- 
est quality finishes and under- 


Major auto manufacturers 
prefer Binks spray equipment on 


production lines, 


so you know it has to be tops. 


For complete details... get 
Bulletins O.B., 
A59-1R from your Binks 
jobber. Or if you prefer, 
call your nearest Binks F 
Branch Office or write & 


A81-1 and 





Ask about our spray painting school 
Open to all... NO TUITION... covers all phases 





Binks Manufacturing Company 


REPRESENTATIVES IM PRINCIPAL U.S. & CANADIAN CITIES « SEE YOUR CLASSIFIED eS DIRECTORY 


“We have a pretty good service 
followup system. When each cus- 
tomer buys a car he is carded and 
each service is posted on the card. 
This is checked against mileage 
periodically and if he doesn’t come 
in for a checkup, we contact him. 
This is used more during winter 
months, when buying falls off in 
this area.” 


The adage that good service is 


the cheapest advertising for a busi- 
ness is followed religiously by 
Wills. 

* * * 
2) oo about a year ago, the 

Wills service department was 
Bob’s sole responsibility. At that 
time, Lee Lucich joined the com- 
pany and took direct charge of the 
department. Bob remains in the of- 
fice in general control of the serv- 
ice and parts departments. 

Bob prefers not to divorce the 
service department from the parts 
department. 

“We consider these two depart- 
ments together as far as work 
and profit is concerned,” Bob 
says. 

Earl Detmer, a longtime employe 
of the company, is the parts man- 
ager and for all practical purposes 
he and Lucich overlap constantly. 

Working directly under Lucich 
are five mechanics in the main shop 
and one mechanic on used-car re- 
conditioning. 

On the mechanics in the shop 
Bob comments, “Here we have no 
free riders. Everybody works.” 

+ ok * 


Boe says the stock complaint of 
the car owner is, “That’s too 
much money.” 

But he says he finds that short- 
cutting a job and sacrificing qual- 
ity is the way to lose customers. 

“We give the complete job,” 

Bob says. “The customer may 
complain, but if the car runs 
smoothly he knows we did the 
work right. When we get com- 
plaints, we compare the cost of 
our work with that of tradesmen 
and find our work is less expen- 
sive in the long run.” 

Little things mean a lot in the 
plan set forth by Bob Wills. 

“One important thing is to do 
more than you get paid for,’ Bob 
declares. “If we can do little things 
and not charge, we will. On any 
major job we give a courtesy wash 
job. On all major engine jobs we 
give the motor a steam job at no 
cost, 

“Cleanliness is next to godliness 
on engine work.” 

At Wills it is standard procedure 
to give a serviced car a road check 


60 a ‘Good Year’ 
In Steel Industry, 


Executive Says 


YOUNGSTOWN, O. — The year 
1960 will average out to be “a good 
year” for the steel industry, Char- 
les M. Beeghly, president of Jones 
& Laughlin Steel Corp., told the 
Youngstown Area Chamber of 
Commerce. 

Beeghly said that his own com- 
pany, the nation’s fourth largest 
producer, expects to end the year 
with an average ingot operating 
rate of 80 percent of capacity. 

He based _ his optimistic forecast 
for the industry on “the active 
rates of the industries which rep- 
resent our principal customers. 
Their production and sales fore- 
casts support this conclusion.” 

Auto industry forecasts for 1960, 
said Beeghly, suggest a total auto 
output of 6 to 6.5 million passenger 
cars. 

“That total will make 1960 the 
third best production year in the 
history of the automobile industry. 
Obviously, such an activity rate 
will have a favorable effect on the 
level of steel operations during the 
last five months of this year.” 

Other industries which. Beeghly 
said represent good 1960 markets 
for steel are the container, con- 
struction and machinery industries. 

A few days before Beeghly spoke, 
however, Jones & Laughlin had 
trimmed its warehouse rates on 
hot-rolled products by approxi- 
mately $7 a ton. 

Reductions were also announced 
by other makers. 














Best in County— 


Owners of Wills Motor Co. (Rambler- 
Jeep), biggest volume dealer in the coun- 
ty in Twin Falls, Id., are, from left, Bob 
Wills, E. J. Wills and Henry Wills. Bob 
and Henry are sons of E. J. and Bob is 
primarily responsible for the dealership's 


accent on service. 
* e 


before turning it over to the owner. 

Some of the services used include 
the C. P. (Jack) Williams service 
suggestions and the Wolfe plan on 
service promotion. Letters to the 
customers are used all the time. 
Attendance at national and state 
automotive conventions is import- 
ant .and is stressed by the Wills 
brothers. 

+ * * 
VT. . about promotions to pull 
in the service customers? 

Bob says the area serviced by 
Wills is not subject to stunts. Oc- 
casionally, the company has a spe- 
cial, but one that is not ridiculous. 
In the spring, for example, it com- 
bines a front-wheel alignment and 
a wheel pack. 

“We find that to have a suc- 
cessful business you have to be 
civic minded,” Henry Wills com- 
ments. “All of us are active civic- 
wise, primarily because it creates 
confidence in our business.” 
Used-car sales are high at Wills 

and consequently service of these 
autos represents a great amount 
of the overall profit. 

For example, the parts depart- 
ment is credited with contributing 
about 25 percent of the net profit 
in a year’s time. The service de- 
partment’s percentage is even high- 
er than the parts department. 

* x * 


W-CAR sales of Jeeps and 

Ramblers have been tops in 
this Western state for Wills Motor. 
Through May of this year it was 
the most successful single dealer- 
ship in Twin Falls County. In that 
period the company sold 95 new 
Ramblers while two Chevrolet deal- 
ers sold 112 new cars and two Ford 
dealers, 89. 

Bob feels that good. service re- 
flects on the good sales of new 
cars. He claims if a customer 
knows he will receive good .serv- 
ice from the person he buys the 
car from, he will not hesitate to 
buy the car. 

Bob reflects on the future of auto- 
motive service by saying, “With all 

the new large service stations go- 
ing in, the average car dealer must 
be conscious of his service depart- 
ment and give better and more per- 
sonalized service.” 
* * 


Records Vital— 


Jerry Horejs, a parts department em- 
ploye at Wills Motor Co., Twin Falls, Id., 
keeps records up to date. This department 
is censidered one of the most important 
at Wills. It contributes about. 25 percent 
of the dealership profit. 











And Service Profits Show It... 


No Job Unwelcome 
In Canadian Shop 


ORT ARTHUR, Ont. — Business 
is better now than it has been 
in five years, Joe Comuzzi, sales 
manager, Lakehead Motors, Ltd. 
(Dodge - DeSoto - 
Chrysler- Valiant- 
Plymouth - Fargo 
and Dodge trucks- 
Simca), told 
AUTOMOTIVE NEws. 
Service busi- 
ness is at an all- 
time high, he 
said, and the 
main reason is 
constant promo- 
tion. Secondary 
Candido Comuzzi reasons, he add- 
ed, are a large business frontage 
and a good building located mid- 
way between the twin cities of Port 
Arthur and Fort William, a buying 
area of 100,000 population. 

This is the western terminus of 
the St. Lawrence Seaway. The new 
waterway has not stimulated much 
new business yet, although it is ex- 
pected to be an important factor 
in the future, said Comuzzi. 

Here are some of the world’s 
largest grain elevators, big paper- 
pulp mills and numerous other 
industries. 

Lakehead Motors does every- 
thing; nothing is farmed out. Ex- 
ecutives, salesmen and even me- 
chanical personnel sell service and 
Lakehead Motors 24 hours a day. 

New and used-car salesmen are 
instructed to ask customers for 
their service business even if they 
can’t sell the car. The idea is that 
by delivering a special brand of 
service, Lakehead can get the sale 
eventually. 

Lakehead was established 33 
years ago as a Chrysler-Plymouth 
deal by Candido Comuzzi, the presi- 
dent. Joe is his son. George Co- 
muzzi, another son, is general man- 
ager, and Leo Boz is vice-president 
and service supervisor. It is the 
only Chrysler outlet in the area. 

The service area is 190 by 145 
feet, the parts department occupies 
two stories, each measuring 70 by 
60 feet, and there is a parts stor- 
age warehouse 100 feet long and 
60 feet wide. 
ae 





* * 


Almost 100 on Payroll 


ss firm employs almost 100 
men. There are 11 body men, 
14 mechanics assigned to customer 
labor, 13 mechanics in used-car re- 
conditioning and new-car make- 
ready, seven car jockeys and three 
experts in the body and paint de- 
partment. 

The firm has a tool room under 
the jurisdiction of an expert, who 
has been on the job for 24 years. 
The man in charge of the lube 
department is 57 years old, and 
lubrication routines are described 
as the most thorough in the coun- 
try. 

There are 19. fully equipped stalls 
for customer labor. Two tow trucks 
take care of road jobs and wrecks. 

This operation gets just as far 
away from “let George do it” as it 
Possibly can. 

Lakehead’s objectives, according 
to George and Joe Comuzzi, are to 
be equipped to do everything, be 
stocked with parts to supply every- 
thing needed, and for themselves 
and the executive personnel to be 
on top of every sale and every job 
all the time. They are in touch with 
every detail of the large operation. 

They cultivate service from tour- 
ists from the States, Said Boz: 

“We try to give American tour- 
ists the best service they’ve ever 
had, and the same goes for any 
work on new cars in warranty. 
Warranty work goes out immedi- 
ately. We also take into consider- 
ation that in the case of a break- 
down of an American’s car, he is 
tied up until it is repaired, and 
we get it out fast.” 

+ * es 

Rms of this kind of service, 

which has been given for years, 
is reflected in a library of cards 
and greetings from customers all 
over the United States. Many of 
these customers repeat and some 
have said they schedule their 
Northern trips through this area 
because of the fine service and the 


feeling of confidence that it gives 
them, said Joe Comuzzi. 

Not long ago, he added, an Ameri- 
can customer drove in and said: 

“All I can possibly use is a 
lube job and a tuneup, but I sure 
saved it until I got here. rll 
never forget your service when I 
damaged my car by hitting a 
deer.” 

This customer, he reported, visits 
them every year. His first visit was 
in another make car, which was 
badly damaged in the deer acci- 
dent. Lakehead would have been 
able to get it out in a couple of 
days, Comuzzi added, except for one 
small part which had to be ordered 
from Detroit. 

This upset the man’s business ap- 
pointments at home, so Lakehead 
loaned him a car to go home. He 
returned three weeks later to get 
his own car, He has never forgotten 
and is only one of the many loyal 








They Run Canadian Dealership— 


Top officials of Lakehead Motors, Ltd., Port Arthur, Ont., include, left to right, Joe 
Comuzzi, sales manager; Leo Boz, vice-president and service supervisor, and George 
Comuzzi, general manager. The Comuzzis' father, Candido, is president. The firm 


handl i | . prod . 
andies a Chrysler Corp. pr ucts. 


customers from the U. S., Comuzzi 
said. 


> + + 
Lube Jobs Solicited 


NNUSUAL in a big dealership, 

this firm cultivates lube busi- 
ness, and brings an ever increasing 
number of customers to the lube 
racks. The shop virtually insures 
the customer a better-than-average 
lube job because of experience and 
special attention to the quirks of 
different cars. Any mechanical de- 





. * * 
fect or impending defect is recog- 
nized and the customer advised. 
Lube and repair departments feed 
a steady stream of prospects to the 
new and used-car sales depart- 
ments. 

The firm also cultivates the 
tourist business, which has been 
steadily increasing in this area 
for several years. Lakehead has 
found that people away from 
home are quick to sense it when 
the dealer gives them mediocre 


McQUAY. 


McQUAY-NORRIS MANUFACTURING CO., ST. LOUIS - TORONTO 
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The same goes for new-car make- 
ready. Cars are completely checked 
and given test-drive shakedowns. 
The objective is to give each new- 
car buyer the best new car he has 
ever driven—free of rattles, leaks, 
minor annoyances of all kinds. 

The used-car buyer also receives 
plenty of attention, and because of 
the way used cars are handled, they 
are in demand and the stock is 
usually short of many popular 
models, Because of its location, 
Lakehead can’t ship off a bunch of 
cars to auction. They can’t whole- 
sale, so they repair them or junk 
them. 

All tradeing are steam-cleaned 
and then put through the recon- 
ditioning department. 

How do you make a business like 
this successful? 

George Comuzzi said: 

“Best thing is working at the 
job. We don’t hire somebody to 
spread our money around. We 
make our own mistakes but we 
know about every deal. Best of all, 
I think, we all keep working at 
the job of selling new cars, used 
cars and the best service we can 
possibly render.” 
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Used-Car ‘Paradise’ — 
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‘Must Be Cost Conscious,’ Says Dealer .. . 





Picking U. C. Mechanic 


ARD, Calif. — A good used- 
car mechanic must be an “en- 
tirely different animal” than the 
usual one, according to Eric Cas- 
sirer, president, Automobile Ex- 
change, a used-car operation. 
“Our mechanics must know the 
short cuts and be cost conscious,” 
said Cassirer, whose shop keeps 
oe mechanics on the go all day 
ng. 

Service is a specialty with Auto- 
mobile Exchange, and each buyer’s 
business is solicited through the 
Automobile Exchange Club, whose 
merits are detailed in direct-mail 
literature. 

Anyone who buys a car from the 
firm is entitled to free membership 
in the club and all services are on 
a cash basis, Cassirer said. 

The letter to buyers lists these 
benefits: 

1. Parts, labor, minor body work 


| This is a view of the display lot of Automobile Exchange, Oxnard (Calif.) used-cor ang paint at cost, plus 10 percent 
specialists. All of the cars are reconditioned before being placed on the lot and all for handling. 


carry a liberal guarantee, according to Eric Cassirer, president. 
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For smooth lustrous color holdout! 
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© Designed especially for use over and under acrylic 
lacquers, new DrrzteR AvL-E. Primer-Surfacer can 
also be used with enamels and nitrocellulose lacquers. 
Has exceptionally high solid content—needs fewer 
coats for proper filling. Feathers out without splitting 
or chipping around. edges. Dries unusually fast. 
Can be sanded wet or dry without clogging paper. 
Excellent adhesion and color holdout. Asl-E is 
available in three colors—light gray DZL-3200, 
dark gray DZL-3400, and red oxide DZL-7200. 





2. Tires, batteries and accessories 







ArLeg Waite 


PL 1891 


@ All-purpose sealer 
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RYLIC SEALER 





at cost, plus 10 percent for han- 
dling. 

3. Lube jobs for $1. 

‘ . * * 
ASSIRER said all the cars he 
buys are reconditioned. 

“Each car is steam-cleaned, the 
motor painted, the interior 
cleaned and polished,” he added. 
“It’s tuned, lubricated and the 
brakes are checked before we let 
the customer take it out.” 

He said he travels about 1,500 


Pennsylvania Dealer Group 


Fetes Young Mechanics 

EASTON, Pa.—The Northampton 
County Automobile Dealers Assn. 
feted senior members of the class 
in vocational automobile mechanics 
of Easton High School at a dinner 
here. 

The association presented a tool 
kit to Ronald Deck, who was 
chosen ag the outstanding member 
of the class. 


i Refinish Acrylics the easy way... with— 
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For highest-quality workmanship! 


@ You'll be extra proud of your refinishing when you 
use DrrzLeR AvlI+E All-Purpose Sealer. This high- 
quality undercoat gives you excellent sealing, better 
adhesion, assures uniform color holdout and higher 
gloss of finish coat. It seals down sand scratches, 
prevents solvent penetration, reduces possibility of 
cracking around featheredges. Packaged ready to 
spray, DL-1891 Sealer needs no thinning, no sanding. 
And it dries remarkably fast. Works equally well 
with acrylics, enamels, and nitrocellulose lacquers. 


i @ Try these time- and labor-saving materials on your next acrylic refinishing job. 
! See the difference they make in labor and material costs and in customer satisfaction. 


DITZLER COLOR DIVISION, Pittsburgh Piate Glass Company, Detroit 4, Michigan « Torrance, Calif. 
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IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 











miles a week, visiting new-car 
dealers in Southern California “to 
help them balance their stocks.” 
For the last two years, he added, 
he has specialized in fleet liquidiza- 
tion. 

“It is tricky to buy fleet cars,” 
Cassirer said. ‘They have got to be 
well kept and as far as '59 models 
are concerned, under 20,000 miles. 
It is important to buy the right 
color and be interior conscious.” 

He said buyers are especially tire 
conscious, so he buys tires, as well 
as such accessories as mirrors, hub 
caps and other items, to dress up 
the cars. 

“We average about 8 percent for 
reconditioning,” Cassirer continued, 
“but I would say we probably spend 
less on ’59s and more on the older 


ones.” 
+ * 


* 
Has Own Parts Depot 

E SAID he maintains his own 

parts department, which “gives 
us a chance to take advantage of 
close-out buys in parts.” 

Cassirer said that in 1959 Au- 
tomobile Exchange sold more 
than $1 million worth of vehicles, 
and that ’60 business is running 
ahead of last year’s, He said re- 
peaters account for about 35 per- 
cent of sales, 

“Give service and you can sell 
them” is his motto, he continued. 

Discussing advertising, Cassirer 
said “the best advertising in any 
business is a service which profits 
the customer. It is far wiser to 
give a tire to a customer and know 
that he will plug the place, than 
put an ad in the newspaper and 
often never know if it will give any 
results. 

“Each purchaser receives a 
guarantee and we make it a point 
to be liberal,” he added. “It takes 
finesse to give to the right people 
and not give the place away. This 
is part of building a business.” 





Readying Cars— 


Workmen at Automobile Exchange, Ox- 
nard (Calif.) used-car specialists, are shown 
reconditioning used cars before they are 
placed on the firm's lot. 


Dealer Sentenced 
For Faking Titles 
To Hide Liens 


WHITEVILLE, N. C.—An auto 
dealer, David High Hardie, 42, 
pleaded guilty here to 14 bills of 
indictment in connection with 
fraudulent actions involving ve- 
hicle titles and was sentenced to 
two to four years in prison. 

Sentence was imposed after tes- 
timony was presented to the effect 
that the defendant’s actions had 
cost his customers some $43,000. 

Hardie, formerly in the new and 
used-car business here, in recent 
months has been selling cars in 
Charlotte, N, C. His attorney told 
the court that he is bankrupt and 
unable to make restitution. 

R, E. Sprinkle, Fayetteville, dis- 
trict supervisor in the License and 
Theft Division of the State Motor 
Vehicles Bureau, told the court that 
Hardie would buy vehicles on the 
time-payment plan and would be 
furnished applications of title which 
showed the balance due on the car. 

He said the defendant then would 
make out new applications for title 
which showed no liens against the 
vehicles, forge signatures to the ap- 
plications, notarize the papers him- 
self and then sell the vehicles as 
having no obligations to be paid, 

State’s evidence showed that his 
operations began as early as June, 
1958. Beginning with April, 1959, 11 
such actions were committed, the 
court was told. 
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By Minneapolis Dealer... 


Service Business Turned Away 


to make more money since they are| customers. The firm has been in 
paid only while at work on a job. | business at its present location 
The Rambler dealership keeps its | (3610 Lyndale Ave., S.) for 36 years, 
shop equipped with the latest tools.| The dealership is now completing 
It also sends its mechanics to fac-|a 3,600-square-foot shop addition 
tory and independent supplier| which will have at least eight stalls. 
training schools each year. Estimated cost of the addition with 
A noteworthy feature of the the land is $35,000. It will be de- 
firm’s service operation is its quick | voted mainly to tuneups and wheel- 
service area, The service manager| bearing packing. 
handles short, rush jobs and| Other short jobs lasting one or 
doesn’t just “write tickets.” In this| two hours also will be done there, 
way, a stall is not tied up with a| Embretsen said, noting that the 
job of short duration. firm ages a = 
Robert G, Embretsen said that | &Teatest servici 
it sometimes takes as long to get | Rambler. Seasonal jobs are nec- 
the car in and out of a stall as | essary to keep the shop busy, 
it does to do the short job, The | Since the car is relatively free of 
shop could have a 100 percent ab- | ™ajor repairs, he claimed. 
sorption, Embretsen declared, but | The firm’s body shop at 36th| Designed to Fit All Cars— i 
it has a high sales volume. The | and Nicollet Ave., less than a mile} the Gresham hand control for handica persons is designed to fit any make 
shop does run about 75 to 80 per- |from the dealership, also was en-| of car. No special equipment is required iS senior tren ennai te enetnec, Tho 
cent, however. larged this spring. About 2,000| hand control has been consolidated into a single lever that can be adapted to the 
Lyndale does no advertising for| square feet was added there. New | requirements of the individual. In action, the lever is pushed toward the brake pedal 
service work, Its service business|equipment purchased includes 4/ to put on the brakes, and pulled back toward the lap to operate the throttle. A dim- 
has been built entirely by word-of-| paint booth and body straightening | mer switch is built into the handle for those who require it. The unit is produced by 
mouth advertising from satisfied | equipment. Gresham Driving Aids, 20444 Lesure Ave., Detroit 35, Mich. 
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MINNEAPOLIS.—Lyndale Auto- 
motive Co. (Rambler) has been 
turning service customers away 
from its doors for five years, but 
now by making appointments the 
dealership is able to take care of 95 
percent of its service customers. 

There is no doubt in the mind 
of Robert G. Embretsen, general 
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S. Embretsen R. G. Embretsen 


+ Amen 


manager of the firm, that the 
demand for service is growing. 
Embretsen is the son of Robert 
i E. Embretsen, founder of the 
i firm who is still active in the 
i operation of the business. An- 
i other son, Stanley Embretsen, is 
; service manager, 
; Lyndale has done an outstanding 
job in increasing the productivity 
of its mechanics through better 
management and modern equip- 
ment, Each mechanic has at least 
i two stalls. In this way the me- 
} chanics are never tied up waiting 
for parts or machine labor. And 
it gives them the greatest incentive 


Dealers Possess 


Service Trumps 


Franchise Is Helpful 
In Fighting Rivals 
(Continued from Page 28) 


ing the charges on the repair order 
in order to maintain loyalty.” 


On the question of competing 
with the independents, there were 
just about as many other sug- 
gestions as there were replies to 
the survey. Many of them added 
up to one thing—“Be easy to do 
business with,” as one New York 
dealer put it. 

Being easy to do business with 
j means many things to various deal- 
i ers. Some of the suggestions were: 
i Convenient location, having a big 
enough service department so the 
customer does not have to wait too 
long for work and competitive 
prices. 

A dealer in the Rockies hag this 
to say: “The dealer must have suf- 
ficient equipment and manpower to 
give immediate service. This is es- 
pecially so in the lubrication and 
washing areas.” 

* * * 


stainless steel 


No other metal has the strength, beauty and 
versatile qualities that serve you so well today 
and promise so much for tomorrow. 


There is nothing like 
stainless steel for 
THE AUTOMOTIVE INDUSTRY 


Warranty Warning 
Trae in with the advantage the 
dealer has in getting to the 
new-car customer first, a Virginia 
dealer gave this warning: “The 
dealer must watch to make all nec- 
essary adjustments on new cars 
while in the warranty period and 
give personal service.” 

A dealer on the Pacific Coast sug- 
gested that competing for service 
business requires a dedication to 
service when he said: “Dealers can 
compete for service by not treating 
it as a sideline and by going after 
the repair business as much as the 
car sales.” 

The dealers surveyed were ask- 
ed whether they had expanded 
their service operations, either 
with added manpower or floor 
space, in the recent past or were 
planning an expansion. Better 
than two-thirds indicated that 
some expansion was either just 
completed or was planned. 

The most frequently mentioned 
expansion program was the addi- 
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McLouth Steel Corporation, 


tion of a mechanic to the work Detroit 1 ichi 

force. One dealer has just set up tr t 7, Michigan > \ 

a@ separate truck service depart- . “ 

ment while another ig planning a Manufacturers of high quality py) Look for the STEELMARK 


Stainless and Carbon Steels 


truck department. 

The dealers were asked if they cote pene aw. 
had purchased any new service 
equipment recently and 80 percent 
of those replying said they had. 
Many of the dealers said they have 
a continuous tool-buying program. 


McCLOUTH STAINLESS STEEL 
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Checking an RO— 


Giving a car the preliminary examina- 
tion at Kutner Buick are, from left: Jules 
Kutner, president; Vincent Calderaro, serv- 
ice manager, and Joseph DeCarlo, who 
has been with Kutner since the firm was 
founded. 
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Plus Softsell, Owner Pride . . . 


Complete Check Used 
To Lengthen ROs 


(Continued from Page 29) 


to a customer, Kutner believes,|and Friendship Sts. was begun on 
aside from adequate personnel, is|this site in November, 1952. Before 


to have a well-controlled system. 
* 


ALDERARO commented that 
“personalized service is what 
people want and what we give 
them. Everybody wants to feel that 
we really ‘care’ about their car.” 
He noted that an efficiently run 
operation works two ways, benefit- 
ting both the customer ag well as 
the department itself. Significantly, 
Kutner has a proportionately small 
turnover among its service depart- 
ment workers and reports little 
trouble in recruiting added help 
when needed. 

Kutner Buick’s system has ob- 
viously paid off, inasmuch ag its 
service department draws its 
customers from the suburban 
fringes of the city as well as the 
city proper. 

The Kutner dealership, at Castor 


Ask yourself... 
THESE SIX QUESTIONS 





CAN IT HELP ME SELL MORE CARS? 
Executone-equipped salesmen get in- 
formation from other departments 
quickly . . . close sales faster. Back- 
ground music creates a pleasant, re- 
ceptive atmosphere. 





CAN IT GIVE ME BETTER CONTROL? 
The Executone-equipped Dealer has 
more time to manage...to merchandise 
... for new and used car sales, service. 


CAN IT ELIMINATE BOTTLE-NECKS AND 
CONFUSION? Roving personnel are 
quickly located . . . jobs flow through 


smoothly . . . car jockeys are efficient- 
ly dispatched . . . with Executone. 















CAN IT HELP ME MAKE MORE SERVICE 
SALES? Dealers, large and small, re- 
port 20% to 50% increases in custom- 
er labor sales with Executone Systems 
... delivery times are easier to meet; 
satisfied customers keep coming back. 








CAN IT KEEP MY MECHANICS WORKING 
FULL TIME? Executone intercom with 
remote reply lets mechanics answer 
inquiries without moving . . . obtain 
parts or tools without stopping work. 







CAN IT ADAPT ECONOMICALLY TO MY 
SPECIAL NEEDS? All the above 
Executone benefits can be tailored to 
your own way of operating... 
Executone Systems can be expanded or 
modified to meet changed conditions. 


Get all the facts on Executone’s profit-building extras. Learn about 
Executone’s unusual’ services: no-cost communications survey of 


your operation . 


. . full installation responsibility . . . instruction 


of your personnel . . . maintenance on your premises . . . full-year 
guarantee. Mail this coupon today! 
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Dept. P-2, 415 Lexington Avenue, New York 17, N. Y. 
Please send me your booklet on HOW TO INCREASE AUTO SERVICE SALES, 


GOOD-WILL, AND PROFITS. 
Name 
Firm 


Address. 
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(in Canada: 331 Bariett Avenue, Toronto) 
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that, Kutner had dealt in used cars. 

The building it now occupies 
takes up a whole block. Kutner had 
it built himself in 1953, giving him 
the distinct advantage of being able 
to place the location of each sec- 
tion of his entire operation. From 
his aerie on the second floor, Kut- 
ner looks down through a glass 
wall at the new cars lined up in 
the showroom. Business offices are 
right next to his Office. 

ok * * 


ON THE ground floor in the back 
is the service department, 
which provides some 20,000 square 
feet and employs some 35 people, 
about 20 of them mechanics. Kutner 
is a firm believer in education and 
re-education and his men are al- 
most constant students of automo- 
tive schools. 

The heart of this department is 
a control tower above, manned by 
Michael Helmstreit. This is linked 
to the men on the lifts below (Kut- 
ner has 20) by means of squawk 
boxes near the lifts. 

With the intercom system, 


(Continued from Page 29) 
ealers in all sections of the nation 
who were committed to doing the 
proper predelivery service and take 
care of the service needs of leased 
vehicles in the field. 


* * * 


OE of the main objectives in 
this program is to make the 
driver of a leased or fleet car feel 
that he hag a service home regard- 
less of where his car was delivered 
or what firm leased it to his com- 
pany. 

Each of these authorized deal- 
ers is fully aware of the impor- 
tance of doing everything he can 
to eliminate the element of down 
time for the salesman or other 
driver of a leased car. This is 
something that many dealers who 
are not in the leasing business 
fail to recognize fully in dealing 
with the driver of a leased or 
fleet car. 


The car or truck is but a tool 
necessary to the operation of the 
lessee’s main business and every 
minute that tool is not in shape to 
work hurts his earning capacity. 

Thus, these drivers and their em- 
ployers do not feel kindly toward 
the vehicle or the maker of that 
vehicle that has not made it pos- 
sible for them to get quick and 
efficient service wherever they may 
need it. 

Inasmuch as all leasing dealers 
are urged to use the facilities of 
these authorized dealers for deliv- 
ery of new vehicles and their serv- 
icing, it is only natural that dealers 


who are leasing dealers themselves} 4 
will go further to take care of the}, 


needs of the driver of a fleet or 
leased vehicle than a dealer who 
does not have this mutual] interest. 
oa * * 

A™ Ford leasing dealers are 

pledged to the six-point pro- 
gram which Ford urges all of its 
dealers to embrace. The six points 


are: 

1. Aid in the deliveries and proper 
pre-conditioning of all leased cars 
they deliver, whether for their own 
customers or those of other leas- 
ing dealers. 2. To make the driver 
of a leased vehicle feel he has a 
service home. 3. To handle war- 
ranty and policy adjustments on 
these cars just as if they were the 
selling dealer and to make the 
driver feel just as happy dealing 
with him as if he was the selling 
dealer. 4. Give all aid possible to 
the leasing dealer on the selling of 
the used vehicle that is taken in 
on the delivery of the new vehicle. 
5. Take advantage of the aid, coun- 
sel and guidance of the leasing de- 
partment of Ford Division in the 
conduct of their leasing operation. 
6. To use, if possible, the standard 
leasing forms that are furnished 
them and go by the manual of op- 





In the Tower— 


Michael Helmstreit, left, at work in 
Kutner Buick's control tower which con- 
nects with servicemen below, consults with 
Vincent Calderaro, service manager, on 
details of a new job. 

a 


Helmstreit communicates directly 
with the mechanic—k nows ap- 
proximately how long a job will 
take, and asks and answers other 
questions, He also communicates 
with other departments, includ- 
ing the parts department, headed 
by Marvin Will. This department 
normally carries close to $100,000 
worth of inventory in cubbyholed 
shelving. 





paint and body shop and make- 
ready de ent, 

“The time saved with this control 
tower operation is well worth the 
initial investment and subsequent 
cost,” said Kutner, watching Helm- 
streit open a garage door down 
below with a flick of a knob. 


* * * 


ars to the right of the con- 
trol tower (where there is also 
an open dumbwaiter for shuttling 
material up and down from the 
tower to the ground) is a board 
noting various services such as 
“paint,” “lubrication” and “wash.” 

By the side of each of these 
are three lights, which light red, 
amber or green as Helmstreit di- 
rects. This is for the information 
of the service desk which is di- 
rectly below. 


The lights indicate to the service 
sales personne] just how busy the 
department is on certain services, 
and thus, approximately how soon 
a job can be done. 


Kutner Buick finds local commu- 
nity weeklies a good medium for 
advertising its service department. 
In addition, it promotes itself and 
good service by offering free serv- 
ice certificates as prizes in local 
women’s cooking schools, bazaars 
and similar events. An extensive 
mailing list is also used frequently. 
Regular auto advertising also in- 
cludes daily newspapers and radio 
spots. 

As an added goodwill gesture, 


Kutner has a complete repair|Kutner keeps a clean stable of 


service, including light and heavy|“loaners” for use by customers 


repairs to wrecks—with a separate! undergoing car repair. 


Ford Establishes Lease ‘Homes’ 


eration that has been prepared for 
their aid and guidance. 

Although Ford has no financial 
interest they did assist the deal- 
ers in finding an attractive in- 
surance rate. Ford also watched 
out that these leasing dealers do 
not fall into any of the many pit- 
falls that can seriously embarrass 
dealers with limited or no experi- 
ence in leasing. 

Ford is not alone in the field with 
leasing dealers, It is known that 
both Chevrolet and Chrysler have 
even more dealers currently leas- 
ing cars than the number who now 
are operating under the banner of 
the “Authorized Leasing Dealer 
System.” 

With approximately 450,000 cars 
and around 310,500 trucks now op- 


erating in this country under lease 
or long-term rental, the need for 
having dedicated service “homes” 
for these vehicles in every section 
s the country is constantly grow- 
ng. 

Ford, in pioneering in this move- 
ment, is only taking a lead in a 
movement that every manufacturer 
whose vehicles are heavily involved 
in leasing will have to take sooner 
or later. 

All makers of leased vehicles and 
all companies who lease them are 
faced with the same problems in 
the field. Ford’s experience during 
the past two years leads it to be- 
lieve that it is on the right road 
to maintaining a better apprecia- 
tion of the product in the hands of 
the driver of a leased vehicle, 


For Washington Shop... 





Quick-Service Stall Pays 


By William Ullman 
Washington Bureau Chief 
ASHINGTON.— Importance of 
fast service in holding shop 
customers is well realized by Ana- 
costia Chrysler-Plymouth here. 

As the com- 
pany’s business 
expanded in re- 
cent years, it 
found it could not 
handle all the de- 
mands of its pa- 
trons for quick- 
service work— 
items such as 
lubrication and 
oil changes, brake 

- adjustments and 
W. Lee Koetzle headlamp re- 
placement. 

To improve its capacity to take 
in these “quickie” jobs—jobs that 
often are diverted to service sta- 
tions and garages by default— 
Anacostia Chrysler Plymouth 
added a new wing to its service 
department and installed in it 
four new bays with twin-post 
lifts. This brought the total of its 
lifts to 14, 

The expansion program, which 
became operative last December, 
included the hiring of four more 
service men to man the new stalls. 
A parts department employe was 
also added. 

* * 

HILE the new stalls, when 

necessary, are used for heavy- 
duty repairs too, one of them is 
devoted almost exclusively to 
quick-service work for “wait” cus- 
tomers. In this bay is an experi- 
enced specialist who can get a re- 
pair order filled in a few minutes 
so the customer is convenienced 


in not having to leave the dealer- 
ship and come back later. 

This specialist is on salary in- 
stead of piece-work compensa- 
tion. Under this system, accord- 
ing to W. Lee Koetzle, company 
president, “he has more time to 
devote to the customer, to answer 
questions. It’s a matter of letting 
the customer unload whatever's 
on his mind.” 


The salaried service man also 
has more time on each job to in- 
spect the car thoroughly, a routine 
that often results in plus service 
work. He systematically checks all 
trouble points—tires, muffler and 
exhaust pipe, shock absorbers, 
brake lining, even squeaks in the 
doors. If additional servicing is 
found to be required, Service Man- 
ager C. (Bucky) Breeden is noti- 
fied. 

* * ea 
VERY effort is made to contact 
the car owner about the needed 
additional work immediately, on 
the theory that it’s easier to get a 
go-ahead while the car is already 
there in the shop. 


If the customer authorizes the 
added repair and it’s more than a 
minor job, the car is transferred to 
another bay. This keeps things roll- 
ing in the quick-service stall. 


Koetzle is well satisfied with 
the quick-service operation, de- 
claring that it makes for a well- 
rounded shop that helps in re- 
taining customers, 


“If you don’t take care of a cus- 
tomer satisfactorily on a minor re- 
pair, he won’t be here for major 
work,” he says. “You’ve got to be 
able to do both.” 
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Bigger Facilities, Parts Stocks ... 
Imports Strive to Offer Topnotch Service 


(Continued from Page 29) 


like a duck to water” and that they 
can soon attract a loyal clientele. 

Owners of imports value expert 
and enthusiastic service on their 
cars, he said, and when a dealer- 
ship provides this, happy customers 
pass the word around and bring in 
customers from considerable dis- 
tances. 

* * + 

| ed Buffalo dealers handling 

U. S. makes are bidding for 
service trade in imports unless they 

are dualled to handle the particular 
model. 

Dealers seem to feel that such 
service should be left to the im- 
port specialists. Some Buffalo 
dealers even refer import owners 
to dealers in Toronto for service. 

There apparently is a big oppor- 
tunity for service work in imported 
cars in Buffalo, but few dealers 
show any desire to tackle it. 





Neither are they interested in 
stocking parts for imports. 
+ * * 


a” NEW YORK, some import 
dealers who opened good-sized 
service facilities have concluded 
that they were overly optimistic 
and they have reduced their origi- 
nal service investment. 

Import service is not much of 

a problem in New York City, with 

the average customer having a 

choice of almost any kind of 

dealer, from the specialist in im- 
ported racers to the specialist in 
economy sedans, 

If none of these seems to suit 
him, he can go to almost any gaso- 
line station and get fairly satis- 
factory service. The service stations 
in New York are no longer afraid 
to tackle an import, as they were 
several years ago. 

Parts, for most of the better- 
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R. E, ATKINSON AND SON,R. E., JR., DILMAR OIL CO,, INC., LATTA, SOUTH CAROLINA, 


**We noticed an immediate sales increase after switching to Texaco in 1958 
and traced it to out-of-town Texaco credit card holders. This evidence of the 
acceptance of Texaco products, and the extra ‘bonus business’, made our 125 Dealers 
enthusiastic. Aside from the healthy sales increase, we like to do business with 
Texaco. They’re jobber-minded, and cooperate fully.” Sell the best...sell TEXACO 


since most sellers maintain parts 
depots in the New York area. 


In the case of low-volume im- 
ports, the parts problem is some- 
times vexing. But owners of these 
Cars seem to expect some difficulty 
and are usually a little more 
patient. 

* * + 

ERVICE retrenchment over the 

past year has become necessary 
for some import dealers in smaller 
points, too. 

In Clearwater, Fla., for example, 
Clearwater Motor Cars, Inc. (Re- 
nault-Peugeot-Willys) is the only 
import dealership that has expand- 
ed its service operation. 

It moved to a location “which 
was practically nothing” to a new 
location with eight service bays 
and lifts, an expanded parts de- 
partment and increased service 
personnel. 


63 





future success are price and serv- 
ice. 

“If he has a line competitive in 
price, stocks parts and offers the 
best service possible, he won’t have 
to worry,” Kraus says. 

+ * + 


ie MIAMI, where English Ford 
clings to third place in all new- 
car sales, Dealer Tony Paigo says, 
“It’s our responsibility to provide 
adequate service. We’ve already ex- 
panded our service department and, 
as sales continue, we will add both 
personnel and greater facilities.” 
At Waco Motors, oldest and 
largest imported-car dealership 
in Miami, J. L. Groom, general 
manager, said, “We are constant- 
ly seeking to increase service. 
Just recently we moved the Rolls- 
Royce service to a new location. 
“We employ 16 mechanics and 


Robert C. Kraus, sales manager,|run a body and paint shop. Our 
known makes, are in good supply,|says the keys to an import dealer’s| customer labor will average some- 





what over $15,000 a month and our 
average repair order comes to $13.” 
* * * 


N CALIFORNIA, it’s no secret 

that one of the fastest growing 
segments of automotive service is 
the independent garage specializing 
in imported cars. 

There are two reasons: Imports 
which have been sold in limited 
numbers usually lack adequate 
dealer service facilities and older 
imports need more service than 
dealer capacity can handle. 
Importance of the independent 
import service shop was under- 

scored by John Beazley, of Gough 
Industries (British Motors Corp. 
cars), who said, “From a. sales 
point of view, we have enough 
dealers to sell and service profit- 
ably a satisfactory volume of cars. 
“We want our dealers to be able 
to service the first owner. Second 
and subsequent owners are usually 
served by independent garages. 
“Today there is an excellent op- 
portunity for independent service 
men interested in imported cars.” 

Beazley said Gough is planning 
to encourage such operators with 
a special program involving tech- 
nical information and spare parts 
geared to the independent shop. 





Dilmar Oil Co., Inc., is one of the largest 
oil Distributors in South Carolina 


Why there’s 


a promising future 


with Texaco 


Here are 6 reasons why Dealers and 
Distributors grow with Texaco: 


1. THE BEST petroleum products, known 
and accepted nation-wide. Continuous 
research and development insure that 
Texaco will always have outstanding 
products. 

2. THE BEST national advertising pro- 
gram, year after year . . . constantly 
selling Texaco and Texaco products. 

8. THE BEST sales promotional material 
to help build customers. 

4. THE BEST retailer policy — Texaco 
helps its Dealers, Consignees and Dis- 
tributors to sell profitably. 

5. THE BEST customer credit card — in 
fact, the only petroleum credit card 
honored under one sign nation-wide, 
and in Canada, too. 

6. THE BEST opportunity to cash in on 
“touring” business — because when 
Texaco customers are touring they like 
to stop at Texaco stations on the road. 
This means you have more than 40,000 
other Texaco Dealers helping you. 


A PROMISING FUTURE is one of the 
advantages of. being a Texaco Dealer 
or Distributor. There may be an oppor- 
tunity for you. Investigate! 


TUNE IN TO THE TEXACO HUNTLEY-BRINKLEY 

REPORT— MONDAY THROUGH FRIDAY—NBC-TV 
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SALES MANAGER, TEXACO INC., 

135 E. 42ND ST., NEW YORK 17, N.Y. 


| would like complete Information about the possi- 
bility of teaming up with Texaco asa: [_] Dealer 
(J Consignee {_] Distributor (Please check) 
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Host of Benefits Halt Turnover .. . 


Lander’s Answer: Happy Workers 


(Continued from Page 29) 


frowned on recently by some serv- 
ice managers, Lowry says Lander 
Motors could not operate without 
it. The control tower panel is set 
up with a system of lights regulat- 
ing work in all categories. 

The service advisors look at the 
control panel before writing up any 
order. A red light in any category 
indicates all manhours are sold 
out for the day. A blue light re- 
minds the advisor to check with 
the tower before writing an order; 
a@ green light means he can go 
ahead. 

* * x 
A UNIQUE Baldwin carrier sys- 
tem transports all orders from 
the service sales area to the con- 
trol tower operator, saving the 
service salesman’s time and energy. 

An intercom system operates 
from the tower to each stall, en- 
abling the tower man and the me- 
chanic to converse without stop- 








ping work. A loud speaker system 
also operates to the lots. 

Lander services from 100 to 110 
Cars a day on an average. The high- 
est number ever serviced in one 
day was 190. Dollar volume is con- 
sistently over $600,000 annually in 
customer paid labor and parts. 

To handle efficiently this large 
volume of business, the shop 
layout has to be functional. The 
main service center which was 
constructed in 1948 is said to be 
used as a model by other Chrys- 
ler Corp. dealers. 

To the left as you enter is the 
customers’ lounge and cashier’s of- 
fice. The lubrication area is next, 
and was placed close to the recep- 
tion area so customers can watch 
the work being done. Next in order 
come the following departments: 
Motor tuneup, engine analysis, 
steering and frame alignment, and 
truck service. 

At the back on the right side of 
the building is the passenger-car 
service section. Next to it is the 





centrally located parts department 
with two attendants. 


On the wall of the parts depart- 
ment within easy reach of the me- 
chanics are pegboards holding spe- 
cial tools such ag automatic trans- 
mission and air conditioning equip- 
ment. Separate boards contain tools 
for 1960 six-cylinder cars; another 
for V-8, etc. 

* ok * 


6 hp come the quick service 


stalls where small jobs taking = 


15 to 20 minutes are finished while 
the customer waits. Each stall is 
set up so the mechanics have ample 
room to work with car doors open. 

The mechanics can easily walk 
around cars, yet there is no wasted 
space. There are 26 stalls equipped 
with twin-post lifts. Large red neon 
signs designating service rendered 
are over each department. 

The building features a two- 
way traffic drive running through 
the center down the entire length 
of the building from one street 
to another. The drive is gray 





concrete bound on both sides by 
a wide white strip. 

Each mechanic’s stall is floored 
in white and is separated from the 
next stall and the drive by a green 
area. These floor colors were chosen 














Drawing Attention to Service Entrance— 


This is the entrance to Lander Motor’s main service center. Note the courtesy car 
parked at left and the “Free Turkey" sign. This is one way to put spotlight on service 


* * * 
by a color dynamics expert, not 
only for eye ease, but to show at 
a glance the separation of the 
various areas, 









* 

7s floors ‘frees the mechanics’ 
stalls taper one inch to a drain 
which runs the length of the build- 


































































ing through the driving area. This 
allows for easy cleanup mainte- 
nance, 

Shop cleanliness is maintained by 
a rotating Housekeeping Commit- 
tee. Each month a cash prize is 
given to the mechanic who has 
kept his working area in the best 
condition. In addition to the cash, 
he wins the title, “mechanic of the 
month.” 

Lander believes that courtesy 
is one of the major factors in 
building customer goodwill and 
keeping the customers coming 
back. To this end, the incoming 
morning trade is met personally 
by the president’s son, Johnny 
Mack Lander. If it is necessary 
for the customer to leave his car, 
Lander’s chauffeur-driven cour- 
tesy car is at his disposal. 

All Lander Motors service cus- 
tomers are followed.up by mail. A 
personal letter goes to each cus- 
tomer over Lowry’s signature. An 
owner record file is kept on every 
car serviced. This file contains such 
information as the owner’s name 
and address, home and business 
phone, make and model, engine, 
serial and body numbers, ignition 
and door key numbers, mainte- 


nance operations and followup data. 
* * 7 


ERIODICALLY, Lander Motors 

conducts a special service cam- 
paign, such as an “automotive 
health clinic,” a followup of the 
National Safety Check. 

Such campaigns bring in a lot 
of new business. They run for a 
specified period of time, usually 
30 to 60 days, and receive the im- 
petus of newspaper, radio, TV, and 
direct mail advertising. 

One of the best service pro- 
motions ever staged, Lander says, 
was the giving of a free turkey 
daily for 60 days prior to Thanks- 
giving and Christmas, One order 
was drawn at random from each 
day’s repair orders. 

Lander started in business in 1942 
with an organization of 55 persons 
in one 60,000-square-foot building. 
Today, there are 125,000 square feet 
under roof, including parts and 
wholesale business, plus parking 
and used-car lots. Employes num- 
ber 163. In the past few years the 
total volume of business has run 
between $7 million and $10 million 
annually. 





HERE 1S THE SETTING FOR SIXTY MILLION SALES 


...every car owner qualifies 
as a prospective customer ! 






eye-catching selection of car-complementing colors. 
And they’re approved by Parents’ Magazine for added 
salability. Write for sources and display materials. 


Look for this nationally advertised Caprolan tag! 


Auto seat belt sales are riding high—in fact, sales so 
far this year indicate that 1960 sales will increase 
100% over 1959. It’s a fast-growing market that 
offers new profit-potential with every car sold! 


Parents of young children especially like seat belts of 
new, lightweight Caprolan® nylon. They provide the 
ideal solution for in-car “child-control’’—eliminate SS 


watching the children while driving and shopping. 


Easy-to-install, easy-to-clean seat belts of Caprolan 
nylon yarn for seat belts 





Training Awards— 


John Lander, president, Lander Motors, 
Inc., hands Glenn Rivers, senior technician 
and Gene Lowry, air conditioning special- 
ist, awards from Chrysler Corp. for having 
completed studies at the Chrysler Training 
Center. 


are made by famous-name manufacturers. Come in an 


ee Fiber Marketing Dept., 261 Madison Ave., New York 16, N. Y. 











2-Generation Deal— 


J. E. Cochran, left, chairman, an 
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, Calif. — The service 
operations of Cochran & Celli 
(Chevrolet) might be compared to 
a three-ring circus, except that in- 
stead of entertainment the dealer- 
ship annually posts one of the best 
service and parts sales records of 
any dealer in the nation, 
Cochran & Celli solved the 
space problem that confronts so 
many dealers in the downtown 
section of a metropolitan area 
by establishing three service cen- 
ters. Together, they provide more 
than 100,000 square feet of space 
d Ben for service and parts, 


Celli jr., president, head Cochran & Celli, The setup is so efficiently oper- 
an Oakland (Calif.) Chevrolet dealership ated from headquarters at 12th 
that features a topilight service operation. and Harrison Sts. that 175 units 


The firm was founded as a wagon 
in 1906 by Cochran and Ben Celli 
has been a Chevrolet outlet since 


Don’t miss the Auto Dealer Changes col- 


umns, They'll keep you abreast of 
is happening in the field. 


Tad 


works are processed daily with a net of 
sr. It 10 percent after paying administra- 
1917. tive costs. 

One factor that contributes to 
the service volume is the firm’s 


aioe follow-through on fleet sales, Fleet 
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with the new. Gneen-Bak 


ViZl-OISC 
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BEAR 


BRAND 


Coated Abrasives 









The intermittent action of the 
VIZI-DISC naturally results in 
cooler grinding . .. less chance 
of burning. Resin-bonded 
GREEN-BAK is impervious to 
heat and dampness, retards 
loading, and gives longer life. 
Behr-Manning Co., Troy, N. Y., 
a division of Norton Company. 


Fleets Help Cochran & Celli .. . 


California Chevy Deal 
Keeps 3 Shops Busy 










































building also houses a truck | personnel are put on the phone to 
painting shop. contact potential customers. 

The truck parts and service| Direct-mail solicitation is also 
building is in the industrial area| used, and the dealership provides 
to serve commercial clients better.|tow service for cars and trucks 
Specialists in truck repair and the/| and a safety-lane check. 
use of heavy equipment staff this: YY 8.59 
operation, = promotional activities in- 

my. ns clude participation in school 

Sa & CELLI engages in|“career days,” the driver-training 
both wholesale and retail sale| program and Green Cross. 

of parts. Don Kidwell, parts mana-| Hartman believes that the record 

ger, said the $250,000 inventory keeping and other expenses in- 

includes more than 16,000 items, volved in periodic reminders to 

To keep track of the stock, a| customers are too costly for the 
perpetual IBM inventory control is| volume of business produced. 
maintained. A clerk manages the To bring together the employes 
control, posting purchases and| from the three buildings, special 
sales of each item to a card. dinner meetings are held quar- 

Any salesman is able to check | terly for both the service and 
at once the availability of any | parts departments, The dinners 
part requested and to deliver it | also serve as a means of bestow- 
to a mechanic or customer within | ing special recognition for out- 
minutes, standing work and the awarding 

Fleet and leasing operators are| of Prizes, 
big wholesale customers, along} Cochran & Celli was founded in 
with other dealers and garages.|1906 by the late Bernard (Ben) 
Salesmen are constantly in the field| Celli sr. and J. E. (Joe) Cochran. 
promoting additional business, Celli, a blacksmith, and oie 

Service work is solicited through | Wheelwright, combined forces in 
newspaper, radio and television ad-| “The City Front Wagon Works. 
vertisements. When the work vol-| They obtained a Chevrolet fran- 
ume slackens, all nonproductive} chise in 1917. 


cars and trucks make up about 
25 percent of the company’s serv- 
ice business, 
+ Eo + 
on headquarters building is 
open from 7:30 a.m, until mid- 
night Monday through Friday, 
Principally to provide service to 
commercial operators. 

An auto or truck brought in after 
5 p.m. is ready to drive at the 
start of business the next morning. 

Mechanics working the evening 
shift are paid a 
10 percent premi- 
um, but the extra 
expense is ab- 
sorbed by the 
dealer, 

This can be 
done, explains 
Walter E. Hart- 
man, general 
manager of parts 
and service, be- 
cause “fleet op- 
erators will spend 
more on preventive maintenance 
and are less of a credit problem.” 

The service department has one 
man who spends all his time in 
the field soliciting business from 
fleet and leasing firms. He also 
settles any customer complaints. 

+ * * 








W. E. Hartman 


ANOTHER HNORTON®D PRODUCT 


7s 12th and Harrison shop is 

in the building that houses the 
salesroom and offices. It covers a 
full city block, Another service de- 
partment at 1049 Ninth Ave. spe- 
cializes in truck work and used-car 
reconditioning. The third, at Eighth 
Ave. and E. 11th St., is the new-car 
make-ready center. 

Because there is no out-of-the- 
shop parking at the 12th and Har- 
rison building, a number system 
has been developed to keep track 
of the 100-car floor capacity. 

When the repair order is writ- 
ten, a number is assigned to the 
car, A card bearing the number 
in three-inch numerals ig placed 
on the windshield, 

The control tower dispatcher 
routes the car from station to sta- 
tion, identifying it for the workmen 
by the number and car color, The 
number stays with the car until all 
work is finished and the car is 
delivered to the customer. 

Shop work is departmentalized, 
and each department is staffed by 
specialists. However, every me- 
chanic must know how to perform 
all types of work, Hartman said. 

+. + * 
GaKvics Manager Raymond 

Harvey said his backshop crew 
averages 10 years’ experience, He 
believes in the apprentice training 
program, which has provided the 
dealership with some of its best 
personnel. Six men—two body and 
fender men and four mechanics— 
now are receiving apprentice’ train- 
ing. 

Harvey said the apprentice pro- 
gram “is the only way to get good 
men because of the shortage of 
workers.” 

He said no yardstick is used to 
measure a mechanic's efficiency. 
“They know we expect a fair 
day’s work,” he explained. 

The cleanliness and lighting, both 
from skylights and lamps, are im- 
mediately noticeable in the back- 
shop, The dealership also boasts 
the most modern equipment and 
insists on periodic training courses 
for its personnel, The service and 
parts departments employ 98 men. 

All cars and trucks generally are 
road tested following repairs. 

+ + a 





with the new blue-Bak 


YiZI-WISC 


You see what you're grinding 
while you grind it, so you grind 
only that area desired. Cuts € ’ 
down wasted time. BLUE-BAK 

is a favorite with many oper- 

ators who prefer a stiffer disc. Jd 
Behr-Manning Co., Troy, N. Y., 


a division of Norton Company. « E AR 


BRAND 


Coated Abrasives 


OMPLAINTS are few, Hartman 

4 said, and when there is one 
the dealer’s policy is that the cus- 
tomer is right, 

The girl at the cashier’s window 
simply bills the customer and ac- 
cepts payment, If there is any 
question of the bill, the customer 
is referred to a man in a mezzanine 
office. This gets the complaining 
or inquisitive customer away from 
the cashier. 

The get-ready center processes 
all cars and trucks received from 

the factory. Extras and acces- 
sories are installed on order, and 
a thorough check is made, This 
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Drotee up SHOP 


DEADLY 
CARBON 
MONOXIDE 

FUMES 


CAR-NON 


PROVED 


EXHAUST SYSTEMS 


meet all building codes everywhere 








4 UNDERFLOOR TYPES 
CONCEALED & EXPOSED 
OVERHEAD TYPES 


suit every area, every layout 
@ are 100% effective in any building 
LOW-COST... for any number of outlets 


EASY 70 INSTALL @ permit safe exhaust testing while 


CAR-MON system operates 
in new construction or @ service single and dual exhaust car 
present buildings. models 
@ operate effectively from a single fan 


WRITE TODAY for illustrated Catalog and specs. 


ASK FOR 
FREE NC. 
VENTILATING 541 W. DEVON 
SURVEY 


CHICAGO 26. ILL 





CAR-MON 


PRODUCTS 


AVE 





That’s Goal of Cordes Motor... 





‘Every Buyer a Shop Customer’ 


Alam, Il.—Building a repeat 
service business has been a goal 
of Cordes Motor Co, (Studebaker- 
BMC-Mercedes-B en z-Willys) since 
it was established 10 years ago by 
Harold Cordes. 

How well this has been achiev- 

ed can be seen by checking a 
customer list which shows that 
many have been on it since the 
firm’s first year. Records show 
volume has increased each month, 
but Cordes said the goal hag not 
been reached without problems. 

“I'm definitely service-minded,” 
Cordes said. “I came into this busi- 
ness from service-station work, 
where service is the main thing. 
But getting new and used-car cus- 
tomers to come back to the dealer 
for routine service, such as lubri- 
cation, is a constant problem. 

“If they think they have some- 
thing coming under warranty, they 
are quick to come back. Basically, 
we make a fetish out of doing good 
warranty work, and at the same 
time we try to get them to get any 
needed ‘pay’ service at the same 
time, such as lubrication, tire 
switching, brake inspection and oil 
drains, and we find that most of 
our customers appreciate our in- 
terest. 

“Good habits can be developed as 
well as bad habits,” he added. “So 
we try to get customers into the 
habit of coming here for all their 
service by making their visit pleas- 
ant, our relationship cordial and 
helpful and our prices right, be- 
cause the customer has to want to 
come back.” 

+. + *~ 


Doesn’t Use Flat Rate 


(osoms said his shop emphasizes 
that the flat rate is not used, 





PLAN NOW FOR THE PROFITS AHEAD 
USE THE TESTED-AND-PROVED 


WOLF PLAN 


OF CUSTOMER DEVELOPMENT 


TO ENJOY 


-MORE CUSTOMERS 


-MORE CAR SALES 


“MORE SERVICE PROFIT 





40 YEARS OF WOLF PLAN IDEAS 


PRODUCE 


ANOTHER FIRST PLACE 
AWARD WINNING PROGRAM 


FOR DEALERSHIP PROMOT 


JOHN E. WOLF SR. DISPLAYS THE PLAQUE AWARDED AT 
MONTREAL, CANADA, BY MAIL ADVERTISING SERVICE AS- 
SOCIATION, FOR THE BEST CLIENT PROMOTION. 


The D. Stuart Webb Memorial Plaque was awarded The 
John E. Wolf Company for outstanding client promotion 
. . . based on appearance, ideas and RESULTS! 

The Wolf Plan gives any size dealership attractive, 


effective promotions, at less cost than you may have 
thought possible! 


Serving Authorized 
A 
JO 


COMPANY 


ION 





Dealers, Like You. . . 


e Exclusively. . . Since 1932! 
E.WOlLEF OKLAHOMA city 2, OKLAHOMA 


that because of its efficient equip- 
ment and highly trained mechanics, 
the customer pays only for the ac- 
tual time the job takes. In most 
cases, the customer is told, routine 
jobs are considerably cheaper under 
the Cordes setup. 

Building a good customer group 
begins with the writing of the 
job ticket, Cordes explained. 

He said his service manager, 
Vince Richey, who has been fac- 
tory-trained on both domestic and 
imported cars, is a natural diplo- 
mat who wants each customer to 
understand fully the work to be 
done. 

Richey does not attempt to sell 
volume but tries to get the cus- 
tomer to order what is needed, 
Cordes said, 

“We never write an indefinite 
service order, one that is incom- 
pletely filled out or one that the 
customer cannot understand,” said 
Richey. Every order is signed by 
the customer, he added, no matter 
how small the job or how often the 
customer visits the shop. 

“I always talk over the job with 
a customer as I write up the ticket, 
explaining exactly what is being 
ordered. We also make sure that 
he understands that the work on 
the ticket is all that will be done 
unless we call him and get author- 
ization for other work which we 
discover is needed. In these cases, 
we try to get the customer to come 
down and look at the job. 

o* + 


i we always have the cus- 
tomer sign the ticket,” Richey 
continued. “We feel that this meth- 
od eliminates almost all the mis- 
understandings that seem to be 
part of the service business, In 
our case, we know that we can’t 
please everybody, but we have so 
few misunderstandings that it looks 
like we’re coming closer all the 
time.” 

Cordes said the shop follows 
up every job promptly. The cus- 
tomer is called a few days later 
and asked whether the work was 
satisfactory. If it was not, which 
is seldom, we ask them to let us 
see what the trouble is as soon 
as possible, Cordes said. 

Customers also are invited to 
come in for their routine service, 
it being explained to new-car cus- 
tomers that they have the advant- 
age of factory bulletins which pro- 
vide better information than is 
available to independent operators. 

It also is emphasized that in 
many cases simple adjustments 
that cost little if anything are all 
that a car needs, but without the 
factory aids and factory-trained 
personnel, they might seem like 
bigger projects to other service 
men, Cordes said. 

A lot of service work is done 
by appointment, he added, and the 
shop tries to keep four or five days 
of work ahead, But drop-in service 
and especially tourists are always 
welcome, he said. 

Warranty work for tourists is 
always taken care of immediately 
on a rush basis, said Cordes. 

” + * 


Aim Is to Please All 


“470U never know who it is that 

drives in,” he said. “He may 
be an owner who only lives 50 miles 
away, or he may be a travelling 
factory official. So we don’t worry 
about who he is and how our serv- 
ice affects him, but do the best job 
we can and the fastest possible for 
strangers who are evidently on the 
road. 

“The result has been that our 
service has pleased customers 
who drive more than 50 miles to 
us to get their work done. We 
have one M-B customer who feels 
that we do a better job and he 
comes more than 100 miles for his 
work. 

“Another customer who demands 
a high type of service is the MG 
owner. We have many who come 
from 50 to more than 100 miles be- 
cause they like our work, and we 
have one customer who comes down 
from Chicago. Naturally, we are 
very pleased and try to merit this 
attention.” 

Cordes has three mechanics, who 
with the service manager get at 
least two weeks of schooling each 
year and sometimes as much as 
four weeks, 

This keeps them on top of all 


new developments in new models, 
both imported and domestic, Cordes 
said. 

He has one parts manager, who 
issues all parts to the mechanical 
department and also sells parts to 
retail customers, This has been de- 
veloped into a good business, he 
said, 

“When new-car preparation has 
been thorough and the customer 
does not have any trouble with his 
car, it gives him more confidence 
in our service department and we 
find he is more likely to respond 
to our invitation to return for fu- 
ture service needs,” said Cordes. 

“I feel that a good service busi- 
ness can only be developed by hav- 
ing good customer relations, and 
then definite and understandable 
policies in regard to service.” 

* * * 





Profits in Parts— 


The parts department at Cordes Motor 
Co., Alton, Ill., is a good money maker 
and is well stocked for both domestic 
and imported vehicles. 


Simca Pledges 
No Parts Delays 
For U.S. Owners 


DETROIT.—Owners of the 65,000 
Simca cars now on American roads 
and all future Simca buyers are 
assured of parts availability for 
their car comparable with United 
States-built cars, S. J. Wall, sales 
manager of MoPar, Chrysler Mo- 
tors Corp., announces, 

“We have perfected our parts in- 
ventory and ordering system and 
have purchased $4 million worth 
of Simca parts which now are in 
the U, S. This means that no parts 
and service problem for Simca 
owners exists today,” Wall said. 

“Backing up complete stocks of 
Simca parts in five Chrysler MoPar 
area parts plants strategically lo- 
cated from Newark, Del. to San 
Leadro, Calif., are 780 Simca deal- 
ers in every state who also have 
individual Simca parts stocks, Deal- 
erships have factory-trained me- 
chanics to provide the finest serv- 
ice for Simca owners.” 

To make Simca parts availability 
comparable with domestic cars, 
Simca utilizes a three-phase parts 
order system. The new system in- 
cludes daily air freight shipments 
of key parts from Paris as needed, 
weekly air freight delivery of Sim- 
ca parts and regular monthly ocean 
freight shipments by ship to keep 
warehouse inventories filled. 

“Every Simca dealer knows he 
can step to the phone and order 
the part he needs directly from 
his MoPar area parts plant,” Wall 
said. 

“A special crew will give the 
order fast handling and the part 
will be on its way by air to the 
dealership.” 


Johnson Buys 


R. I. Dealership 


EAST GREENWICH, R. IL—W. 
C. Littlefield, Inc, (Lincoln-Mer- 
cury-Comet-English Ford), has 
been purchased by Howard John- 
son, advertising executive and pres- 
ident of Standish-Johnson Co., 
Providence. 
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other cause. Another 20.1 percent 
for terminations occurring for all 
other reasons. Comparable figures 
for 1958 were 6.9 and 20.1 percent, 
respectively. 

The report notes that it is gen- 
erally accepted that the turnover 
rate among dealers who own 
their own stations, as well as 
those who lease or operate on a 
consignment or ion ar- 
rangement with oil jobbers and 
commission wholesalers, is lower 
than the category of dealers cov- 
ered in this survey. It indicates 
that the greatest turnover is in 
the leased, oil-company-o wned 
“white elephants.” 

The turnover rate for the last 
half of 1959 was slightly higher 
than for the first six months of 
both 1958 and 1959, and the turn- 
over rate continued to be the high- 
est for the smaller volume stations 
that pump fewer than 100,000 gal- 
lons of gasoline. 

Stations with an annual volume 
of fewer than 100,000 gallons, rep- 
resenting about 26 percent of the 
reported stations, continued to ac- 
count for more than 40 percent of 
the total turnover. 

+ * * 


No-Bay Stations Steady 


'URNOVER in the smaller no- 

bay stations and one-bay sta- 
tions continued to be lower than 
in the multi-bay stations. 

During 1959, the report states, 
nearly half of the total turnover, 
excluding those terminations be- 
yond the control of the supplier or 
the dealer, was among dealers who 
had operated for less than one year 
at the stations where their termi- 
nations occurred. More than half 
was among dealers who had less 
than one year’s previous experience 
in another service station before 
taking over the station where their 
termination occurred. 

Of the stations at which turn- 
over occurred for any reason, 
nearly 13 percent had two turn- 
overs and a little more than two 
percent had more than two turn- 
overs per year. 

Based on reports received, nearly 
80 percent of the stations are being 
operated by dealers with a total 


experience. 

This report seems to bring out 
that good business management is 
just as essential in operating a 
gasoline service station as in the 
operation of a franchised dealer- 
ship and that all profit avenues 
must be explored to the fullest if 
the operator is to be successful. 
It also seems to indicate that the 
operators must make a profit from 
the services offered, exclusive of 
any tie-in these services may have 
with any products sold. 

ea * cd 


Continuous Edge 


bare ney across the board the gas- 
oline service stations may have 
a slight advantage over the fran- 
chised dealership in location and 
convenience, the franchised dealer 
still has the advantage of not only 
having the reputation for better 
service and the best trained me- 
chanics but has the opportunity of 
continuing to have that advantage. 

There are only two basic reasons 
why the gasoline filling station has 
sprung into being a competitor of 
the dealer service shop. 

Those are that the dealer has 
not expanded his operation to 
keep abreast of the increased car 
and truck population and that 
many gasoline station operators 
found that increased cost of run- 
ning the station became so great 
that they no longer could make 
a profit from the sale of gallon- 
age and TBA products. They had 
to expand their operations. 

Even now, franchised dealers can 
get back much of the more profit- 
able service they have lost by step- 
ping up their convenience assets 
and by continuing to give the best 
service available at reasonable yet 
profitable rates. 

Thousands of dealers understand 
this and as a result are continuing 
to operate a profitable dealership 


























































regardless of how intense the car 
and truck sale competition gets. 
+ * * 


Profits Autonomy 


Te do this by looking at their 
business as a department store 
operation with each department 
having to stand on its own profit 
legs. 

If new vehicles, used vehicles, 
parts or service do not make sgatis- 
factory profit by themselves, these 
dealers do not lean on any “poor 
management” crutch by excusing 


profitable operation. 


profitable operation, every dealer 
must sooner or later begin to in- 


of superior mechanics and so ar- 
range his operation that he can 
pay them well enough to keep them. 
Today, it is variously estimated 
that the industry is short some- 
where in the neighborhood of 
150,000 mechanics and those we 
have are growing older fast. The 
industry needs new mechanic 
blood badly, and to get them the 
dealers in the industry must co- 
operate in developing them. 
Factory executives and vocational 
school heads have been endeavor- 
ing to develop additional mechanics 


limited success, due primarily to 
the lackadaisical support, or entire 
lack of support, by most dealers 
with vehicle selling franchises. 
Here and there across the nation 
there are dealers who have been 
developing their own mechanics 
successfully for years. 

These dealers report for the most 
part that their mechanics are more 
loyal, do better work and stay with 
them longer than any mechanics 
they can hire as finished workmen. 

om * * 


Parts ‘Changers’ Galore 


Tepar far too many shops are 

trying to meet the shortage of 
skilled mechanics by developing 
parts “changers.” 

Experts claim that this is a very 
dangerous practice and that al- 
ready it is beginning to come back 
to both dealer and manufacturer 
in costs that haunt them. 

Much of the industry’s biggest 
headache of the past years, the 


Bogard Uses 
Brochure to Tell 
Service Story 


TUCSON, Ariz. — Bogard GMC 
Co, here uses a neat, well-illus- 
trated brochure to tell and sell the 
story of its service department. 

Noting that it operates “the only 
major service stop on the Southern 
trucking route between El Paso 
and Los Angeles,” Bogard says it 
keeps facilities and personnel gear- 
ed for everything from emergency 
service to complete overhauls. 

The service shop is arranged in 
the service bays so that trailers 
need not be unhooked from trac- 
tors, and more than 20 rigs may 
be accommodated at the same time. 

A dust-free room for servicing 
diesel injectors is maintained and a 
machine shop has equipment rang- 
ing up to an 80-ton press, 

Biggest hoists in the shop are two 
36,000-pound, twin-post lifts. 

The shop also has complete 
equipment for frame straightening 
and bump work. Its paint depart- 
ment has a 40-foot booth to accom- 
modate any size tractor or trailer. 

The Bogard dealership covers a 
six-acre site. 












Inspection Tags Boost 


Muffler Sales, AP Says 


TOLEDO.—Inspection tags for 
dealers to use in promoting muf- 
fler and pipe sales are available 
from AP Parts Corp., according 
to’H. C. Stivers, sales manager. 

Stivers said field surveys indi- 
cate that three muffler jobs will 
result from every 10 inspections 
made. 





any one department from being a 


To keep his service operation a|the industry. No dealer has to pe- 


terest himself in the development| lize this. Most of them only have 


for over a decade now with very 


in 

lack of either proper diag- 
nosis of what was wrong with the 
vehicle or the pre-delivery me- 
chanic’s not catching the trouble 
before it developed. 

The shortage of good skilled me- 
chanics in dealers’ shops is also felt 
to be one of the big reasons why 
we have seen such a tremendous 
expansion in engine and transmis- 
sion rebuilding shops across the 
nation. 

This work must be profitable or 
the specialists wouldn’t have devel- 
oped these shops. 

* +. 


Skills Sorely Needed 


A™ if it is profitable, the dealer 
needs it today more than at 
any other time in the history of 


ruse the quarterly profit and loss 
report published by NADA to re- 


to look at their own statements. 

It takes skilled mechanics, good 
tools and equipment to do a pre- 
cision job on modern automatic 
transmissions, engines and electri- 
cal parts. 

Some dealers have neither, 
many have some of each, but few 
dealer shops have either the num- 
ber of skilled mechanics they 
should have or the modern tools 
and equipment that permit them 
to become known as the “house 
of superior service” and that 
should be the goal of every dealer 
who takes a long-range view of 
his business. 

And when he earns that reputa- 
tion, he will have to “buy” less of 
his vehicle sales and won’t need 
fear the independent competition 
that surrounds him. 
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There’s no waiting or spec- 
ulation about what Hansa ‘‘1100” 
offers in the true Economy Car Field. 


Hansa ‘‘1100” is here now—with over 100 new engineering changes and modifications. 


] Big-car performance and comfort at 
small car cost— Hansa ‘‘1100’’ is priced 
from $1895.00, P.O.E., San Francisco. 
Averages in the 30 miles-per- gallon 
economy driving range. 


3 World famous front-wheel drive for 
unequalled road-holding and corner- 
ing ability. 


9 Quality of materials and detail of 
German precision craftsmanship that 
cannot be duplicated at twice the price 
in the domestic field. Hansa ‘‘1100”’ is 
a product of Borgward. 


4 Unitized body construction for greater 
safety and stability. 


These and many other added features, at no extra cost, are com- 
bined with a Dealer Incentive Program you can’t afford to miss. 


Wholesale flooring plan available to qualified dealers. Profit-maker above industry aver- 
age at minimum investment. Local Master Parts Supply Depot ($' million stock) for 
prompt efficient service throughout Western U.S. Sales-building advertising and promotion 


at dealer level. 














DEALERS: take a look at 


GOLIATH 








sk FRONT 
WHEEL 
DRIVE 








| The FAMILY Sports Car— 
| compact, but not small. 


il EAST COAST ON WEST COAST 


f BUILT TO SELL FOR MUCH MORE! 


\ In the competitive Compact Car Market, GOLIATH 
} hansa will sell faster because of these features: 


| 1—Goliath’s low original cost and 
f the most economical to main- 
; tain and operate. More than 30 
miles per gallon. 
‘ 2—Goliath’s Front Wheel Drive 
gives big car feel and greater 
/ safety. 
/ 3—Smoother driving with 4-cycle, 
46 H.P. engine and 4 speed 
' syncro-mesh transmission. 
. 4—Four wheel hydraulic brakes. 
; 5—NMore leg room, height and stor- 
age space than competitive 
makes. 
6—Most accessories and features 
considered to be extra and op- 
tional equipment on other com- 


pact cars. tHe hanse 


Complete Series of Models * Product of the Borgward Group 


WRITE, WIRE OR PHONE COLLECT 
THESE CARS & PARTS DISTRIBUTORS TODAY! 


1117 N. Main St. Cc. B. CONDITT MOTORS COMPANY Ft. Worth, Texas 
25 S$. 10th Sf. CONTINENTAL IMPORTS CORP. Minneapolis, Minn. 
436 S. Cameron St. FOREIGN MOTOR DISTRIBUTORS CO. Harrisburg, Pa. 
1680 Ei Camino Real HANSA CORPORATION San Carlos, Calif. 


“THE TIGER” 


THE hansm STATION WAGON 






































OF DURABLE 
ACRYLIC PLASTIC 


FOR THE SUCCESSFUL BUSINESS LOOK! 


What Does Your Business Front Say About Your Company . . . 
Your Products ... Your Service? The sign on your building is 
your “business card” to potential customers. No matter what you 
make or sell—a good front is an important business asset .. . and 
Plasticles Sign Letters give your business distinctive, personalized 
identification that will be looked up to and remembered. 


The Right Sign is Important—Choose sign letters that beautify 
your building . . . that add prestige to your business. Plasticles Cor- 
poration manufactures a wide variety of designs and color combi- 
nations to choose from. 


Send Coupon for 
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| PLASTICLES CORPORATION 
Wustrated Bulletin | 14590 SCHAEFER ROAD - DETROIT 27, miICcH. 

Find out how you can identify your } Mail Illustrated Sign Bulletin to... 

business with colorful Plasticles j N 

Sign Letters. Guaranteed not to i ame 
fade, chip of crack. Get complete i Address. 

| 


information on ‘‘what 
when buying sign letters.” I aerccerpenittrrenticesninttantenieg ODO ices ti icectcerennsntsompin 
a REPRESENTATIVES IN PRINCIPAL CITIES ————at 
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Staal Buick Prompt on Complaints sa 
Dealer Banks on Customer Trust 


By Martin L. Whitmyer 
Staff Writer 

GRAND RAPIDS, Mich. — Cre- 
ating goodwill among customers 
through the building of trust is the 
philosophy on which Harold Staal, 
owner of Staal 
Buick here, oper- 
ates his service 
department. 

‘Trying to 
run a good 
service 
ment is one of 
the hardest and 
most thankless 
jobs in the 
world,” said 
Staal, “because 
no matter what 
kind of service you offer—tele- 
vision, plumbing, automobile or 

what—the first thought the cus- 
tomer has is that you’re a crook. 
There’s little faith in compe- 
tence.” 

As a result, Staal has channeled 
all of his efforts to increase cus- 
tomer trust in his service depart- 
ment. All complaints are settled on 
a goodwill basis, and there’s no ef- 
fort to push parts or service onto 
customers. 

Instead of setting up a heavy 
advertising budget to promote his 
dealership, Staal depends on word- 
of-mouth to bring in new customers 
and keep the old. 

“We are quite liberal on settling 
customer complaints,” Staal said, 
“and sometimes it hurts, It’s hard 
to keep from arguing when we’re 
right, but I’m a great believer in 
word-of-mouth advertising. There- 
fore, we try to settle all complants 
without question.” 

In fact, Staal has set up a spe- 
cial account which is used for noth- 
ing but settling customer com- 
plaints. 

Despite this generosity Staal 
has made money on his service 
department since taking over the 
dealership three years ago. He 
has held to a $5.50 flat rate while 


Goodyear Helps 
Stations Boost 
TBA Volume 


AKRON.—A thorough program 
in merchandising and sales tech- 
nique is paying dividends to gas- 
station operators throughout the 
country. 

Improvement in sales methods is 
a featured phase of the program, 
offered to all oil marketing com- 
panies which merchandise the 
Goodyear tire, battery and acces- 





| sory line. 


Known as the “eight hour train- 
ing clinic,” the program kit is the 
result of eight month’s research by 
Goodyear’s Petroleum Sales De- 
partment, The program was initi- 
ated at the request of the oil com- 
panies for use as an. instructional 
aid to service station operators in 
the company schools. 

A. H. Shafer, manager of petro- 
leum sales, feels that it is a pro- 
gram sorely needed in the TBA 
field. 

“It is a highly competitive busi- 
ness,” Shafer said, “and the con- 
venience to drivers who can fill all 
their automotive needs in one stop 
has increased the potential tre- 
mendously.” 

The program takes into account 
new operators as well as those who 
merely want a refresher course on 
the latest sales and merchandising 
techniques. Use of slides, flip 
charts, blackboard exercises, class 
participation and sound - motion 
pictures is geared to assist the sta- 
tion operator in increasing his sales 
potential, Shafer said. 


McGuire Ford Names 


Customer Relations Aide 
MILWAUKEE. — John McGuire, 


i president of McGuire Ford, Inc., 


announces promotion of Dan Mc- 
Manus to customer relations man- 
ager. 

McManus will be responsible for 
all followup activities on McGuire 
customers and will also manage 
the finance and insurance depart- 
ments of the dealership. 


other dealerships in the area are 


_ Staal said he did not believe that 
a higher flat rate is a deterrent to 
service volume. 


“People don’t mind paying the 
price if they know they’re get- 
ting good service,” he said. 

Gross for the first five months of 
this year is off slightly from the 
January-May period of a year ago, 
but this is due somewhat to a self- 
inflicted decline in bodyshop work. 


Last year Staal went allout to 
expand his body shop business. He 
offered free loaners to customers, 
gave a 20 percent discount on parts, 
and “wined and dined” adjustment 
men to increase his body work. 


In fact, he increased his business 
to the point where administrative 
expenses ate up the profits and the 
shop itself had more work than it 
could do. For eight months of the 
year, the shop worked both night 
and day. 

This year Staal is renting loan- 
ers, giving only a 10 percent dis- 
count on parts and has ceased the 
“wining and dining.” The result is 
that body shop business is off from 
a year ago, but profits have in- 
creased. 

Like most dealers across the 
country, Staal’s biggest problem 
is finding good mechanics. There 
are several schools in the area 
that have training programs 
along these lines, but Staal be- 
lieves the best mechanics don’t 
always come from this source. 


“A good mechanic has this qual- 
ity inborn in him,” Staal said, “and 
no matter how much schooling he 
might have he won’t be tops at his 
trade unless he has that gift.” 

For that reason Staal picks up 
most of his mechanics from gas 
stations or small independent ga- 
rages in the area. He usually picks 
up a young man who likes working 
on cars, but who perhaps has gone 
about as far as he can at the place 
where he is employed. 

He takes him in and puts him 
on the quick service line where he 
works under close supervision. If, 
after a 30-day trial, he shows he 
has the makings of a good me- 
chanic, he is put into another area 
as an apprentice. 

“Once a man is made an appren- 
tice, it is up to us to make it so 
he won’t want to work anywhere 
else,” Staal said. 


Although his service depart- 
ment is considered by the Buick 
factory to be one of the best in 
the country and his absorption 
rate is currently running about 
60 percent, Staal and his service 
supervisors put no pressure on 
customers to have more work 
done than originally ordered, 
The service supervisors go over 
every car that is driven into the 
dealership for service and point out 
to customers things that probably 
should be corrected, but no effort 
is made to high-pressure the cus- 
tomer. 


Since the dealership has no in- 
centive program for service per- 
sonnel, there is little need for the 
supervisors to oversell. Staal said 
he tells his supervisors he wants 








them to treat customers as fairly 
as they treat him. 

Staal, however, has set up a fund 
for followups on jobs in excess of 
$15. He pays each supervisor 20 
cents for each telephone call he 
makes to a customer a few days 
after the service has been com- 
pleted to see if the car is function- 
ing properly and the customer is 
satisfied with the work. 

“It makes the customer feel 
that Staal Buick is thinking 
about him and at the same time 
serves as a followup for the deal- 
ership,” Staal said. 

If there are any comebacks on 
service, the mechanic who did the 

job is responsible for correcting the 
trouble. 

With an average of 75 work or- 
ders written each day, Staal has 
kept his inventory of parts to 2.2 
months, which is well under the 
90-day inventory considered by ex- 
perts to be normal. Obsolescence is 
no problem with Staal. 

Wholesaling of parts accounts for 
approximately 28 percent of Staal’s 
parts sales. The remaining 72 per- 
cent goes for repair order parts. 

Much of Staal’s wholesaling is 
through personal contact by the 
parts manager. Staal also delivers 
approximately half of the parts he 
wholesales. 

As for personnel problems in 
the dealership, Staal has few. 
The service department works a 
five-day week, with only a skele- 
ton crew on hand on Saturday 
for emergency repairs. The me- 
chanics work an average of one 
Saturday in four. He operates 22 
stalls with 19 mechanics on a 40- 
hour week, 

The employes also have some- 
thing to say in the operation of the 
dealership. 

When Staal set up a hospitaliza- 
tion plan, each department was 
represented by two employes, who 
formed a committee to thrash out 
the various plans. The employes 
later voted on the issue. 

Staal’s service operation is on 
three levels—the first for general 
repairs, the second for used-car re- 
conditioning and parking and the 
third for painting and body work. 

* x + 










Tower Controls Operation— 


A service control sheet lets the tower 
operator at Staal Buick, Grand Rapids, 
Mich., know where every car is at all 
times. The dealership writes an average 
of 75 repair orders daily, keeping its 
parts inventory to 2.2 months. 





Well Lighted Stalls an Aid to Efficiency— 


Well lighted work areas at Staal Buick, Grand Rapids, Mich., aid mechanics in giving 
efficient quick service and inspection. The service department operates 22 stalls, with 


19 mechanics on duty at all times. 





RR AN I lt Nl Sl A RE ASR a Tac eCNNe ne 


ne Ae Onan 








IF youd like to make more money 


RAISE YOUR HAND! Just roll an E-Z-Eye Safety Plate 


window halfway down. Let your 
prospect for a General Motors car feel the sun warm his fingers while 
the rest of his hand stays shady cool. E-Z-Eye filters out about half of 
the hot sunrays that pour through untinted glass. It’s the next best 
thing to air conditioning. 


E'-Z: Eye is easy to demonstrate 











Put the prospect in the driver’s seat. Show Explain that in some models the E-Z-Eye Send today fos your free breast-pocket 
her the shaded band that’s scientifically rear window has a band of almost in- folder that’s full of E-Z-Eye sales points. 
designed to shicld her eyes from sun glare. visible mineral coating that rejects 75% Dept. 5640, Libbey-Owens-Ford Glass 
E-Z-Eye gives her a squint-free ride. of the hot sunrays. Keeps back seat cooler. Co., 811 Madison Ave., Toledo 3, Ohio. 
EB on} 
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LIBBEY -OWENS-+ FORD a Great Name in Glass Toledo 3, Ohio 







—— 





70 


By Edgar C. Kroll 
Staff Correspondent 

EL PASO, Tex.—“When you have 
$300,000 invested in a business de- 
voted exclusively to truck sales and 
service, you have to keep your shop 
working to capacity,” says Harry 
H. Graham, part owner and gen- 
eral manager of El Paso White 
Truck Sales Co. 

For over 12 years, this concern, 

which has the largest exclusive 





When this reporter visited this 
company the first time, it was 





stream of moving vans, fruit trucks 
and other types of heavy equip- 
ment. Approximately 40 percent of 
this company’s repair work is de- 
voted to servicing these transient 
units. 

It is a cardinal rule of Graham’s 
that before any major work is done 
on these units, telephone confirma- 
tion is obtained from the truck 
firm’s main office. 


The balance of the company’s 
service work is local plus con- 
siderable work from Mexico, 
whose border is less than a mile 
away. Local truck repair service 
is solicited by Graham’s truck 


AUTOMOTIVE NEWS, JULY 18, 1960 
" To Make Big Investment Pa 


Capacity Operations a White Must 


this highway there is a steady|lucrative service? First of all, 










expect considerable service for his 
money. 

This work cannot be done under 
a “shade tree” system and hence, 
to satisfy the customer, expensive 
equipment must be had. Further- 
more, in this line of repair work, 
“comebacks” can be costly. 


This shop grosses annually about 
$200,000, while the parts depart- 
ment gross is in the neighborhood 
of $500,000. The parts department 
is run by five men, most of whom 
must speak Spanish, in order to 
handle the considerable sale of 
parts in Mexico. 

Graham employs two truck 
salesmen, handling both new and 
used trucks. Inasmuch ag his 

sales are only about 80 new 
trucks per year, no unprofitable 
sales are considered. Truck ‘sales 
gross nearly $1,000,000 per year, 
so it can be seen that it takes 
two very capable men to handle 


he has space. The company is lo- 
cated on a three-acre block of 
which the service department itself 
occupies 12,000 square feet. This 
space enables the dealership to 
service 15 tractors at a time. 

The service department, under 
the management of Dick Payne, in- 
cludes a body and paint shop plus 
a radiator repair shop. 

Under Payne are 25 mechanics, 
all of whom are intensively trained 
either locally or at the factory. The 
shop contains complete diesel tune- 
up equipment and a Clayton chas- 
sis dynamometer which checks all 
overhaul jobs under regular road 





salesmen, who make regular calls 
on all truck owners in this vicin- 
ity. 

How does Graham retain this 


Truck Expert— 

Harry H. Graham, general manager of 
Paso White Truck Sales Co., El Paso, 
Tex., makes a $300,000 White truck 
dealership pay by operating at capacity. 
The company has the largest service de- 
partment devoted only to trucks between 
Dallas and Los Angeles. Plenty of space 
plus adequate equipment are part of 
Graham's formula for success in the serv- 
ice department. 


doubtful whether a compact car 
could have been squeezed into the 
shop. Upon being asked if this was 
unusual, Graham _ emphatically 
stated, “No.” What was the answer 
to this steady flow of business? 

El Paso is located on the main 
southern highway connecting the 
East and the West Coast and is the| house here has been moved to 
largest city (almost 300,000) be-| larger quarters at 1460 Northside 
tween Dallas and Los Angeles. On| Drive, N.W. 


the Carton” 
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conditions. 


wheels, and is 


Grey-Rock Moves in Atlanta 
ATLANTA. — Grey Rock’s ware- 









Attention! 
ALL DEALERS AND SHOPS 


“Official” now makes available 
THREE FREE polishing discs 
to you with each carton 
you buy. This is the time 
to get in on this 

“BIG THREE Bonus Offer. 


In Constant Use Internationally, ON MAJOR AUTOMOTIVE 
ASSEMBLY LINES, BY NEW AND USED CAR DEALERS, PAINTERS, 


POLISHERS AND REFINISHERS Setting the pace in this fast-growing family of polishing discs, 
the “Official” All-Purpose Polishing Disc is a rugged champion, acclaimed for every polishing need. 
Engineered especially for today’s conventional and acrylic lacquer finishes, it’s made of 100% combed 
virgin wool permanently secured to a rugged duck backing. Sizes 744” and 84” diameter, with 14” and 
}4" holes. Each disc is individually packaged in a moisture-proof, dust-proof polyethylene envelope. 
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The dynamometer can take up 
to a 300-horsepower engine at the 


handle tandem-axle tractors. This 
equipment cost more than $20,000. 

Graham remarked that, when an 
average overhaul job will cost 
$1,000 and in some instances up to 
$5,000, the customer is entitled to 
















this job. 

Graham firmly believes that it 
is far better to have two or three 
“real salesmen,” who know trucks 
from front to back and who are 
capable of appraising used trucks, 
rather than having a half dozen 
salesmen getting in each other’s 
way and bothering him with hun- 
dreds of needless questions. 

The above is true with all his de- 
partments — get quality men and 
forget the rest. It produces results 
and keeps waste, duplication and 
above all overhead down to a mini- 
mum. 


also equipped to 






Specialty Shops 
For Repairs Eyed 
By 2 Canadians 


TORONTO.—The idea of build- 
ing “an auto world”—a car repair 
shopping plaza—is being nursed by 
two young and enterprising Toron- 
to businessmen who already have 
achieved singular success in the 
muffler replacement field. 

Each “store” would specialize in 
some repair job—steering, brakes, 
transmission, muffler, body, glass, 
speedometer, tuneup. 

To entertain the customers while 
they’re waiting for their cars, the 
owners would have a bowling alley, 
a swimming pool, a skating rink 
and a movie theater. 

To anybody but Jerry Mandell, 
27, and Zel Serber, 28, this must 
sound like another youthful pipe 
dream, 

But Mandell and Serber have 
been talking this way since college 
days. And they already have made 
a@ spectacular success of a new 
business the “experts” said was 
impossible. 

Three years ago the two young 
men were in overalls and welder’s 
helmets, installing mufflers in a 
King St. garage. Today you”ll find 
them in business suits at their new 
muffler replacement shop in Wil- 
lowdale—the fourth area shop in 
their setup. 





Arvin to Expand 
Ind. Muffler Works 


COLUMBUS, Ind.—A major pro- 
gram for expansion of its muffler 
and exhaust system manufacturing 
facilities in Seymour, Ind., has been 
announced by Arvin Industries, Inc. 
The program calls for increasing 
the size of the present Seymour 
North plant to a total of approxi- 
mately 350,000 square feet of space, 
according to Glenn W. Thompson, 
Arvin president. 

The addition, a steel column and 
beam type structure, will be located 
on the site of the present factory 
parking lot and on recently pur- 
chased property. 


Curtiss-Wright to Make 


Manual Impact Wrench 

NEW YORK.—Curtiss-Wright 
Corp. has announced the acquisi- 
tion of exclusive worldwide manu- 
facturing and sales rights for the 
Swench—manually operated impact 
wrench—from Swenson Engineer- 
ing, Branford, Conn. 

William MacEwen, general man- 
ager of the Marquette Division of 
Curtiss-Wright, said that produc- 
tion of three models of the mainte- 
nance tool will start immediately 
at the division’s Cleveland plant. 
A nationwide sales organization of 
distributors is being set up for mar- 
keting the new products. 
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‘Media Must Cleanse Selves’ ... 


Auto Advertising 


By Martin L. Whitmyer 
Staff Writer 

“A critical turning point in the 
development of advertising and its 
media has been accelerated by lack 
of trust among people,” according 
to Felix W. Coste, president of Out- 
door Advertising, Inc. 

Speaking before the annual 
meeting of the Advertising Assn. 
of the West in Mexico City, 
Coste said “all advertising media 
must cleanse themselves of prac- 
tices subject to valid criticism or 
suspicion.” 

In the search for believability, 
Coste suggested brevity as an anti- 
dote to incredibility. “It will become 
an axiom of the business,” Coste 
said, “that the long text not only 
loses the audience; it invites trou- 
ble.” 

Another responsibility of media, 
Coste said is to “learn not only the 
fundamentals but the current re- 
finements of marketing, They must 
learn them as they apply to many 
types of products and many special 
situations. They must be able to 
analyze marketing problems ex- 
pertly. They cannot just repeat over 
and over the magic totals of audi- 
ence, reader impressions, circula- 
tions, or whatever has been con- 
jured up to overwhelm the un- 
sophisticated advertiser—a fast dis- 
appearing species,” Coste said. 

In order to do something about 
the joint problems of media, 
Coste suggested a media confer- 
ence on responsibility, at which, 
after a period of preliminary 
study, a picked group would re- 
port and make specific recom- 
mendations, He offered the serv- 
ices of OAI for organizing the 
conference after consultation 
with other media representatives. 

“The more media understands 
marketing,” Coste said, “the less 
tendency there will be to accept ads 
for which a medium is not de- 
signed. 

“Right now some media—most 
media—will take anybody’s ad 
which is legal and doesn’t offend 
good taste, that is, outrageously of- 
fend good taste. 

“We in media must be able to 
counsel our advertisers, acknowl- 
edge our limitations, prove our con- 
tentions and win advertisers’ re- 
spect,” Coste said. 

* * 


Ford Motor Ups Hefty 


Robert W. Hefty has been ap- 
pointed manager of the news de- 
partment of Ford Motor Co., suc- 
ceeding Kenneth Gregory, who was 
appointed man- 
ager of the com- 
pany’s regional 
public relations 
office in Atlanta. 

U. Hayes Holm- 
es, the former At- 
lanta manager, 
was named man- 
ager of the Cleve- 
land office. 

Hefty joined 
Ford in 1952 as 
supervisor of em- 


R. W. Hefty 
ploye newspapers and transferred 
to the news department in 1954. He 
has been press relations manager 
since 1959. 


* * * 
Newspaper Car Ads Up 35% 


Car advertising in newspapers 
increased 35 percent in the first 
quarter of the year over the same 
period of 1959, according to the 
Bureau of Advertising of the Amer- 
ican Newspaper Publishers Assn. 

The total expenditure, including 

promotion of foreign as well as 

domestic cars, was $31,455,000 
against a 1959 figure of $23,385,- 
000 


The greatest percentage increase 
was made by the compacts, with 
newspaper advertising for the 
group totalling $7,779,000 in 1960 
and $2,549,000 in 1959, a gain of 
205 percent. 

It also was pointed out that car 
advertising in newspapers was sub- 
stantially greater than the combin- 
ed total for magazines and network 
television, Magazines’ total for the 
first quarter was $15,549,000; tele- 
vision’s $11,986,000, according to 
Publishers’ Information Bureau, 
The newspaper total was 14.6 per- 
cent above the magazine-television 
total. 

The only newspaper classification 


showing a drop was the “low- 
price” group, down 25 percent, This 
was interpreted as a logical result 
of the emphasis on compacts, 

However, the total for low-price 
and compacts showed a gain of 34 
percent over 1959. 

Following is a tabulation of 1960 
and 1959 first-quarter advertising 
Cxpenaitanes in newspapers: 

ce 


1960 1959 
..$ 1,695,000 $ 1.340,000 26% 
Medium 11,179,000 8,996,000 25 
Low .. 5,533,000 7,381,000 — 2 


Com- 

pacts 7,779,000 2,549,000 
Foreign 2,115,000 
Other* 3,154,000 1,606,000 


Total $31,455,000 $23,385,000 -+- 35% 
*Combination copy, sport cars and insti- 
tional, 





* oa . 
Predicasts Goes Nationwide 


Predicasts, a forecast publica- 
tion, is being made available on a 
national basis following a limited 
marketing program this spring. 

new publication hag been 


hailed as a tool in the fields of 
market and financial analysis as 
well as general business man- 
agement. 

Predicasts, which will be publish- 
ed quarterly, draws its information 
from more than 200 leading trade 
journals covering all fields of con- 
sumer and industrial manufactur- 
ing activity. It is anticipated that 
these sources will provide upwards 
of 20,000 product listings per year. 

* * * 


Mack Celebrates with Photos 


Mack Trucks is marking its 60th 
anniversary with a six-piece direct 
mail series featuring prints of 
Mack models dating back to 1900. 

The theme is, “They’ve Worked 
Their Way Into The Language,” 
and each piece emphasizes design 
and engineering milestones which 
over the past 60 years have made, 
“Built Like a Mack,” part of the 
language, the company said. 

Each individual print is enclosed 
in a folder which carries a detailed 
description and specifications of 
the antique truck. 

The first bus in America, a 1900 
Mack was the subject chosen to 
kick off the campaign. It was fol- 
lowed by a 1906 seat-over-engine 
brewery truck and currently being 





Ad Citation— 


Arthur M. Hannifin, left, president, Los 
Angeles District Mercury Deolers Assn., 
accepts an award from Robert M. Light, 
president, Southern California Broadcast- 
ers Assn. Award was made by SCBA in 
recognition of PDQ (Price-Deal-Quality) 
Mercury as one of the most effective and 
creative radio campaigns executed by an 
advertiser during 1960 and was a salute 
to the Mercury dealers and to their 
agency, Kenyon & Eckhardt, Inc., Los 
Angeles. 


ton dump truck. Scheduled to fol- 
low in the coming months are a 


two-ton panel truck, and a 1916 
five-and-one-half-ton AC Bulldog 
tractor-trailer. 

The print series is being mailed, 
through the Mack field organiza- 
tion, to the company’s prospects 
and customers, 

* * +* 


2 PR Agencies Merge 


Zachary & Liss, Inc, and Martin 
Front Associates have announced 
their merger and the formation of 
Zachary, Liss and Front, Inc. 


The public relations firm is lo- 


|cated at 75 E. 55th St., New York. 


* * * 


Personnel Changes 


Paul J. Hassett from retail adver- 
tising manager of the Chicago Sun- 
Times to manager of a combined 
Sun-Times and Chicago Daily News 
retail advertising department ... 
Robert C. Henderson from sales 
manager for general advertising to 
sales manager for display advertis- 
ing for the Sun-Times and Daily 
News, 

Vernon A. Langille, a member of 
the company’s public relations de- 
partment for the last four years, 
to Midwest public relations man- 
ager for Firestone Tire & Rubber 


mailed is a print of a 1907 seven-! 1911 rotary pumper fire truck, 1913) Co. 
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LION OIL COMPANY 
A Division of Monsanto Chemical Company 
Dept. AN-B, El Dorado, Arkansas 


EL DORADO, ARKANSAS 





LION OIL COMPANY 


A DIVISION OF MONSANTO CHEMICAL COMPANY 





Please send me complete information about how I can make money 
with Lion Nokorode Cork Undercoating. No obligation, of course. 








WIRY TNC 








WANTED 


(To Sell Lion Mokorode. Cork Undercoating)| 


Service Manager or Owner of 
Medium-Sized or Large Automobile 
Agency Interested in Extra Profits 
of $15 or More Per New Car Sale. 
If You Want to Take Advantage of S - 
this Wide-Open Market, Fill Out the 
Coupon Below and Mail It Today. 
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Extra Copies Available .. . 


1960 


Automotive News 
ALMANAC 


Order One For Your... 
@ Sales Department 
@ Service and Parts Department 


By John E. Walsh 
Staff Writer 


ERNDALE, Mich. — Service 

is available all day long and 
half the night at Hodges Auto 
Sales, Inc. Except for foreign-car 
owners, that is. 

Hodges em- 
braces three deal- 
erships in the 
North Woodward 
community — 
Hodges Auto 
Sales (Dodge), 
Hodges Foreign 
Sales, Inc, (Re- 
nault - Peugeot) 
and Mason Plym- 
outh-Valiant. 

Each dealership 
has its own shop force, but only 
Hodges Auto Sales (the parent 
firm) operates two shifts. The shop 
is open from 7:30 a.m. to 1:30 a.m. 
five days and a half day on Satur- 
day. 

Each dealership also handles 
its own service business separate- 
ly, but any work that the Plym- 
outh-Valiant outlet can’t accom- 
modate during its daytime shift 
is sent “up the street” to the 
parent firm, where the night shift 
can do the work. 

There are a service manager, two 
service salesmen and 12 mechanics 
on each shift at headquarters. Wil- 
liam Graham, a veteran of 32 years 
with Hodges, is service super- 
intendent for the {three outlets. 

* * 











J. A. Mason 





e Engineering Staff 


e Library 
$2.50 PER COPY 


Automotive News 
965 East Jefferson Ave., Detroit 7, Mich. 


ho was founded 35 years 
ago and is headed by James A. 
Mason, former treasurer of the 
National Automobile Dealers Assn. 
Earl Orr is vice-president and gen- 
eral manager. 

The imported-car owner must 
have his work done in the daytime 
because the job usually requires 
special tools and special mechanics, 
who work only days, according to 
Orr. 

Service hag been a big part of 
the Hodges operation since the 
outbreak of World War II when 
the dealer had to look elsewhere 
for survival with the suspension 
of new-car production, Orr said. 

“Since that time we've placed 
more emphasis on service than 
most dealers,” he added. “In our 
showrooms our new-car salesmen 
stress that ‘we service what we 
sell.’ We start selling service when 
we close the new-car sale. 

“We try to make all our custom- 
ers, both new and used-car buyers, 
feel they are part of the ‘Hodges 
family,’ and I think we do a good 
job because 75 to 80 percent of our 
new-car business comes from re- 
peaters, people who have brought 
their cars to us for service for 
years,” Orr said. 

* 











how much 


did you spend on decals and letter- 
ing for your driver education cars 
last year? 


Compute the cost for yourself! Just 
add the cost of the lettering and decals plus the cost of refinishing the car when it 
is taken out of service. That last PLUS is what really counts in your cost isn't it? 






* * 


ODGES has a time-payment 

plan for service customers who 
wish it, he added, but the biggest 
share is cash business. 

“Since our loyalty should be to 
our own makes of cars, we don’t 
encourage non-Chrysler business. 
We have all the work we can han- 
dle right now, and our volume is as 
good as any place in town. 

“Since January,” Orr continued, 

“our service absorption has aver- 
aged 77.17 percent per month, In 
May, an average month, our parts 
business and service labor at the 
three shops totalled $77,419.44.” 

He said the absorption rate this 
year is running a little higher than 
a@ year ago, and that the number 
of repair orders written daily also 
is up. ROs now average about 140 a 
day for the two shifts at the main 
shop, he said. 
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BUMPA-TEL OFFERS YOU THESE EXCLUSIVE FEATURES 


@ No Damage to the Car. 


@ May Be Transferred to Next Year's 
Models for Only $4.00 Cost of New 
Mounting Brackets. 


@ The Sign Last for Years, Giving You 
Savings for Years to Come. 


U. $. Pat. No. 2,816,377-——Can. Pat. No. 549499 





* * 


JoPars believes firmly that a 
shop’s quality is no better than 
its employe relations, he said. And 
Hodges is convinced that both its 
quality and working conditions are 
tops, he added. 

“Our men are among the best 
paid in the area, we have good 
fringe benefits and it’s our policy 
to develop our own talent, to 
bring the men along to take more 
responsibility,” said Orr. 

“We hold our own training ses- 


Order both —the Front and Rear sign for Maximum Coverage! 


BUMPA-TEL 


201 N. FRONT 

SIGN CO. wounps. ILLINOIS 
Lee C. Barrett, Rep. 

Haddonfield, N. J. 


REAR SIGN ‘ettered (Enamel) 


Lettered on full Scotchlite ... $37.50 


FRONT SIGN lettered (Enamel) 
Complete with One Set of Mounting Brackets 


GIVE MAKE & MODEL OF CAR Prices Delivered 
205 Haddon Ave. 











Hodges Stars in Both Domestic, Imports. . . 
Service Is Available 


18 Hours Every Day 


sions with our supervisory em- 
ployes as instructors, and the men 
are sent to the Chrysler Service 
Training Center periodically for re- 
fresher courses. 

In line with the company’s policy 
of promoting from within the 
ranks when possible, Orr said all 
service salesmen are chosen from 
among those who have served in 
other shop jobs for some time. 

& * ck 


MPLOYE turnover is small, but 

when new help is needed 
Hodges usually relies on the rec- 
ommendations of its own employes, 
Orr said. New men usually come 
from other dealerships in the area, 
independent garages and filling 
stations. 

Occasionally Hodges takes on 
@ graduate in auto mechanics 
from a local high school, Orr said, 
calling such classes “an excellent 
source of good recruits in these 
times when many shops have a 
critical shortage of help.” 

All newcomers must start on the 
night shift, for which a premium 
is paid, unless the worker he re- 
places prefers to continue on the 
night side, Orr said. 

All shop men work on salary, 
share in profits over a six-month 
period (this is a companywide pol- 
icy for all employes) and receive 
monthly bonuses based on their 
work volume, Orr said, 

Fringe benefits include paid two- 
and-three-week vacations, an extra 
week’s pay at Christmas and hos- 
pitalization and life insurance in 
which both the company and em- 
ploye participate, he continued. 

* ot oa 


RR said the men prefer the 

straight salary and monthly 
bonus plan to sharing a flat-rate 
fee. 

“This has resulted in better 
harmony in our shops,” he ex- 
plained. “We want quality work 
and we don’t think you can 
achieve it if a man is hurrying 
through one job to get at another 
in order to increase his work 
volume. 

“And under our setup no me- 
chanic feels he is being given the 
less attractive jobs,” Orr said. “We 
have no specialists, generally 
speaking. Every one is willing to 
do whatever work he’s assigned to 
do. 

“Hodges also feels that a me- 
chanic’s weekly work volume 
should total 200 percent of his sal- 
ary,” he continued. “And it works 
very well. Our men are industrious, 
and there are no loafers. They all 
pitch in to boost the total shop 
volume; it pays off in bonus 
checks.” 

a ca * 

N ADDITION to the three sep- 

arate shops, there are bump and 
paint facilities at the Dodge and 
Plymouth-Valiant outlets. The 
Dodge shop handles work for the 
Renault deal and occasionally for 
neighborhood dealerships, 

There are five men in the Re- 
nault shop handling all types of 
foreign makes, Orr said. 

“They're all highly trained in 
servicing imported and sports cars. 
Two come from Germany and one 
from Italy. 

“We have some import parts 
problems and there is some delay 
in getting them,” Orr said. “But we 
maintain a good supply of Renault 
and Peugeot parts and pick up 
other parts we need around town.” 

+ * * 


Tos main shop (Dodge) carries 
an auto and truck parts inven- 
tory, worth about $90,000, which 
turns about four times a year, he 
said. The shop also has “a few 
good-sized wholesale accounts,” he 
added. 

The Plymouth-Valiant outlet’s 
parts inventory totals only about 
$15,000, but it can draw on the 
main shop’s supply when immedi- 
ate help is needed, he said. 

Mason said 36 of the firm’s em- 
ployes, covering all departments, 
have a service total of 668 years, 
or an average of 18.6 years. He has 
been with the firm 35 years and 
Orr 15 years. 
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zenpost for the Sixties 


In the first half of 1960, Look carried 

787 advertising pages, a 137-page increase 

(21.1%) over the first half of 1959. 

This is the largest page gain in the major weekly field. 


Look advertising revenue reached $27,603,000- 
up $6,877,501 (33.2%) over first half 1959. 

This is an all-time high 

for any six-month period in Look history. 


The five-year record, 

first half 1960 versus first half 1956, 

shows Look has gained more advertising revenue 
than Life and Post combined. 





SUCCESS 18 a Journey—not a destination 
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Salesman Assigned to Service List... 


How Chevy Dealer Keeps Growing 


By Sanford Markey 
_ Staff Correspondent 


ORAIN, O.—There’s an old saw, 
“like father, like son.” 
In the case of the Beck’s of Lo- 
rain Avenue, it’s a proven adage, 
except that Bob 
Beck, who now 
operates the larg- 
est Chevrolet 
dealership in the 
area, put an 
atomic-era twist 
to the expression. 
In father’s day, 
automobile sales 
and service were 
important; today, 
they’ve become so 
vital that the 
automotive dealership is an inte- 
gral, pulsating factor of daily life, 
and for Bob Beck the Chevrolet 
dealership is as pulsating as life it- 
self. 

And life for Beck has been a 
pulsating, throbbing 48 years that 
em a tour on the profes- 
sional vaudeville stage at the age 
of 5 as “Lela and Bob—Song-and- 
Dance Team,” Lela being his sis- 
ter. The team hit the principal 
show places in Ohio, Indiana and 
Michigan for two years, until, as 
Beck puts it, “my voice changed.” 

This flair and yen for showman- 
ship never left young Bob. His 
family started in the auto business 
in 1917, and his father became a 
Chevrolet dealer in the spring of 
1930. Bob went to work for his dad 
and has done every job “from 
sweeping out the floors, to chang- 
ing plugs, selling cars and running 
a dealership.” 

+ 





Bob Beck 


per for two years, he has 
always been in the automotive 
field; the two years’ absence came 
when “I thought the grass was 
greener on the other side so I went 
to work selling for a film-show 
company.” 

In 1945, Beck had learned the 
“grass was not greener,” contacted 
General Motors, obtained a Chev- 
rolet dealership at Navarre, O., was 


British to Step Up 
U.S. Truck Sales; 
Exhibit Is a Hit 


NEW YORK.—As a result of 
favorable reaction at the New York 
British Exhibition to the first com- 
prehensive display in America of 
British commercial vehicles, manu- 
facturers expect to expand import- 
ed truck sales by more than $5 
million in the next 12 months. 

“Our manufacturers are unani- 
mous in confirming real sales re- 
sults, although we had originally 
regarded our participation as most- 
ly for prestige purposes,” said R, A. 
B. Learoyd, president of the British 
Automobile Manufacturers Assn. 
and chief executive in the United 
States for British Motor Corp. 

Visitors to the show displayed 
interest in light delivery vans, mo- 
torized caravans, taxicabs and 
diesel trucks for heavier duty, he 
said. 

Last year, Britain exported over 
6,000 commercial vehicles to the 
U.S. for a value of over $6% mil- 
lion, the majority built by English 
Ford. During the coming year the 
British motor industry target is to 
increase such sales to over 10,000 
units, with additional imports from 
BMC, Leyland, Rootes, and Smiths 
Delivery. 

Commenting on the exhibition, 
which closed June 26, Leyland 
stated that Americans were sur- 
prised to find that Britain is a 
major commercial vehicle producer 
and that Leyland is the world’s 
largest exporter of heavy-duty ve- 
hicles. Leyland reported sales of 
their show stock of 10 diesel trucks 
for a value of over $75,000. 

Rootes Motors stated that all five 
light trucks on their commercial 
vehicle stand had been sold and 
that substantial orders had been 
taken for the Hillman-Commer 15- 
hundredweight vehicles, particular- 
ly the motorized caravan. 

BMC commented that visitors ap- 
preciated that the quality of im- 
ported cars Was passed on to com- 
mercial] vehicles, including the Nuf- 
field tractor. 





back in Lorain in 1954. The record 
he has chalked up since then is not 
only highlighted by the spanking 
new dollar-smart expansion he has 
undergone, but figures that tell the 
story: 

1954 1960 


Total Employes 30 56 
Total Dollar Sales $1,500,000 $3,000,000* 
Total New Units 430 800* 

* Estimate 

Behind the figures rest the story 
of promotion, sales know-how and 
service. 

Beck is justifiably proud that the 
average age of his sales force is 
31% years; that his ratio of sales 
personnel to parts and service is 
highly favorable: 15 sales, 25 serv- 
ice and five parts. 

i * * 

“q)UR men, although young, are 

experienced, and we have 
trained them to sell the Beck way; 
a friendly, courteous but, never- 
theless, an effective follow-up and 
thorough-going way,” declared 
Beck. 

“A dealership is as good as its 
personnel. We check the back- 
ground of the men we hire, and al- 
though most of our men are young, 
age is not the main factor,’ he 
added. 

Service is one of the top prin- 
ciples in the dealership. “We give 
each customer what he spends his 
dollar for; we do not and never 
will sell him something he does not 
need and does not ask for,” he said. 

“We service as if it is our own 
car—or the mechanic’s own car. 
In this way we not only retain a 
customer for service; we have 
made a customer for his next new 
car, and we know by the repeat 
sales we have made that this 
has been highly successful. Our 
customer has formed the come- 
back habit. We know that by the 
effort we put forth.” 

There is also a close working 
relationship between the _ service 
and sales departments, and “there 
is a salesman assigned to our serv- 
ice department.” The success of the 
close relationship, said Beck, is evi- 
dent by the continued growth in 
sales, “when you stop to consider 
that Ford has a major plant lo- 
cated in our backyard, yet we out- 
sell our competitors constantly.” 

Not only does service help in the 
outselling, but Beck has never for- 
gotten the flair of his vaudeville 
days, and promotion is a major 
policy along with his advertising 


programs. 
A “RED COAT” and a “red cane” 

promotion deal was highly suc- 
cessful. All sales personnel wore 
red coats, made house-to-house vis- 
its in promoting Beck to the point 
where the red coat and Beck were 
Synonomous. Beck estimates that 
up to $40 is spent per car on pro- 
motions. 

Along with promotion, the deal- 
ership has undergone a major re- 
modeling program for the 122,000 
square feet of space. Its service 
department now has 15,294 square 
feet; parts, 7,052, and the new-car 
unit, 4,347. ' 

Parts sales is another key factor 
in the dealership’s success. 

“We've customers who come 
from as far as 50 miles for parts, 
because they know we carry a 
full and continuous inventory, 
closely checked,” he said. “We’re 
the fourth largest parts dealer in 

7 * * 


cane! 





Before and After Beck's Big Cleanup— 


Remodelling of the service department has been a business-builder for Bob Beck Chevrolet, Lorain, O. Beck has built his op- 
eration to the largest volume-wise in his area, despite the fact that Lorain headquarters a booming Falcon-Comet plant. Among 


the zone, averaging $22,000 in 
parts. 


“We maintain personal contacts 
with our clientele and have estab- 
lished a close phone service where- 
by customers can telephone, and by 


the time they have arrived at the| | 


window, their part is ready for 
them. It saves time both for them 
and for ourselves.” 

Used-car sales is another impor- 
tant ingredient in the Beck format. 
Although the dealership is whole- 
saling 15 percent of its cars this 
year, normal sale in the past was 
20 percent. 

“As our trading area expands 
through more people moving into 
this population growth portion of 
Ohio,” Beck predicts, “increased 
volume will be realized and such 
factors as courteous service, com- 
plete parts inventory, and ‘hospital 
clean’ layout will continue to make 
the dealership top in this area.” 





Service and Parts Managers Meet— 


The Dodge Service and Parts Managers Club of Los Angeles heard Jim Smith, left, 
president, Parts Wholesalers, Inc., describe parts availability and a comparison of 
competitive companies. Bill Hull, center, outgoing president of the club, conducted 
the meeting. M. M. Warmack, right, Dodge Los Angeles regional service manager, also 
addressed the group. The club's new officers include Dave Berg, president, Long 
Beach; Lee Brewer, Santa Monica, vice-president, and Reid Parker, Huntington Park, 


secretary-manager. 


Tourists Double Warranty Work 


(Continued from Page 16D) 


returned to Nolte for reading at 
the meeting later. 
* * 


Credit a Problem 


teem is a problem in most any 
tourist town. At Gaudin any 
job over $100 requires a $100 cash 
deposit before mechanics “open her 
up.” No out-of-state checks are ac- 
cepted, though Union Oil Credit 
Cards can be used. 

Financing of repairs is not 
done by Gaudin, though regular 
customers living in the Las Vegas 
area, with good credit, are given 
90 days in which to pay for ex- 
pensive repairs or air-conditioner 
installations. 

The service staff at Gaudin con- 
sists of 10 line mechanics, of which 
three specialize in automatic trans- 
mission and air-conditioning work. 
(75 percent of Gaudin new cars are 
sold with air.) 

As Nolte puts it, “These three 
men are 100 percent busy. I wish I 
had five just like them.” 

There is also one get-ready man 
who works in space at another 
dealership owned by Gaudin. 
(There is no get-ready space at the 
Ford location.) The used-car man, 
like the get-ready man, is paid a 
flat salary. 

Two lube men, who do automatic 
transmission service, muffler and 
tailpipe replacement and shocks, 
are on a 50-50 share of customer- 
paid labor. 

The parts manager and his two 
counter men are paid a flat salary 
plus percentage override on both 
wholesale and retail parts sales 
from a $95,000 stock. The parts 
stock man and Kardex clerk are 
on salary. 

* * * 
yuzs is paid a salary with per- 
centage of paid labor. The two 
service writers get a salary and 
2 percent of paid labor they write. 

According to Gaudin figures, 
four of the mechanics average 
over $200 per week, with the low- 
est man running slightly over 
$125. 

Also on salary is a janitor and 
two porters, who not only run cars 
but take care of wash jobs and 





undercoating. One of them (who 
has been with the company a good 
many years) is so skillful that if he 
is delivering a car which does not 
seem to be functioning properly, 
he will return it to the shop for 
checking. 

Porters have been carefully train- 
ed to watch for new customers 
coming into the lot and when 
Henry or the two service writers 
are not able to attend them imme- 
diately, the porters make it a point 
to greet each customer and indi- 
cate that the service writer will be 
over shortly to take care of them. 

As Nolte puts it, “If you'll just 
recognize a customer, they’re usu- 
ally more than glad to wait until 
you can take care of them.” 

Ba * * 


Area Cut Up 


— service area is badly 
cut up. There is one building, 
about 50 by 50, with room for four 
cars along one wall, The parts de- 
partment counter is on the other 
wall. 
Attached to this is a six-stall, 
35-by-75-foot area covered by a 
canopy. Next is a small 20-by-25- 
foot building with front-end and 
brake equipment. Next to this 
building, but facing backward 
onto an alley, is the tuneup shop. 
A half-block away is a parking 
lot on which all customers’ cars are 
kept until brought to the shop for 
service, Nolte admits that much 
time is wasted by his men going 
back and forth to pick up cars for 
work. The three new-car get-ready 
stalls are located at another Gau- 
din dealership, 13 blocks away. 
Shop equipment includes a new 
tow-truck; four twin-post hoists; 
overhead lube, air and water reels; 
a new front-end machine; brake 
machine; tuneup equipment includ- 
ing a ’scope, and a valve machine, 
plus jacks and hand tools found in 
every dealership. Two Ford loan- 
ers are considered part of shop 
equipment. They are given to 
steady customers at no charge. 
Two weeks after Nolte arrived 
at Gaudin Motors almost a year 
ago, he asked everyone to show up 
on Saturday when the shop was 
closed. They removed junk, steam- 





Beck's highlights are assignment of a car salesman to the service department and a full and continuous parts inventory. 


cleaned and scraped floors and 
walls until the shop was spotlessly 
clean. About three months ago op- 
eration “Cleanup” was repeated. 
Gaudin management was so im- 
pressed that after the second clean- 
up was finished, they took the en- 
tire service crew out for dinner. 

“No meeting, just good steaks 
and thanks,” Nolte said. 

* * * 

URING the tourist season some 

25 percent of total business is 
visitors. Accordingly, Nolte has 
evolved a basic method of handling 
out-of-state cars. 

He says, “I put everything pos- 
sible on the repair order, listing 
every item that should be done. 
If you don’t have it on the re- 
pair order you don’t have a 
chance in the world if they com- 
plain or have trouble with their 
cars later on.” 

A big trouble, and one unique to 
Las Vegas, is that visitors will 
occasionally come in for service 
and leave the car several days. 
During this time they visit a gam- 
bling casino and may lose practi- 
cally all vacation funds. According- 
ly, when such a customer returns 
to pick up the car it’s natural to 
complain about price in an attempt 
to get a reduction or charge the 
work. 

Even the sale of new cars in the 
Las Vegas area brings about a 
unique service problem, By virtue 
of location, Las Vegas is several 
hundred miles over flat, hot coun- 
try from any other city of size. 
Drivers have no desire to spend 
any more time crossing this coun- 
try than necessary. Accordingly, 
they drive most brand-new cars 
flat out, Seldom is a Las Vegas- 
bought car given a decent break-in 
period. 

Most owners seem to figure, 
“Well, it’s guaranteed. I'll just 
drive hell out of it and send them 
a bill if it blows up.” 

What Nolte says about such war- 
ranty claims did not result in a 
printable discussion. 

+ 7 og 
EN asked what he considers 
the most important thing a 
service manager should know, 
Henry replied, “When to listen. 

“We listen to the whole story of 
people’s troubles and complaints. 
We don’t care how long they 
want to talk. We'll listen right 
to the bitter end, because then 
we know everything that’s mak- 
ing them uphappy and have the 
best chance of doing it right. 

“Of course, when we goof (and 
we do once in a while) we try to do 
everything possible to make the 
customer feel good. There’s no 
question about it, if you can keep 
the customer from getting mad 
you've kept the business in the 
shop.” 


Retslaff Dodge Quits 
NEW ULM, Minn.—Retslaff Mo- 
tor Co, (Dodge) here has discon- 
tinued business. The firm has been 
in existence since 1913, 
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How Lark Deal Keeps Customers... 





Afton Uses 


Backshop 


To Cement the Sale 


By William Carroll 
West Coast Editor 


| fap eee oh a cam Calif. — Aggressive 
dealers are expanding right and 
left, each shooting for new goals 
in sales and service. Here’s how a 
long-time Studebaker dealership 
operates on the principal of main- 
taining profitable business through 


End-to-End Stalls 
Boost Productivity 


Each Bay at Sutherlin 
Has Its Own Door 


By George H. Watson 
Staff Correspondent 
ELL CITY, Ala.—A novel lay- 
out of a service department 
which seems to work out well for 
a small shop is that of Sutherlin 
Chevrolet Co. here. 

The service department has 
four Overhead doors on each side 
and a customer can drive to any 
bay that is not occupied. Service 
equipment, including motor test- 
ers, benches, air outlets and the 
like, are located down the center 
of the building instead of against 
the side walls. Thus they are 
available to service cars entering 
from either side of the building. 

Under this arrangement, it is not 
necessary to maneuver a car into 
place after it enters the building. 
It is already in place and ready to 
be worked on. 

When the mechanic finishes the 
job, the car is simply backed out 
the same way it came in. If the 
customer is not there to take the 
car, it is parked on the parking lot. 

a *~ oe 
XCEPT in cold weather, the en- 
trance doors on both sides of 
the shop building are kept open. 

This makes for more light and 
air in the service department and 

the customers like this “open 
door” policy. All they have to do 
is to pick a bay that is unoccu- 
pied and drive in. 

The big advantage is in the com- 

pactness of the arrangement. Cars 
get in and out easily. The layout 
also makes possible a central work 
alley which takes up a minimum 
of room, yet makes all tools and 
equipment easily available to each 
side. ‘ 
Service Manager R. F. Boat- 
wright believes this arrangement 
cuts to a minimum the elapsed 
time that a mechanic has to wait 
between jobs. 

Boatwright supervises his me- 
chanics carefully to see that they 
immediately requisition any needed 
parts from the parts department. 
He does this so that there will be 
no waiting for parts, even if some 
items have to be ordered from a 
wholesale house. 

“Anything that can cut down 
non-productive time in the shop 
is money in the pocket of the 
company,” said Boatwright. 

“Our mechanics, who work on a 
50-50 basis, are pleased with the 
arrangement as they can make 
more money. Each one has his own 
outlet and is not ‘fenced in,’ as so 
often happens in a big shop.” 

* * * 








Open-Door Policy at Sutherlin— 


consistent attention to service 
work. 

“As far as we’re concerned, 
sale of a car is only an introduc- 
tion. to our place of business,” 
says Charles A. Haisler, general 
manager of Frank H. Afton Co., 
Inc. (Studebaker and Mercedes- 
Benz). “Whether we cement that 
friendship depends wholly on the 
service department. 

“Mr. Afton says that sale of a 
car “igs only 25 percent based on 
contact with the salesman,” Haisler 
continued. “The other 75 percent is 

based on contacts with the back- 
shop. 
* * * 

Ls at it this way: A salesman 

makes three or four calls to 
sell a car. Though the owner may 
be happy with his car, if he’s un- 
happy with subsequent service re- 
lationships, it’s going to be mighty 
easy to buy somewhere else. 

“We've 35 to 40 dealers in our 
immediate trading area, That’s why 
we consider our service operation 
one of our greatest assets.” 

The dealership was founded in 
1919 as Inglewood Studebaker. In 
1937 Frank H. Afton bought the 
business and maintained what is 
considered one of the finest 
Studebaker points on the West 
Coast. 

According to Don Keller, Los An- 
geles assistant zone manager for 
Studebaker-Packard, “Frank has 
been successful for three reasons: 
The years he has been a Stude- 
baker-Packard dealer, the fact that 
he stresses service instead of vol- 
ume selling and, most importantly, 
the competent personnel behind the 
product he delivers.” 

* * * 

v= dealership is located on an 

acre of ground at the busy cor- 
ner of Market and Florence. Nearly 
300 feet on Market fronts the new- 
car showroom and used-car lot, be- 
hind which is the paint and wheel 
alignment shop. 

Across the alley, behind the 200- 
foot-deep lot, is a 150 by 200-foot 
area recently blacktopped for stor- 
age of new units and customers’ 
cars leaving the service area. Truck 
display is around the corner on 
Grace St. 

The trading area of the Afton 
organization is the Inglewood- 
Hawthorne district in which an 
estimated 100,000 persons live. 
Most are, or were, employed by 
numerous aircraft plants in the 
area. 

According to Afton records, the 
major portion of service work 
comes from within a 10-mile radius. 
Enthusiastic customers are said to 
have driven 30 and 40 miles to 
have their cars serviced by Afton 
mechanics. 

John W. Hudson, S-P’s director 
of owner relations, says, “When it 
comes to owner relations, Afton’s 
in the preferred group of Stude- 
baker-Packard dealers.” 

7” * a 
CCORDING to W. P. Steel, Los 
Angeles zone parts and service 
manager for S-P, one reason for 
Afton’s success with service work 
is that stalls are staffed with fac- 
tory-trained mechanics. Also, Afton 
has only factory parts in his $40,- 
000 parts stock. 
Steel said, “Some mechanics have 
(Continued on Page 72D, Col, 3) 


Each of the eight service stalls at Sutherlin Chevrolet Co., Pell City, Ala., has its 
own overhead door. The four stalls and four doors shown above are matched on 
the opposite side of the building. Service equipment is located down the center of 
the building instead of against the side walls. Doors are left open in all but cold 
weather so that a service customer can spot an empty stall and drive right in. 
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The Porter—adds 24 cubic feet of safe, dust-free, weather-protected carrying capacity to small cars. 
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FREE sales-building literature 
back a hafd-hitting advertis- 
ing campaign to your cus- 


tomers. 


It’s Three trailers in one! The spanking-new Mastercraft Sportable 1000 is a Porter... 

a Hauler... and a Sleeper. You get a sturdy basic utility trailer (HAULER) and by adding a 
lock-equipped fiberglass top, you have a safe, luggage-carrying PORTER... or add 

the complete, specially-designed cover with slide-out canvas compartment and you have the 
SLEEPER. A larger capacity utility-sleeper combination, the Sleeper 1500 is ideal for heavier loads. 
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Designed and engineered by Mastercraft—makers of America’s favorite boat trailers. 


MASTERCRAFT trailers, inc. 
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Why Send 
RADIATOR 
Jobs Away? 





Add an extra $8,000, $12,000, $15,000 a Year SERVICING RADIATORS! 


Now, the world’s largest radiator servicing equipment manufacturer offers 
the complete package: Equipment, merchandising, “Pays-for-Itself” pay- 
ment plan, complete factory school (free training for you or your man). 


And Radiator Servicing produces top profits, quickly! 

“$900 Monthly Average”, first 4 months—M. J. Wilson Co., Shelbyville, Ill. 
“$13,500 First Year", —Automotive Service Co., New Castle, Ind. 

“$800 Monthly Average’’, first 7 months—Walterboro Auto Parts, Waterboro, S. C. 


FREE! Mail coupon today for Inland’s New “Blueprint for Profits”, a 32- 
page booklet showing various shop combinations. Tells exactly what you'll 
need to set up a complete radiator servicing dept. Gives prices, outlines 
“Pays-for-Itself” plan, describes experiences of others. 
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(Continued from Page 72C) 


been in the shop for 10 or 15 years, 
which speaks well for company 
policy. In fact, the only time we 
hear from the Afton group is when 
they need authorization on ex- 
change or warranty jobs.” 


Afton service is directed by 
Stan Van Horn, who has been 
with Afton since 1940 and service 
manager since 1941. S-P zone of- 
ficials say he has been respon- 
sible for a number of “fixes” 
transmitted by the factory to S-P 
dealers throughout the United 
States. 


Asked what he has done to keep 
his customers happy and gain the 
enviable reputation of operating 
one of the finest Studebaker shops 
on the West Coast, Van Horn said, 
“Practicing the Golden Rule seems 

jto be it. I try to weigh the cus- 
, tomer’s problems and take care of 
them as I would want to be taken 
care of. 

“As far as I’m concerned there’s 
no reason to shun ‘tourist’ or war- 
ranty problems. I handle a ‘tour- 
ist’ the same way I would handle 
a customer we've had for years. 
Besides, Studebaker-Packard makes 
lees tetlahlala ia etnias tin it possible for us to pick up a few 
) Michigan cents on warranty work, And we 
SELL-O-RATER Sales Incentive Boards know he could become a steady 
Wane eae customer.” 
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* * + 
ISCUSSING the fact that in the 
last three years service volume 
has changed relatively little, Van 
Horn told Automotive News, “We’re 








Here’s Your Windshield...Right on Time! 


For service, quality, availability . . 
local SHAT-R-PROOF Distributor. The best 
man to call for fast delivery of top quality auto 
glass parts for all car and trucks. 


The windshield you want ... right on time... 
every time! THAT’S SERVICE! 


Service that lets you relax knowing an expert is 
helping you with your auto glass problems. To you... . 
service means your SHAT-R-PROOF Distributor is 
“looking-out-for-you.”’ To your customers . . . service 


means efficient auto glass replacement. 





Shatterprool Glass Corporation 


4815 Cabot Ave., Detroit 10, Mich. 
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running so close to capacity it’s 
about all we can do.” 

According to Haisler, during the 
first three months of 1960 the shop 
averaged nearly 700 repair orders 
per month. Analysis of figures 
showed that average R. O. dollar 
volume was $28.28. 

A typical month—March, 1960 
—showed labor content of each 
repair order at $13.73, which in- 
cluded lubrication but not outside 
labor. In the same month, aver- 
age parts sales per repair order 
were $14.55. 

During the first three months of 
1960, the service department aver- 
aged slightly more than $24,000 per 
month gross business, including 
parts retailed and wholesaled, out- 
side work and accessories sold in 
the shop. 

There have been months when 
service peaked near $30,000, but 
these were unusual, Throughout 
the last three years, the shop 
has consistently averaged the $24,- 
000 monthly gross business figure 


quoted. 
i * * 


_— shop is nearly self-contain- 
ed, with the only work farmed 
out being radiator repair, frame 
straightening, chrome plating and 
upholstery. Steady customers find 
it easy to obtain financing with 
Afton on house-held contracts. Cus- 
tomers with poor credit ratings are 
referred to nearby finance compa- 
nies to arrange loans to cover re- 
pair work. 

Service Manager Van Horn re- 
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ceives a salary with a percent- 
age override. There are two serv- 
ice salesmen who are paid a sal- 
ary plus 2 percent on all labor 
written, except that sent outside. 
They have no override on parts 


The parts manager is salaried 
with a 1 percent override on all 
parts sales. Two countermen in the 
parts department are on straight 
salary. 

Two men assigned to new-car 
get-ready take care of 1,000-and- 
4,000-mile warranty operations. 
Each is paid a flat price, per car, 
per operation. New-car get-ready 
and 1,000-and-4,000-mile warranty 
operations are written on repair 
orders and are included in previ- 
ous repair order averages. 

* * + 


oo tuneup men, five heavy-duty 
line mechanics, two body-shop 
metal men, the painter and the 
wheel-alignment expert are all paid 
50 percent of labor with no parts 
override. 

The two porters, who do car 
washing, the cashier and the used- 
car lot boy are salaried personnel. 
At the end of each year, a bonus 
is paid all service employes based 
on longevity and amount of busi- 
ness done. 

According to Haisler, “We’ve 
never missed paying a bonus even 
when profits were mighty thin.” 

Shop hours are 8 a.m. to 5 p.m. 
daily and 8 a.m, to noon on Satur- 
day. A full staff is maintained 
during the 5%-day week. 

An outside towing concern pro- 
vides 24-hour towing service for all 
Afton customers. 

Six loaners are assigned to the 
shop, ranging from ’51 to ’55 Stude- 
bakers, They are loaned to custom- 
ers without charge. About $40,000 
worth of Studebaker parts (retail) 
is kept in stock. 

+ * * 

ew-cAe preparation on fleet 

deals is usually done on the 
basis of a truckload or six units 
at a time, though when several 
trucks arrive at once, other men 
from the service department assist 
in new-car prepping. 

Afton service promotion is lim- 
ited to a little institutional news- 
paper advertising and a lot of 
direct mail to area Studebaker 
owners. No television or radio is 
used to promote the sale of serv- 
ice work. 

One recent mailing went to some 
5,000 Studebaker-Packard owners 
in the Afton zone of influence. 
Within two months, the dealership 
traced 126 repair orders directly 
back to the mailing. 

The service special for May and 
June was “Afton’s Moneysaver.” It 
included chassis lubrication, front- 
wheel-bearing pack, brake-reser- 
voir fill, brake adjustment, hand- 
brake adjustment, body and chassis 
tightening and a 22-point inspec- 
tion for $7.95. 

i + CJ 
qt ==s specials feature front- 
end alignment, brake work, en- 
gine overhaul, polishing (which has 
proved very successful) and a 15 
percent discount pitch for body and 
fender work. 

According to Van Horn, the 
dealership gets slightly more than 
a one percent response to its serv- 
ice-special mailings for which the 
customer must bring his card, 

“We know it pays off,” he said. 
“They bring in the cards for the 

saving on the special, and we 
always get a lot of additional 
work. Once we get the car in, 
it’s up to us.” 

Service specials are overlapping 
60-day offers. For example, the 
January-February special was 
overlapped by the February-March 
special which in turn was over- 
lapped by the March-April special. 
In this way, customers have a 
choice of two shop services they 
can obtain at a reduced price. 

The only fly in the ointment of 
this quietly profitable operation 
was brought to Automotive News’ 
attention by Van Horn, who said: 

“Tf I could just figure out what 
to feature every month on our serv- 
ice specials, I'd have it made. No 
matter how many good ones I put 
on, we’re never quite sure whether 
the next one will be as successful.” 
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Average Price of Used Cars Sold at Auction 


(Compiled by Automotive News from Auction Reports.) 


"58 °59 
Sept. 


Oct. 


"68 °59 
Nov. 


"59 


"59 4°60 
April 


"59°60 
March 


"59 "60 
Feb. 


"60 
dan. 


5S 60 
June 


"59 60 
May 


Prices of ’60s added and '52s dropped in December, 1959. Prices of ’'59s added and '51s dropped in December, 1958. 
Figures alongside bars represent dollars. 


Prices marked with an asterisk 
indicate a unit equipped with an 
automatic transmission or over- 


drive, and (ps) indicates power 
steering. 

aa * + 

ALBANY 


Tim aAnspach Dealer’s Auto Auction. 
Sale every Monday, Prices are for sale 
of July 5, There was not much change in 
car prices at our after holiday sale here 
toddy. We had an expected light run of 
cars with a iot of buyers here for the first 
time, Retailers were grumbling about lack 
of customers, claiming the small compact 
cars are taking the place of good used cars 
as down payments, Sold 77 cars from 108 
consignments, 

BUICK—’57 Special 4-dr., $780*. 


’56 Century Estate Wagon 4- dr., $425* 
(ps); Special 4-dr., $370*. 
'55S Special 2-dr. Riviera, $310*, 
’54 Special 2-dr., $240*. 
CADILLAC—’59 (62) 4-dr., $3,775* (ps). 


‘58 (62) Sedan de Ville, $2, 520* (ps), 
'55 (62) 4-dr., $700* (ps), 
CHEVROLET—’'59 Brookwood (8) 2-dr., 

$1,670* (ps). 
"58 Delray (6) 4-dr., $1,050; Biscayne 
(8) 4-dr., $970*, $875°; 2-dr., $875°*. 
’57 Bel Air (8) sport sedan, $1,200* (ps); 
sport coupe, $1,125* (ps), $800*; Bel 
Air (6) conv., $1,100; Two-ten (8) sta- 
tion wagon 4- ‘dr. , $1, 120°; 4-dr., $910*; 


2-dr., $675*. 
4-dr., $635; Two-ten (6) 


56 Two-ten (8) 
$550*; Bel Air (8) 


4-dr., $555, 
"55 Bel Air (6) 2-dr., 
4-dr., $420*; Two- ten (6) 2-dr., $460, 


$310; 4-dr., $420*. 
’54 Bel Air 2-dr., $380; Two-ten 4-dr., 
$270, 


53 Bel Air 2-dr., $275; Two-ten 2-dr., 
$230, $180, $140; 4-dr., $110. 
CHRYSLER—’ 56 Windsor 2-dr. hardtop, 
$360°. 
DeSOTO—'57 Fireflite 4-dr., $390*. 


DODGE—’56 Coronet (8) 2-dr, hardtop, 
$340*. 
55 Royal (8) Sierra 4-dr., $525°*. 


ee hy Country Squire (8) 4-dr., §2,- 
$2,300°. 
‘spc iis 300 (8) 4-dr., $1,350*, 
*58 Country Sedan (8) 4-dr., $1, 100* 
(ps). 

’57 Country Sedan (8) oo $1,050*; 
Custom (6) 2-dr., $540* (ps 

’56 Country Sedan (8) 4-dr., $700; Fair- 
lane (8) 2-dr., $580*; 2-dr,. Victoria, 


$435*; Custom (8) 2-dr., $410°, $320; 
2-dr, Victoria, $280*%; Custom (6) 2- 
dr., $325. 

’5S Fairlane (8) 4-dr., $550; Ranch 
Wagon (8) 2-dr., $520*; Country Se- 
dan (8) 4-dr., $510, 

LINCOLN—’56 Premiere 2-dr. hardtop, 
$700* (ps). 


MERCURY—’56 Monterey 2-dr. hardtop, 
$500*; Custom 2-dr., $490. 
OLDSMOBILE—'57 (88) 2-dr, Holiday, 


$880". 
"55 (88) Super 4-dr., $525*, 
"54 (88) Super 4-dr., $350*° (ps). 
PACKARD—'37 4-dr., ‘$536. 
’ PLYMOUTH—’56 Suburban (8) Custom 2- 


dr., $630*; Savoy (8) 4-dr., $560*, 
"53 Cambridge 2-dr., $120°, 
PONTIAC—’56 Chieftain 4-dr, Catalina, 


$625*; 4-dr., $620*. 
’55 Chieftain 2-dr, Catalina, $520° (ps). 
RAMBLER—’55 Super Cross Country 4- 
dr., $190. 
STUDEBAKER—’ 60 Lark (6) 4-dr., $1,- 
425. 
‘S57 President (8) 4-dr., $850* (ps). 
MISCELLANEOUS—’'56 Chevrolet %-ton 
pickup, $650; Ford %-ton delivery 
sedan, $400, 


LOS ANGELES 


Harold Henry’s Los Angeles Dealer Auto 
Auction, Sale every Tuesday, Prices are 
for sale of July 5. 

BUICK—’'60 LeSabre 4-dr. $2,- 
500* (ps). 

’ST Special conv., $1,165* (ps); Super 4- 
dr, Riviera, $1,085* (ps), $900* (ps). 

’56 Special 2-dr, Riviera, $660* (ps); 
4-dr, Riviera, $605*; Century conv., 
$490* (ps); 2-dr, Riviera, $455*. 

55 Century Estate Wagon, $675* (ps); 
Super 2-dr. Riviera, $650* (ps); Spe- 
cial 4-dr, Riviera, $265* (ps). 

'54 Super 2-dr, Riviera, $355* (ps); Spe- 
cial 2-dr, Riviera, $300*; RM 2-dr. 
Riviera, $285* (ps). 

53 Super 2-dr. Riviera, $185°*, 

CADILLAC—’59 (60) Special 4-dr., 
(ps); de Ville 2-dr, hardtop, $4,135* 
(ps); 4-dr, hardtop, $3,940* (ps); (62) 
conv., $4,120* (ps); 2-dr, hardtop, $3,- 
800* (ps). 

'58 (62) Coupe de Ville, 
$2,975* (ps). 

'57 (60) Special 4-dr., $2,230* 
Eldorado Seville, $2,220* (ps). 

56 (62) Sedan de Ville, $1,640* (ps); 
4-dr., $1,285* (ps), $1,135° (ps); 2- 
dr, hardtop, $1,130* (ps); (60) Spe- 
cial 4-dr., $1,600* (ps). 

"55 (62) 4- dr., $1,190* (ps). 

"54 (60) Special 4-dr., $900* (ps), $785* 


hardtop, 


$4,455* 


$2,990* (ps), 
(ps) » 


(ps). 
*53 (62) 4-dr., $270* (ps). 
"52 (75) Limousine, $700*, 


"51 (62) 2-dr., $175*, 
"50 (62) 4-dr., $205*. 
CHEVROLET—'60 Corvair 700 (6) 4-dr., 
$1,750*. 
"59 Nomad (8) 4-dr., $2,080* (ps); 
Parkwood (8) 4-dr., $2,050*, $1,800*; 
Impala (8) sport coupe, $1,990*; Bel 


Air (8) 4-dr., $1,755* (ps); Biscayne 


ALABAMA 





JOHNSON AUTO 


AUCTIONS 
Huntsville, Ala.—Friday 
100% Insured—No Registration Fee 





COLORADO 





Colorado Auto Auction 


4285 So. Santa Fe, Littleton, Colorado 
Phone: SU 1-782i 


SALE EVERY MONDAY 
11:00 A.M. 


George A. Lamb Norman Early 
Owners & Operators 
MILL NACE, General Manager 


Dealers Only 
Write for FREE Market Reports. 








Denver Auto Auction 
4% South Santa Fe Littleton, Colo. 
Phone: SU 1-6673, Ed. G. Smith 
Auction Every Friday 
at 11:00 A.M. 
Auctioneers: Geo, Workman—Bill Hauschildt 
Titles and Guara 
TWIN RING SELLING 








For Fast, Accurate Directions to 
Leading U. S. Auto Auctions, Dealers 
Look in LUCAD. 





CONNECTICUT 





NEW ENGLAND'S OLDEST 
AND BEST 


Dealers Auto Exchange in our I4th year 
of continuous operation. 


Sale every Wednesday - 11:00 A.M. 
SOUTHERN AUTO SALES, INC. 
Warehouse Point, Conn. 





FLORIDA 


DAYTONA BEACH — Florida Auto 
Auction. City Airport. Tues., 10 
A.M. Dealer-owned. Dealers only. 


North-East-South-West 
Automotive News' 
“Leading Used-Car Auction Direc- 


tory” gives the sale day and time 
ef tep Aute Auctions EVERY 
WEEK. 





(8) 2-dr., $1,200, 

’58 Corvette (8) conv., $2,135*; Bel Air 
(8) sport coupe, $1,565* (ps); sport 
sedan, $1,225* (ps); Brookwood (8) 
4-dr., $1,435* (ps), $1,420* (ps). 

'57 Bel Air (8) sport coupe, $1,355*, $1,- 
205* (ps); 4-dr., $1;090* (ps); Two- 
ten (8) station wagon (9 pass.), $1,- 
110*; Delray, $1,050*; 2-dr., $810°; 4- 
sao. at $675*; Two-ten (6) 2-dr., 


MARYLAND 


BEL AIR—Bel Air Auto Auction. Ti- 
tles, checks guaranteed. Cars 
ed. Thur., 12 noon. froon. Established 1947. 


MICHIGAN 


Aptco 
DETROIT'S 
Oldest, Largest and Very Best 


Wednesday at Noon 


19241 Dix—Toledo Highway—Route 25 
Just '/2 mile from Detroit City Limits 


MELVINDALE, MICHIGAN 
PHONE: DUnkirk 3-0150 


JSR ae IRR UNE IE 
STATE. FAIR AUTO AUCTION 


(Rear of 19600 Woodward, Detroit) 
TWO SALES WEEKLY 
Tuesday and Friday at 12:30 


Phone: TO 9-4660 
C, Simpson, Pres — Sam Goodman, Mgr. 











NEW JERSEY 








Minutes from New York City 


Jf 






AUTO AUCTION 





EXCLUSIVELY FOR AUTO DEALERS 


INSURED PICKUP AND 
DELIVERY SERVICE 


MINIMUM RATES 


We issue auction checks— 
Guarantee titles. 
Dual Lane Sale—4 Auctioneers 


insured 6B 
AUCTION INSURANCE AGENCY, 
Birmingham, Alabama 
EVERY THURSDAY AT NOONI 


ON ROUTE 46 
CALDWELL TOWNSHIP, N. J. 


CApitol 8-0100 for Reservations 








(Copyright, 1960, by Automotive News) 





'56 Two-ten (8) sport coupe, $775*; Two- 
ten (6) 2-dr., $660, 

55 Bel Air (8) sport coupe, $800*; 4- 
dr., $535; 2-dr., $525*; Bel Air (6) 
sport coupe, $535; Two-ten (6) 2-dr., 
$450*; One-fifty (6) 2-dr., $400; 4-dr., 
$370. 

’53 Bel Air 4-dr., $280* (ps); Two-ten 
4-dr., $270, $255. 

’52 Deluxe 2-dr., $iso*, 

’50 Deluxe 2-dr., $175. 


NEW JERSEY 
OVER 


600 


CARS 


3 


AUCTION 
wey TS 


ie ia eae] 


aT: ry WEDNESDAY 


NATIONAL AUTO 
DEALERS EXCHANGE 


| 
Atte A 





NEW YORK 


PANS Tees Auto Auction, 
Center of Empire State. Check and 
Title Protection. (Wed.) 





NEW YORK STATE'S OLDEST 
NATIONALLY KNOWN 


TIM ANSPACH INC. 
Dealer Aute Auction 
Albany 5, N. Y. 

Every Monday — I! O'Clock 

80 car sale average 


All Titles and Checks Guaranteed 





LUCA D, the Dealers’ Directory 
to Leading Auto Auctions. 





NORTH CAROLINA 


RALEIGH — Mann’s Auto Auction 
Sale, Rt. 5. Ph. 3-1564, Titles & 
checks guaranteed. Mon. 10 A. M. 


OHIO 


AKRON—A-1 Auto Auction, U. S. 224, 
PL 3-6643, Titles, Checks guaran- 
teed. Ea. week, Tues., Thurs., 12:30. 


Crossroads 


. . « where they meet... 
buyers and sellers . . . new and 


used car dealers. They meet at 
the dealer auctions of the na- 
tion . . . and on the pages of 
Automotive News. 








"49 Special 4-dr., $125, 
OHRYSLER—’59 NY 2-dr, hardtop, §$2,- 
250° (ps), 
DeSOTO—’58 Fireflite 2-dr. hardtop, $1,- 
715* (ps), $1,400* (ps), 
EDSEL—’58 Villager 4-dr., $1,605* (ps); 
Pacer 2-dr, hardtop, $1, '005* (ps), 
FORD—'60 Thunderbird (8) conv., §$4,- 
100* (ps); Galaxie (8) conv., $2,300; 
oe $2,100 (ps); Faleon (6) 4-dr., 


$1,695, 

"59 Thunderbird (8) conv., $2,875* (ps); 
Galaxie (8) 2-dr. Victoria, $1,920* 
(ps), $1,905* (ps), $1,805* (ps); Fair- 
lane (8) 4-dr., $1,570* (ps); Custom 
300 (8) 2-dr., $1,490%; 4-dr., $1,315*. 

’58 Thunderbird (8) conv., $2,725* (ps), 
$2,575* (ps); Fairlane 500 (8) 4-dr., 
$1,215*; 4-dr. Victoria, $1,215* (ps); 
conv., $1,205* (ps); Fairlane (8) 4-dr., 
$995*; Custom 300 (6) 2-dr., $785. 

‘57 Country Sedan (8) 4-dr, (9 pass.), 
$1,095*; (6 pass.), $970*; Custom 300 
(8) 2-dr., $725*, $645*; 4-dr., $700*. 

’56 Country Sedan (8) 4-dr., $735* (ps); 
Custom (8) 4-dr., $585*, $550*; Main 
(6) 2-dr., $395, 

’55 Thunderbird (8) conv., $1,455* (ps); 
Fairlane (8) Crown Victoria, $525*; 
2-dr. Victoria, $485*; 4-dr., $435*, 
$400*; Country Sedan (8) 4-dr. (9 
pass.), $460* (ps); Custom (8) 4-dr., 
$340". 

"54 Custom (8) 4-dr., $290*; Crest (8) 
2-dr, Victoria, $285*, $220. 

’53 Custom (8) 4-dr., $285; 2-dr., $185; 
Custom (6) 4-dr., $100*°; Country 
Squire (8) 4-dr. (8 pass.), $100, 


"52 Main (8) 4-dr., $100. 
50 Custom (8) 2- dr. » $125, 
LINCOLN—’58 Premiere 2-dr. hardtop, 
$2,250* (ps). 
MERCURY—’57 Commuter 2-dr., $1,030* 


(ps); Monterey 2-dr., $785* (ps), 

"56 Monterey 2-dr., $685* (ps); Medalist 
4-dr, hardtop, $585* (ps). 

’55 Montclair 2-dr, Rarion, $580*, $385*; 


a 2-dr, hardtop, $510*, $435*, 
410*. 
'54 Monterey 2-dr, hardtop, $335*, $310*. 


‘53 Monterey 2-dr, hardtop, $250*. 
NASH—’53 Statesman (6) 4-dr., $125, 
(Continued on Page 74, Col, 3) 





PENNSYLVANIA 
aKKeK Ke ha Kaa 
They're in full swing! 





MANHEIM 
AUTO 
AUCTION 


Tuesdays and Fridays 
Every Week 


NOW .... in response to car dealers‘ 
requests, Manheim Auto Auction holds 
sales on Tuesday as well as Friday. Active 
buyers both days. Hundreds of clean cars. 
Auction checks issued. All the “comforts 
of home"—ladies’' TV lounge, restaurant 
with Lancaster County home cooking. 


COMING 


“big 15 


A great event for you at 
Manheim Auto Auction 
Watch this magazine for details 





Biggest Auto Auction in the World 


Manheim Auto 
Auction, Inc. 


On Route 72, Manheim, Pa, 
MOhawk 5-2401 


aaa Kak KKK 











FOR SALE 


1913 MOLINE DREADNOUGHT er ee 
Restored to Mint OS / 
Condition ee 
40 H. P. 
124” Wheelbase 


Best Offer! 
Write: Box AN-10, c/o Automotive News, Detroit 7, Mich. 


_ By Selling 


AMALIE 
Car Dealers Get: 






















new cars at no cost to you 


@ Best Pennsylvania Grade Motor 
Oils and Lubricants 


your service personnel 


@ Comprehensive merchandising 
and advertising support to help 
you close new car sales 


For details, contact your local dis- 
tributor or Write C. H. Remmel 


Member Pennsylvania 
Grade Crude Oil Assn. 
Permit No. 12 








$$ SAVE $$ 


WHEN PAINTING WHEELS, ON OR 
OFF THE CAR. 


Can save you $$$ on every car or set of wheels 
you paint. Made especially for car dealers, 
used car lots, truckers, state and county road 
equipment, etc. Any size wheel, from lawn- 
mower to airplane. 


LIST $12.50 
For information write or wire: 


PROTECT-O.-TIRE, Inc. 


33638 Michigan Ave., Wayne, Mich. 
P. ©. BOX 670 
SALESMEN WANTED 














for Cars, Trucks and Boats 


RAE-MAR Drift-Lock 
FM Tuner 





Rae-Mar Drift-Lock FM 
Tuner retains fixed 
operational range, 
eliminating station 
skipping. Capacity 

to receive weak 
signals comparable 

to the highest quality 
home FM tuners. Frequency: 

Standard 88 to 108 megacycies. 

Power supply: 12 V negative ground. 


Can be installed in minutes by automotive service man 
Distributor inquiries invited. 
RAE-MAR Electronics, inc. 1917 No. Hoyt Ave. 
So. El Monte, Calif. « GlIlbert 3-4060 


OLDSMOBILE—’60 (88) Fiesta 4-dr., $2,- 
845° 


PLYMOUTH—’59 Belvedere (8) 4-dr, hard- 


PONTIAC—’59 Bonneville conv., $2,475*. 


RAMBLER—’59 Ambassador (8) Cross 


MISCELLANEOUS—’'57 Ford (8) %-ton 
stake, $750*; Chevrolet (8) delivery 
sedan, $625. 


Tuesday, Prices are for sale of July 5. 
This week saw a return of many buyers 
with prices good and many units finding 
new owners, 


BUICK—’57 Century 4-dr, 


© 30,000 mile guarantee for your | capILLAC—'60 (62) conv., $4,750* (ps). 
CHEVROLET—’59 Impala (8) sport coupe, 


CHRYSLER—’57 Windsor 2-dr. 


‘ > eS $925°. 
© Factory trained help in training | DesoTO—'57 Firesweep 2-dr. hardtop, 
FORD—’58 Fairlane 500 (8) 2-dr., $1,- 
. 


LINCOLN—’54 Capri 2-dr. hardtop, $310* 
(ps). 
MERCURY—’58 Monterey 2-dr. hardtop 


OLDSMOBILE—’53 (88) 4-dr., $225* (ps) 
PLYMOUTH—'55 Savoy (6) 
PONTIAC—’53 Chieftain 4-dr., $110*. 


AMALIE DIVISION E-7 sonneborn Chemical and Refining Corp., Franklin, Pa. 





Thursday. Prices are for sale of July 7. 
Sold 180 cars from 274 consignments. 
BUICK—’58 Special 4-dr, Riviera, $1,450* 


CADILLAC—’60 (62) 2-dr. hardtop, $4,- 


CHEVROLET—’60 Biscayne (6) 2-dr., $1,- 


CHRYSLER—'55 (300) sport coupe, $450* 
DODGE—’57 Royal (8) 4-dr. hardtop, 


FORD—'60 Thunderbird (8) 2-dr. hardtop, 


AUTOMOTIVE NEWS, JULY 18, 1960 


Used-Car Auction Prices 





(Continued from Page 73) 






























’58 (88) 2-dr, Holiday, $1,720* (ps), 

"57 (98) 4-dr., $1,025* (ps). 

*56 (88) Super 2-dr, Holiday, $850* (ps). 

‘55 (88) Super 4-dr., $615* (ps), $475* 
(ps); 4-dr, Holiday, $550* (ps); 2-dr., 
$450* (ps); (88) 2-dr., $535* (ps). 

"54 (98) 2-dr. Holiday, $480* (ps); (88) 
Super 4-dr., $460* (ps). 


top, $1,450* (ps). 

57 Suburban (8) Custom 2-dr., $875*; 
Savoy (8) 2-dr., $635*, 

’56 Savoy (6) 4-dr., $350. 

"55 Belvedere (8) 2-dr, hardtop, $475"; 
Savoy (6) 4-dr., $335, 

‘58 Star Chief 2-dr. Catalina, $1,425* 
(ps). 

*57 Chieftain 2-dr., $680*. 

°56 Chieftain 4-dr, Catalina, $580*, 

’55 Chieftain 2-dr, Catalina, $650* (ps); 
Safari 4-dr., $650* (ps); Star Chief 
2-dr, Catalina, $550* (ps), $320*, 

’53 Chieftain 2-dr, Catalina, $110*, 

’52 Chieftain 2-dr. Catalina, $135, 


Country, $2,110* (ps), 
57 Super (8) 4-dr., $750* (ps), 
‘56 Custom Cross Country, $700*, 
’53 Custom 2-dr. hardtop, $275, 


’56 Ford (6) %-ton pickup, $590, 
55 Ford (8) F-100 %-ton pickup, $295. 


ARMONK, N. Y. 


Banksville Auto Auction, Inc, Sale every 


Riviera, $1,- 
005* (ps); Special 2-dr., $890*, $730. 
56 Century 4-dr. Riviera, $660* (ps); 
Special 4-dr. Riviera, $605* (ps), 

’54 Special 2-dr. Riviera, $225*, 
53 Special conv., $170* 


’B9 (62) conv., $3,825* (ps). 

’56 (60) Special 4-dr., $1,255* (ps); (62) 
conv., $1,175* (ps). 

’54 (62) Coupe de Ville, $500* (ps), 


$1,875, $1,690. 
’55 Bel Air (8) sport coupe, $535. 
’54 Bel Air 2-dr., $330. 
’53 Two-ten 2-dr., $200. 
hardtop, 


$835* (ps). 


000*. 

’57 Fairlane 500 (8) skyliner, $1,250* 
(ps); conv., $1,110* (ps), $845*, $810* 
(ps); Ranch Wagon (8) 2-dr., $910*; 
Country Sedan (8) 4-dr., $850* (ps). 

’56 Fairlane (8) 2-dr, Victoria, $625* 
(ps), $620* (ps); conv., $525* (ps); 4- 
dr., $500* (ps); Parklane (6) 2-dr., 
$460; Ranch Wagon (6) 2-dr., $400*; 
Custom (6) 2-dr, Victoria, $375*. 

’55 Fairlane «8) conv., $400* (ps); Cus- 
tom (6) 2-dr., $285*, $275; Ranch 
Wagon (6) 2-dr., $225* 


$950". 
’57 Montclair 2-dr. hardtop, $800*, 
‘56 Custom 4-dr. hardtop, $530*. 
’55 Monterey 2-dr, hardtop, $395*, 
’53 Monterey 4-dr., $300. 


2-dr., $100. 


COLUMBUS, O. 


Capital Auto Auction, Inc, Sale every 


(ps). 
’57 Special 4-dr. Riviera, $1,110* (ps); 


Century 2-dr. Riviera, $900* (ps); 
Super 2-dr. Riviera, $915* (ps), 

’56 Special 4-dr., $475*. 

55 Century 4-dr. Riviera, $515* (ps); 


Special 4-dr. Riviera, $435*. 
‘53 Special 4-dr., $200*; RM 4-dr. Rivi- 
era, $100* (ps). 


050* (ps). 
'57T (62) 4-dr. hardtop, $1,650* (ps). 
’56 Eldorado Seville, $1,515* (ps). 


670; Corvair (6) 4-dr., $1,500*. 

’59 Impala (8) conv., $1,930* (ps); Bel 
Air (8) 4-dr., $1,590*. 

’58 Impala (8) 2-dr, hardtop, $1,300* 
(ps), $1,205* (ps); Brookwood (8) 
4-dr., $1,250*; Bel Air (8) 2-dr., $1,- 
165. 

’57 Bel Air (8) 2-dr,. hardtop, $1,330* 
(ps), $1,325*, $1,225* (ps); 4-dr. hard- 
top, $1,205* (ps), $1,175*, $1,000*; 4- 
dr., $980*; Bel Air (6) 2-dr, hardtop, 
$925; Two-ten (8) station wagon 4- 
dr., $1,175*; station wagon 2-dr., 
$945*; 2-dr., $940*, $930, $875*, $800*; 
Two-ten (6) station wagon 4-dr, (9 
pass.), $1,100; 2-dr., $995. 

'56 Bel Air (8) 4-dr., $900, $725; 4-d<r. 
hardtop, $780*; 2-dr., $725*; Bel Air 


(6) 4-dr., $725; Two-ten (6) 2-dr., 
$880; 4-dr, hardtop, $595*; Two-ten 
(8) 4-dr., $670; station wagon 2-dr., 
$615. 


55 Bel Air (6) 2-dr. hardtop, $625; 4- 
dr., $480*; Bel Air (8) conv., $625; 4- 
dr., $555*; 2-dr, hardtop, $565*, $520; 
2-dr., $400, 

54 Two-ten 4-dr., $285*, 

"50 Deluxe (6) 2-dr., $465* 


(ps). 


$955* (ps), $825* (ps), $800*; Custom 
Royal (8) 4-dr. hardtop, $855. 

’55 Coronet (8) 4-dr., $350*, 

’53 Coronet 4-dr., $135* 


$3,200* (ps); Galaxie (8) 4-dr., $2,- 
140*, $2,070* (ps); Falcon (6) 4-dr., 
$1,750*; 2-dr., $1,620*, 

’59 Fairlane 500 (8) 4-dr., $1,575*; 
Fairlane (8) 4-dr., $1,560*, $1,545*, 
$1,500*; Custom 300 (8) 2-dr., $1,235; 
Custom 300 (6) 2-dr., $1,100. 

’58 Fairlane 500 (8) 4-dr, Victoria, $1,- 
375* (ps), $1,330*, $1,145*, $1,100*, 
$1,100, $1,095*, $1,070*; conv., §$1,- 


LINCOLN—’57 Capri 4-dr. 


MERCURY—'58 Monterey 4-dr. 


OLDSMOBILE—’'60 (88) 








210*; Fairlane 500 (6) conv., $1,080; 
Fairlane (8) 4-dr., $1,000*, $850; Cus- 
tom 300 (8) 2-dr., $1,025*, $900*, 

’57 Fairlane 500 (8) conv., $1,050*, $1,- 
040*, $910*; 4-dr., $990*; 4-dr. Victor- 
ia, $885*; 2-dr., $725*; Country Sedan 
(8) 4-dr., $1,000*, $900*, $875*; (9 
pass.), $900* (ps); Country Squire (8) 
4-dr., $970* (ps); Custom 300 (8) 4- 
dr., $890*; Ranch Wagon (8) 2-dr., 
$725*. 

’56 Fairlane (8) conv., $690* (ps), $685* 
(ps), $605*; 4-dr. Victoria, $690* (ps); 
2-dr., $520*, $435*; Custom (8) 2-dr. 
Victoria, $690*; 2-dr., $560; 4-dr., 
$575, $475; Custom (6) 2-dr., $420, 
$400; Country Sedan (8) 4-dr., $595; 
Ranch Wagon (8) 2-dr., $540. 

’55 Custom (8) 2-dr., $640, $550; Fair- 
lane (8) 4-dr., $670*, $555; Country 
Sedan (8) 4-dr., $465, 

hardtop, $1,- 

070* (ps), 

hardtop, 
$1,215* (ps). 

’57 Turnpike Cruiser 4-dr. hardtop, $975* 
(ps); Montclair 4-dr, hardtop, $950*; 
conv., $825* (ps). 

’55 Custom station wagon 4-dr., $475; 4- 
dr., $375. 

’52 Custom 2-dr., $140. 


OLDSMOBILE — '60 (88) 2-dr., $1,910* 


(ps). 

"59 (98) conv., $2,490* (ps). 

"58 (88) 4-dr., $1,760* (ps); 2-dr. Holi- 
day, $1,675* (ps); (98) 4-dr. Holiday, 
$1,680* (ps), 

"57 (88) 4-dr., $1,405* (ps), $955* (ps); 
(88) Super 4-dr. Holiday, $1,000* (ps) ; 
(98) 4-dr, Holiday, $1,150* (ps). 

"56 (88) Super 4-dr. Holiday, $805* (ps); 
(88) 4-dr, Holiday, $790*; (98) 4-dr. 
Holiday, $780* (ps). 

’55 (88) 4-dr. Holiday, $555* (ps), $480* 
(ps); 4-dr., $475* (ps); (98) 2-dr. 
Holiday, $400* (ps). 

"54 (98) 2-dr. Holiday, $350* (ps) 


PLYMOUTH—'60 Savoy (6) 2-dr., $1,540*, 


$1,530*. 

’59 Belvedere (8) 4-dr., $1,380*, $1,375". 

*58 Savoy (8) 4-dr., $975*. 

"57 Suburban (8) 4-dr., $870*; Belvedere 
(8) 4-dr. hardtop, $795*, $600*, 

’56 Savoy (8) 2-dr., $525. 

55 Plaza (6) 4-dr., $290*; Plaza (8) 4- 
dr., $210*; Belvedere (8) conv., $285. 

’54 Plaza 2-dr., $195. 

’53 Cranbrook 4-dr., $245* 


PONTIAC—’60 Catalina 4-dr, Vista, $2,- 


560* (ps). 

’59 Star Chief 4-dr. Vista, $2,420* (ps). 

’58 Bonneville conv., $1,775* (ps), 

*57 Star Chief 4-dr, Catalina, $1,170* 
(ps); Super Chief 2-dr, Catalina, $1,- 
100* (ps). 

"56 Star Chief 2-dr. Catalina, $660. 


RAMBLER—'59 Deluxe (6) 2-dr., $1,245*. 
STUDEBAKER—'58 Scotsman (6) 


2-dr., 
$900. 


FARGO, N. D. 


Tri-state Auction Company, Sale every 


Thursday, Prices are for sale of July 7. 
BUICK—’55 RM 4-dr., $430* (ps). 
CADILLAC—’56 (62) Coupe de Ville, $1,- 


350* (ps) 


CHEVROLET—’59 Bel Air (8) 4-dr., $1,- 


645* (ps), $1,560*, $1,525*; Biscayne 
(8) 4-dr., $1,435, 

‘58 Bel Air (8) 4-dr., $1,195*; Biscayne 
(6) 4-dr., $990*; Delray (6) 2-dr., 
$875*. 

’57 Bel Air (6) 4-dr., $870*, $850*; Two- 
ten (8) 4-dr., $805*, $795*. 

"54 Bel Air 4-dr., $425, $415*, $370*; 
Two-ten 4-dr., $285. 


CHRYSLER—’57 NY 4-dr., $1,125* (ps). 


*55 Windsor 2-dr, hardtop, $350*. 
53 Windsor 4-dr., $195. 


DeSOTO—’53 Powermaster (6) 2-dr, hard- 


top, $110* (ps). 


FORD—’'59 Fairlane (8) 4-dr., $1,545*. 


’58 Fairlane (8) 2-dr., $935*; Fairlane 
(6) 2-dr., $890. 

’57 Custom 300 (6) 4-dr., $735. 

’56 Custom (8) 4-dr., $625*, $620*; Fair- 
lane (6) 4-dr., $575*. 

’55 Country Sedan (8) 4-dr, (8 pass.), 


54 Main (6) 2-dr., $350; Custom (6) 
4-dr., $250. 
’53 Custom (6) 4-dr., $150. 


MERCURY—’56 Custom 2-dr., $650*. 


’53 Monterey 4-dr., $180*. 

2-dr. Holiday, 
$2,580* (ps). 

"55 (98) 4-dr., $550* (ps), 

’53 (88) 4-dr., $160* 


PLYMOUTH—’59 Suburban (6) Custom 2- 


dr., $1,300*, $1,400* (ps). 
’57 Savoy (8) 4-dr., $635*, 
'54 Savoy 2-dr., $170. 


RAMBLER — '59 Ambassador (8) 4-dr., 


$1,475". 


WILLYS—’47 station wagon (8), $100. 
MISCELLANEOUS—’59 Chevrolet (8) El 


Camino, $1,650*; Ford (8) 2-ton, $1,- 
650. 

’57 Chevrolet %-ton, $750; GMC %-ton, 
$725. 

’56 GMC 1-ton, $400. 

55 GMC 2%-ton rack, $925. 

'54 Chevrolet 2-ton, $610; 1-ton, $500, 
%-ton, $440; Dodge 2-ton, $470. 

’53 Chevrolet 2-ton, $410; %-ton, $355. 

49 Studebaker 2-ton van, $275, 


DETROIT 


Aptco Auto Auction, Sale every Wednes- 
$2,390* 


day. Prices are for sale of July 6, 
BUICK—’59 Electra 225 conv., 


(ps). 


Model Breakdown 
Of Auction Averages 





July, 1960 June, May, 

To Date 1960 1960 
a Sesdedkante $2,102 $2,189 $2,357 
Peay 1,749 1,842 1,897 
Sparcstacle 1,269 1,280 1,339 
Sseevebble 859 904 946 


is 595 599 8636 
439 86442 2=— (461 
289 «= 287s BR 
207 203 188 





$ 968 $1,013 


Average $ 939 


DODGE—’59 Coronet (8) 


OLDSMOBILE—’'59 (98) 


‘58 Special Estate Wagon, $1,350*; 4-dr. 
Riviera, $1,100* (ps). 

’57 RM 4-dr, Riviera, $1,100* (ps); Cen- 
tury 4-dr. Riviera, $1,080* (ps); Spe- 
cial 2-dr, Riviera, $1,030*; 4-dr, Rivi- 
era, $770*; Super 4-dr, Riviera, $1,- 
010* (ps); 2-dr, Riviera, $850* (ps). 

"56 Super 2-dr, Riviera, $665*; 4-dr., 
$425* (ps); 4-dr, Riviera, $345* (ps). 

’55 Super 2-dr. Riviera, $300* (ps) 


CADILLAC—’58 (62) Coupe de Ville, $2,- 


520* (ps); 2-dr, hardtop, $2,425* (ps); 
4-dr, hardtop, $2,400* (ps), 
’57 (62) 2-dr. hardtop, $750* 


CHEVROLET—’60 Impala (8) conv., $2,- 


400; Corvair 700 (6) 4-dr., $1,430, 

’59 Bel Air (6) 4-dr., $1,470%, $1,465; 
2-dr., $1,345; Biscayne (6) 2-dr., $1,- 
240. 

’658 Brookwood (8) 4-dr., $1,320*, $1,- 
300*; Yeoman (6) 4-dr., $1,105; Bel 
Air (6) 2-dr., $1,080. 

‘57 Bel Air (8) conv., $1,125*; 2-dr., 
$1,100*, $900*; Brookwood (8) 4-dr., 
$1,000*; Two-ten (6) 2-dr., $830*; One- 
fifty (6) 2-dr., $825*, $795, $775". 

"56 Bel Air (6) 2-dr., $550*; sport sedan, 
$535*; Two-ten (8) station wagon, 
£540: Two-ten (8) 4-dr., $515*, $400*; 
One-fifty (6) 2-dr., $400. 

’53 One-tifty 2-dr., $115 


CHRYSLER—’58 NY 4-dr., $1,650* (ps), 


$1 525* (ps). 

56 NY 4-dr., $615* (ps). 

’55 Windsor 2-dr, hardtop, $460*; 4-dr., 
$225*; NY 2-dr, hardtop, $450* 


DeSOTO—'57 Fireflite 2-dr. hardtop, $935* 


(ps); 4-dr., $670* (ps); Firesweep 2- 
dr, hardtop, $675*, 

’56 Firedome 2-dr. hardtop, $480*, 

4-dr, hardtop, 
$1,725* (ps). 

’56 Coronet (8) 2-dr. hardtop, $465*, 

‘55 Royal (8) 2-dr. hardtop, $325*. 

'54 Royal (8) 2-dr., $250* 


EDSEL—’60 Ranger 4-dr., $1,895 (ps). 
FORD—’60 Thunderbird (8) 2-dr, hardtop, 


$3,190* (ps); Galaxie (8) conv., $2,- 
370*; Falcon (6) 4-dr., $1,640, 

59 Thunderbird (8) 2-dr, hardtop, $2,- 
725* (ps); Ranch Wagon (8) 4-dr., 
$1,625*; Fairlane 500 (8) 2-dr., $1,- 
485* (ps); Fairlane (8) 2-dr., $1,200. 

’58 Country Sedan (8) 4-dr., $1,350*; 
Fairlane 500 (8) 2-dr, Victoria, $1,- 
150*; 4-dr, Victoria, $1,005* (ps); 
Custom 300 (6) 2-dr., $1,000. 

’S7 Thunderbird (8) conv., $2,020*; Fair- 
lane 500 (8) conv., $1,100*, 2 at $950*; 
4-dr., $760; 2-dr., $740*; Fairlane (8) 
2-dr., $925*; Country Sedan (8) 4-dr., 
$840*; Custom (6) 2-dr., $565. 

’56 Ranch Wagon (8) 2-dr., $510; Fair- 
lane (8) 2-dr,. Victoria, $500* (ps), 
$500*; Main (8) 2-dr., $350, $190*. 


’5S5 Fairlane (8) 4-dr., $520*; 2-dr., 
$300*. 
MERCURY—'57 Montclair 4-dr. hardtop, 


$830* (ps), $725*; 4-dr., $825* (ps), 

’56 Montclair conv., $515*. 

’51 Monterey 4-dr., $175*. 

conv., $2,550* 
(ps); 4-dr, Holiday, $2,350* (ps). 

’57 (98) 4-dr, Holiday, $1,265* (ps); 
2-dr, Holiday, $1,250* (ps); 4-dr., $1,- 
000°. 

’55 (88) 2-dr. Holiday, $459* (ps). 


PLYMOUTH—’59 Suburban (8) 4-dr., $1,- 


450*; Belvedere (8) 4-dr., $1,240*. 
’57 Belvedere (8) conv., $840* (ps); 2-dr. 
hardtop, $725*; 4-dr, hardtop, $710*. 
’56 Belvedere (8) 2-dr, hardtop, $400*; 
Savoy (8) 2-dr., $265. 
’55 Belvedere (8) 4-dr., $235*; 
(6) 4-dr., $175*. 


Savoy 


PONTIAC—’60 Ventura sport coupe, §2,- 


635* (ps). 
‘59 Bonneville sport coupe, $2,180* (ps). 
‘55 Chieftain 2-dr., $235*. 


RAMBLER—’60 Super (6) Cross Country, 


$2,000. 
’59 Super (6) Cross Country, $1,410*. 
’56 Super 4-dr., $500. 


VALIANT—’'60 Valiant (6) station wagon, 


$1,780; 4-dr., $1,700. 


BORDENTOWN, N. J. 


National Auto Dealers Exchange, Sale 


every Wednesday. Prices are for sale of 
July 6. Holiday held down registrations, 
but not prices. They were firm across the 
board, ’57 and ’56 groups showed increased 
interest and prices in these groups were 
exceptionally strong, Buyers outnumbered 
sellers and even more cars could have been 
sold if offered. Sold 79 percent of 391 con- 
signments. 

BUICK—’59 LeSabre 2-dr. 


hardtop, §$2,- 
160*; conv., $2,080* (ps). 

’57 Century 2-dr. hardtop, $985* (ps); 
Special 4-dr., $890*, $720; 4-dr, hard- 
top, $700. 

’56 Special 4-dr. hardtop, $620*; 2-dr. 
hardtop, $570*; RM 4-dr. hardtop, 
$610* (ps); Century 2-dr. hardtop, 
»600* (ps); Super 4-dr., $560* (ps). 

’55 Super conv., $420* (ps); 2-dr, hard- 
top, $275* (ps); Special 2-dr. hardtop, 
$350*; 4-dr., $390. 

’54 Century 2-dr, hardtop, $210* (ps). 

’53 RM 2-dr. hardtop, $140* (ps). 


CADILLAC—’58 (62) conv., $2,950* (ps). 


’56 (62) 4-dr., $1,225* (ps). 


CHEVROLET—’60 Impala (8) sport coupe, 


$2,500* (ps); conv., $2,425* (ps). 

’59 Corvette (8) conv., $2,450*; Impala 
(8) conv., $2,025*, $1,900*; sport se- 
dan, $1,880* (ps), $1,830* (ps); sport 
coupe, $1,850* (ps); Biscayne (6) 2- 
dr., $1,350, $1,250. 

'58 Corvette (8) conv., $2,360*%; Impala 
(8) conv., $1,575* (ps); sport coupe, 
$1,550* (ps); Bel Air (6) sport coupe, 
$1,440*, $925; 4-dr., $1,200; Brook- 
wood (8) 4-dr., $1,400, $1,340*; Bis- 
cayne (8) 4-dr., $1,325*%; 2-dr., $1,- 
100*; Biscayne (6) 4-dr., $1,315, $1,- 
160*; 2-dr., $1,125*; Delray ‘6) 4-dr., 
$990, $815*, 

’57 Bel Air (8) sport coupe, $1,200*; 
conv., $1,150* (ps), $1,080; 4-dr., $1,- 
100*; Two-ten (6) 4-dr., $990*; Two- 
ten (8) 2-dr., $975*%; One-fifty (6) 2- 
dr., $720, 

56 Two-ten (8) 
$800. 

’55 Bel Air (6) sport coupe, $600; Bel 
Air (8) 4-dr., §485*; sport coupe, 
$375*; Two-ten (6) 4-dr., $460; 2-dr., 
$360, $335, $295. 

54 Bel Air conv., $365*; sport coupe, 
$365*; 4-dr., $400, $270*; One-fifty 4- 
dr., $200, 

’53  Two-ten conv., $325; 4-dr., $195*, 
$145*, $130; sport coupe, $100; One- 
fifty 4-dr, station wagon, $225; 4-dr., 
$120. 

’52 Deluxe 2-dr., $150, $130, $100. 


4-dr, station wagon, 


CHRYSLER—’53 Windsor (6) conv., $140*. 
DeSOTO—'57 Fireflite 2-dr. hardtop, $840* 


(ps), $790* (ps). 

’54 Powermaster 4-dr., $155*. 

’53 Firedome 4-dr., $200* (ps); Power- 
master 2-dr. hardtop, $110*. 


DODGE—’59 Coronet (8) 2-dr., $1,420. 


’5S Royal (8) 4-dr., $1,030* (ps); Coro- 
(Continued on Page 75, Col, 1) 
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net (8) 2-dr., $940*, $790* (ps); 2-dr., 
$660*. 

‘55 Custom Royal (8) conv., $290*. 

EDSEL—’60 Ranger 2-dr. hardtop, $1,820*. 
’58 Corsair 4-dr. hardtop, $1,000* (ps). 
FORD—’60 Country Squire (8) 4-dr., $2,- 
550* (ps); Galaxie (8) conv., $2,450* 
(ps); 4-dr, Victoria, $2,300* (ps); 4- 
dr., $2,235* (ps), 

"59 Galaxie (8) 2-dr. Victoria, $2,020* 
(ps); 4-dr. Victoria, $1,950*; conv., 
$1,925* (ps); Fairlane 500 (8) 2-dr. 
Victoria, $1,650* (ps); Falcon 2-dr., 
$1,500; Custom 300 (6) 2-dr., $1,240*. 

’58 Thunderbird (8), $2,425; Fairlane 500 
(8) 2-dr. Victoria, 2 at $1,490* (ps), 
$1,350* (ps); Fairlane (8) 2-dr., $1,- 
080*; Custom 300 (8) 2-dr., $930*%; 4- 
dr., $610*, 

’57 Fairlane (8) conv., $875* (ps). 

"56 Country Squire (8) 4-dr., $825", 
$680* (ps), $585*; Fairlane (8) 4-dr. 
Victoria, $575* (ps); 4-dr., $560; Cus- 
tom (8) 2-dr, Victoria, $600*. 

’55 Country Squire (8) 4-dr., $565*; Cus- 


tom (8) 2-dr., $500*%, $340; 4-dr., 
$310. 
LINCOLN—’57 Premiere 4-dr. hardtop, 
$1,450* (ps). 
’6566 Premiere 2-dr, hardtop, $1,175* (ps). 
*54 Capri 4-dr., $230* (ps). 
MERCURY—’58 Montclair 4-dr., $1,450* 
(ps). 
’57 Monterey conv., $1,010* (ps), $1,- 
000* (ps), 


’56 Monterey 4-dr, hardtop, $765*, 
’55 Monterey 4-dr., $450, $400*; 2-dr. 
hardtop, $445*. 
’54 Monterey 4-dr., $215*. 
OLDSMOBILE — ’59 (88) 4-dr., $2,100* 


(ps). 

’58 (98) 4-dr. Holiday, 2 at $1,550* (ps), 
$1,090* (ps); (88) conv., $1,550* (ps), 
$1,115* (ps), $600* (ps); 4-dr, Holi- 
day, $1,390* (ps), $1,320*; 2-dr., $1,- 
200* (ps), $1,080*, $975* (ps). 

’56 (98) conv., $850* (ps). 

PAOKARD—’53 Clipper 4-dr., $125* (ps); 
2-dr., $110* (ps). 

PLYMOUTH—’59 Fury (8) 2-dr. hardtop, 
$1,375* (ps); Belvedere (8) 4-dr., $1,- 
335* (ps). 

’58 Plaza (6) 4-dr., $630. 

’57 Suburban (8) Sport 4-dr., $910*; 
Custom 4-dr., $575* (ps); Suburban 
(6) Deluxe 2-dr., $525; Belvedere (8) 
conv., $660*; 4-dr., $595*; Savoy (8) 
4-dr., $475*. 

"56 Plaza (6) 2-dr., $450. 

’55 Belvedere (8) 2-dr, hardtop, $430; 4- 
dr., $405*; Belvedere (6) 2-dr. hardtop, 


$290*. 
PONTIAC—’60 Bonneville 4-dr. Vista, $2,- 
825* (ps). 


*58 Star Chief 4-dr., $950* (ps). 


"56 Chieftain 4-dr., $475*; 2-dr, Cata- 
lina, $450*, 

’54 Chieftain 4-dr. station wagon, $280* 
(ps); 4-dr., $210*, $170; Star Chief 


4-dr., $235*, $200*, 
RAMBLER—’56 Custom 4-dr, hardtop, 
$650. 
’53 Custom 2-dr, station wagon, $180*. 
’52 Super 2-dr. hardtop, $160, $135. 
*51 Super 2-dr, hardtop, $105. 


STUDEBAKER—’59 Lark (6) 4-dr., $1,- 
170*; 2-dr., $1,150, 
’55 2-dr, station wagon, $240*; Cham- 


pion 2-dr., $250. 
MISCELLANEOUS—’55 Dodge town panel, 
$350. 


SALT LAKE CITY 


Salt Lake Auto Auction. Sale every 
Thursday, Prices are for sale of July 7. 
BUICK—’59 LeSabre 2-dr. hardtop, §$2,- 

000*. 
’58 Super 2-dr, Riviera, $1,505* (ps). 


’57 Super 2-dr. Riviera, $1,125* (ps), 
$910* (ps); Special 4-dr., $605. 
"56 RM 4-dr., $530* (ps); Super 2-dr. 


Riviera, $400* (ps). 
CADILLAC—’'59 (62) 4-dr., $3,400* (ps). 
’58 (62) 4-dr., $2,750* (ps). 
"56 (62) Sedan de Ville, $1,665* (ps). 
’53 (62) 4-dr., $500* (ps). 
CHEVROLET—’59 Impala (8) sport coupe, 


$2,235* (ps), $2,125* (ps), $1,960* 
(ps); sport sedan, $2,000* (ps), $1,- 
965* (ps); Nomad (8) 4-dr., $2,000* 


(ps); Parkwood (8) 4-dr., $1,750, $1,- 
435*; Bel Air (8) 4-dr., $1,390* (ps); 
Biscayne (8) 4-dr., $1,280*. 

58 Brookwood (8) 4-dr., $1,210; Bis- 


cayne (8) 4-dr., $1,200*; Delray (8) 
4-dr., $675. 
’57 Bel Air (8) sport sedan, $1,275*; 


4-dr., $795* (ps). 
’56 Two-ten (8) 2-dr., $725*; Bel Air (8) 
sport sedan, $660*. 


’55 Two-ten (8) Delray, $630*; 4-dr., 
$550*; Two-ten (6) 4-dr., $430. 
CHRYSLER—’58 Windsor 4-dr., $1,500* 


(ps). 
DeSOTO—’57 Fireflite 4-dr., $1,150* (ps); 
Firedome 4-dr, hardtop, $1,000* (ps). 

'53 Firedome 4-dr., $110*, 

DODGE—’60 Polara (8) station wagon, 
$2,175. 

FORD—’60 Galaxie (8) conv., $2,400; Fal- 
con (6) station wagon, $2,110. 

59 Country Sedan (8) 4-dr, (9 pass.), 
$1,925* (ps), $1,900*; (6 pass.), $1,- 
525*; Galaxie (8) 4-dr., $1,635*, 

’58 Thunderbird (8), $2,340* (ps); Fair- 
lane 500 (8) conv., $1,450* (ps); Cus- 
tom 300 (8) 4-dr., $740. 

’57 Country Sedan (8) 4-dr., $1,030*; 
Fairlane 500 (8) conv., $875; Fairlane 
500 (6) 2-dr., $825*; Custom (8) 2-dr., 
$830; Custom 300 (8) 4-dr., $450. 

’56 Fairlane (8) 4-dr., $530*%; Custom 
(8) 2-dr., $445, 

’55 Fairlane (8) conv., $650; 2-dr. Vic- 
toria, $555; 4-dr., $550°; 2-dr., $495", 


$400. 
LINCOLN — ’'57 Premiere 4-dr., $1,460*° 
(ps). 
’53 Capri conv., $305*. 
MERCURY—’58 Monterey 4-dr. 
$1,125*. 

’57 Montclair 4-dr., $1,075* (ps). 

'55 Montclair 4-dr., $520°. 

’53 Monterey 2-dr. hardtop, $175. 

OLDSMOBILE—’59 (88) 4-dr. Holiday, 
$2,500; 4-dr., $1,780*, $1,775*. 

’58 (88) Fiesta 4-dr., $1,810* (ps); conv., 
$1,625* (ps); 4-dr., $1,460* (ps); (88) 
Super 2-dr, Holiday, $1,610* (ps), 

’57 (98) 4-dr., $1,100* (ps). 

'56 (98) 4-dr. Holiday, $950* (ps); (88) 
Super 2-dr. Holiday, $655*, 

PLYMOUTH—’'59 Fury (8) 2-dr. hardtop, 
$1,510*. 

'56 Belvedere (8) 4-dr., $630*, 

PONTIAC—’59 Catalina 4-dr. Vista, $1,- 


hardtop, 


935*. 


2-dr., $525; Custom (8) 2-dr., $450; 
Main (6) 2-dr., $265. 

’55 Country Sedan (8) 4-dr., $450*; Cus- 
tom (8) 2-dr., $450; 4-dr., $240*; Fair- 
lane (8) 4-dr., $440*. 

LINCOLN—'59 Continental Mark IV 4-dr., 
$4,225* (ps). 

’58 Premiere 4-dr. hardtop, $1,950* (ps), 
$1,800* (ps); Capri 2-dr, hardtop, $1,- 
675* (ps). 

"56 Premiere 2-dr. hardtop, $950* (ps); 
conv., $935* (ps) 


’57 Star Chief 2-dr, Catalina, $925*; 4-| MEROURY—’59 Park Lane 4-dr., $1,650* 


dr., $650*. 

’56 Star Chief 4-dr., $635*; 2-dr. Cata- 
lina, $500*; Chieftain 4-dr, Catalina, 
$520* (ps). 

°55 Star Chief conv., $480*; 
4-dr., $235, 

RAMBLER—’60 Ambassador (8) Cross 
Country, $2,430* (ps); Custom (8) 
Cross Country, $1,900, 

59 Ambassador (8) Cross Country, $1,- 
765; American (6) 2-dr., $1,105, 

"57 Custom (8) Cross Country, $1,035. 

*55 Custom Cross Country, $575. 

MISCELLANEOUS — ’60 Chevrolet Feet- 
side LWB, $1,840. 

’59 Ford %-ton flat bed, $1,350. 

’58 Willys wagon, $1,375; Dodge pickup, 
$1,055; Chevrolet cab & chassis, $1,- 
000; Ford %-ton pickup, $850. 

’57 Chevrolet %-ton pickup, $970, $680; 
Dodge %-ton truck, $850; International 
%-ton pickup, $660. 

"56 GMC %-ton LWB, $675; Ford %-ton 
a $650; Chevrolet %-ton stake, 


$560. 

’55 Chevrolet 6500 2-ton, $850; Ford %- 
ton flat bed, $720. 

’54 Ford pickup, $340. 


CHICAGO 


Greater Chicago Auto Auction. Sale every 
Thursday. Prices are for sale of July 7. 
Sold 431 cars from 643 consignments. 
BUICK—’60 Invicta 4-dr., $2,875* (ps). 

’59 Electra 4-dr., §2,325* (ps); Electra 
225 conv., $2,285* (ps); LeSabre conv., 
$2,100* (ps); 2-dr. hardtop, $2,035* 
(ps); 4-dr. Riviera, $1,955* (ps), $1,- 
925 (ps). 

’58 Special conv., $1,205* (ps); Super 4- 
dr. Riviera, $1,185* (ps); Century 2- 
dr. Riviera, $1,185* (ps). 

’57 RM 4-dr., $1,150* (ps); Super 4-dr, 
Riviera, $1,010*, 2 at $950, $825* 


(ps). 

’56 RM 2-dr. Riviera, $835* (ps); 4-dr. 
Riviera, $775* (ps); Century 4-dr. Riv- 
iera, $825* (ps); Special 2-dr. Riviera, 
$750* (ps), $670*, $500*; 4-dr., $475*; 
Super 4-dr. Riviera, $655* (ps); 2-dr. 
Riviera, $585* (ps). 

’55 Super 4-dr., $640*; Special 4-dr. Rivi- 
era, $555*, $550* (ps), $515*, $500*; 
2-dr. Riviera, $510*, $275*, $235°*. 

CADILLAC—’60 (62) 4-dr., $4,800* (ps); 
de Ville 2-dr. hardtop, $4,700* (ps). 

’59 (62) 2-dr. hardtop, $3,700* (ps), $3,- 
225* (ps); conv., $3,560* (ps); 4-dr., 
$3,415* (ps), $3,380* (ps). 

’58 (60) Special 4-dr., $3,000* (ps); (62) 
conv., $2,650* (ps); 2-dr. hardtop, §2,- 
590* (ps); 4-dr., $2,355* (ps). 

’57 (62) conv., $2,150* (ps); Coupe de 
Ville, $1,990*; 2-dr. hardtop, $1,750* 
(ps); 4-dr., $1,400* (ps); (60) Special 
4-dr., $1,985* (ps). 

56 (75) Limousine, $1,650* (ps); (62) 
Sedan de Ville, $1,435* (ps), $1,375* 
(ps); 4-dr., $800* (ps), $700* (ps); 2- 
dr. hardtop, $800* (ps), $400* (ps). 

CHEVROLET—’60 Impala (8) conv., §2,- 
290; sport coupe, $2,150* (ps); Bel Air 
(6) 4-dr., $2,130*; Brookwood (6) 4- 
dr., $1,910; Corvair (6) 4-dr., $1,520, 
$1,470. 

’59 Corvette (8) conv., $2,650, $2,640; 
Impala (8) conv., $2,100* (ps); sport 
coupe, $2,000* (ps), $1,955* (ps), $1,- 
935* (ps), $1,835* (ps), $1,785; sport 
sedan, $1,800* (ps), $1,755*; Parkwood 
(8) 4-dr., $1,900* (ps), $1,800* (ps); 
Bel Air (8) sport sedan, $1,840* (ps); 
4-dr., $1,500*, $1,480*; 2-dr., $1,405*; 


Chieftain 


2-dr., $1,345*; Nomad (8) 4-dr., $1,- 
715* (ps); Brookwood (8) 4-dr., $1,- 
625*; Biscayne (8) 2-dr., $1,390*; 4- 


dr., $1,305* (ps). 

58 Impala (8) conv., $1,540* (ps); sport 
coupe, $1,450* (ps), $1,425*, $1,345*, 
$1,225* (ps), $1,220*; Bel Air (8) 
sport coupe, $1,245* (ps); Delray (6) 
2-dr., $1,135, $1,090; Biscayne (8) 4- 
dr., $1,000; Biscayne (6) 4-dr., $885*. 

57 Bel Air (8) conv., $1,260*; sport 
sedan, $1,145, $1,015*; Two-ten (6) 4- 
dr., $795*; Two-ten (8) station wagon, 
$675; One-fifty (6) 2-dr., 2 at $680; 
4-dr., $490. 

’56 Bel Air (8) station wagon, $930* 
(ps); sport sedan, $775*, $640*; 2-dr., 
$745*; 4-dr., $560*; Bel Air (6) sta- 
tion wagon, $525*; Two-ten (6) 4-dr., 
$595, $575*, $525*; One-fifty (6) 4-dr., 


$540. 

55 Bel Air (6) 4-dr., $655*; station 
wagon, $52*; Bel Air (8) sport coupe, 
$440*; 2-dr., $400; Two-ten (6) 4-dr., 
$525*; 2-dr., $350*; Two-ten (8) 4- 
dr., $290. 

CHRYSLER—’56 Windsor 2-dr., $585*. 
‘55 Windsor 2-dr., $490*, $475* (ps). 
DeSOTO — ’'58 Firedome conv., $1,275* 
(ps); 4-dr, hardtop, $1,100* (ps). 

’55 Firedome 4-dr., $380*. 

DODGE—’59 Custom Royal (8) 4-dr. hard- 
top, $1,900* (ps), $950* (ps). 

’57 Coronet (8) 4-dr, hardtop, $760*. 

56 Royal (8) 2-dr. hardtop, $515*; Coro- 
net (6) 4-dr., $320*. 

’55 Royal (8) 4-dr., $430*. 

FORD—’60 Galaxie (8) 2-dr. Victoria, $2,- 


200* (ps); Falcon (6) 2-dr., $1,675*, 
$1,615, $1,600. 
"59 Galaxie (8) skyliner, $1,810; Coun- 


try Sedan (8) 4-dr., $1,640; Fairlane 
(8) 2-dr., $1,500, $1,475; Ranch Wag- 
on (8) 4-dr., $1,500; Custom 300 (6) 
2-dr., $1,255, $1,020; Custom 300 (6) 
4-dr., $975*. 

58 Thunderbird (8) conv., $2,595* (ps); 
2-dr. hardtop, $2,350* (ps), $2,195* 
(ps); Fairlane 500 (8) skyliner, $1,- 
655* (ps), $1,500* (ps); 2-dr. Victoria, 
$1,220* (ps), $1,140*; Country Squire 
(8) 4-dr., $1,300* (ps); Country Sedan 
(8) 4-dr., $1,000*%; Fairlane (8) 2-dr., 
$950°; 4-dr., $875, $790*; Ranch Wag- 
on (8) 4-dr., $925*; 2-dr., $610*; Cus- 
tom 300 (8) 4-dr., $900*. 

'S7 Thunderbird (8) conv., $2,075* (ps); 
Fairlane 500 (8) skyliner, $1,385*, $1,- 
030* (ps); conv., $850*, $800*, $575° 
(ps); 2-dr. Victoria, $800* (ps), $725°*; 
4-dr. Victoria, $750* (ps), $695* (ps), 
$610*; 2-dr., $700; Fairlane 500 (6) 
2-dr. Victoria, $650*; Country Sedan 
(8) 4-dr., $900*%; Ranch Wagon (8) 2- 
dr., $700; Custom 300 (8) 4-dr., $700, 
$250*; Custom 300 (6) 2-dr., $625°; 
Custom (8) 2-dr., $680°; 4-dr., $350°; 
Custom (6) 2-dr., $650, $590; Fairlane 
(8) 4-dr., $425°. 

’56 Fairlane (8) 2-dr. Victoria, $700*; 
2-dr., $450*, $365*; Ranch Wagon (6) 


(ps). 

*58 Turnpike Cruiser 4-dr. hardtop, $1,- 
450° (ps); Commuter 4-dr., $1,290* 
(ps), $1,200* (ps); Park Lane 4-dr, 
hardtop, $1,110* (ps). 

’57 Monterey conv., $1,000*; 4-dr., $745* 
(ps), $700* (ps), $650* (ps); Mont- 
clair 2-dr. hardtop, $905*, $680* (ps); 
4-dr. hardtop, $900* (ps); Custom 2- 
dr, hardtop, $785*, 

"56 Custom station wagon, $555*; 2-dr., 


OLDSMOBILE—’59 (98) conv., $2,500* 
(ps), $1,350* (ps); 4-dr, Holiday, $2,- 
255* (ps), $1,750* (ps), $1,675* (ps); 
(88) conv., $2,140* (ps); 2-dr., $1,- 
650*; 4-dr., $1,490* (ps), $1,355*; 4- 
dr. Holiday, $1,330* (ps); (88) Super 


4-dr. Holiday, $1,655* (ps), $1,530* 
(ps); conv., $1,600* (ps), $1,490* 
(ps); 2-dr. Scenic, $1,560* (ps), $1,- 


555* (ps), $1,460* (ps). 

’57 (88) Super Fiesta, $1,550* (ps); 2- 
dr, Holiday, $1,060* (ps); (98) 2-dr. 
Holiday, $1,235* (ps); (88) 2-dr. Holi- 
day, $850* (ps), $800*. 

’56 (88) Super 4-dr. Holiday, $1,070* 
(ps); 2-dr. Holiday, $470* (ps); (88) 
conv., $825* (ps); 4-dr. Holiday, $755*, 
$665*; 2-dr. Holiday, $755*, $510* 
(ps); 2-dr., $600* (ps); 4-dr., $565*, 
$485*; (98) 4-dr. Holiday, $700* (ps), 
$665* (ps). 

PACKARD— 55 (400) 2-dr. hardtop, $385*. 

PLYMOUTH—’59 Suburban (8) Custom 4- 
dr., $1,700*; Fury (8) 4-dr., $1,300*; 
Savoy (6) 4-dr., $1,165. 

’58 Suburban (8) Custom 4-dr., $1,095; 
Savoy (8) 2-dr. hardtop, $980*; 4-dr., 
$815* (ps), $325; 2-dr., $635*; Belve- 
dere (8) 4-dr., $925*, 

’57 Suburban (8) Custom 4-dr., $940* 
(ps); Belvedere (8) conv., $930*; 
Plaza (6) 2-dr., $365*; Savoy (8) 4- 

4-dr., 


dr., $275*, 

56 Belvedere (8) $560* (ps); 
Savoy (8) 4-dr., $390. 

PONTIAC—’60 Catalina 4-dr. Vista, $2,- 


525° (ps). 
’59 Bonneville sport coupe, $2,270* (ps); 


Catalina 4-dr., $1,925* (ps); 2-dr., 
$1,600*, $1,490. 
’58 Star Chief 4-dr. Catalina, $1,370* 


(ps), $1,280* (ps); conv., $1,150*. 
"56 Chieftain 4-dr. Catalina, $625* (ps); 
Star Chief 2-dr. Catalina, $515* (ps). 
RAMBLER—’59 Ambassador (8) Cross 
Country, $1,655*; 4-dr., $1,500, 
’58 Ambassador (8) 4-dr., $1,010*. 
’57 Custom (8) Cross Country, $825*. 
’56 Super Cross Country, $500*, 
STUDEBAKER—’60 Lark (8) station wag- 
on, $1,650*, 
’59 Lark (6) 2-dr., $1,140. 
MISCELLANEOUS—’58 Ford Ranchero, 
$1,045; delivery sedan, $635. 


CALDWELL, N. J. 


Skyline Auto Auction, Sale every Thurs- 
day. Prices are for sale of July 7, Buyers 
are seeking to replenish lowered inven- 
tories at our first post July 4th sale, Mar- 

Riviera, 


ket seems to be holding. 
$1,485*; 
Special 2-dr., $1,155* (ps). 


BUICK — ’'58 RM 2-dr. 

57 Century 4-dr, Riviera, $1,075* (ps); 
Special 2-dr, Riviera, $945* (ps); RM 
4-dr, Riviera, $920* (ps). 

’56 Super 2-dr, Riviera, $700* (ps), $460* 
fos}: 4-dr, Riviera, $690* (ps), $580* 
ps). 

’55 Super 4-dr., $580* (ps). 

’54 Super 2-dr., $250*. 
’53 Special 2-dr., $125*, $100. 
ee Eldorado Seville, $3,925* 

Ps). 

"58 (62) 4-dr, hardtop, $2,460* (ps). 

57 (60) Special 4-dr, hardtop, $2,030* 
(ps); (62) 4-dr, hardtop, $1,795* (ps). 

’56 (62) 2-dr, hardtop, $1,280* (ps). 

’52 (62) 4-dr., $195*. 

CHEVROLET—’59 Bel Air (8) 4-dr., $1,- 


465*, $1,490, $1,395*, $1,380*, $1,- 
355*; Bel Air (6) 4-dr., $1,425*, $1,- 
410*, $1,310, $1,290, $1,235* (ps); 
2-dr., $1,375*, $1,375* (ps), $1,320; 
Biscayne (6) 2-dr., $1,100; Biscayne 
(8) 4-dr., $1,060 


’58 Impala (8) sport coupe, $1,250* (ps); 


Brookwood (6) 4-dr., $1,190*, §$1,- 
165*, $1,140; Bel Air (8) 4-dr., $1,- 
150*; Biscayne (8) 2-dr., $1,090", 


$990; Biscayne (6) 4-dr., $1,045*, $1,- 
015*, $1,010*; Yeoman (6) 2-dr., $850*. 

57 Bel Air (8) 2-dr. hardtop, $1,215* 
(ps); 4-dr., $800; Two-ten (8) 4-dr., 
$970*; One-fifty (6) 2-dr., $575. 

56 Two-ten (6) 4-dr., $625; Two-ten 
(8) 4-dr., $320; Bel Air (8) 4-dr., 
475° 


’55 Bel Air (6) sport coupe, $535; Bel 
Air (8) 2-dr, hardtop, $440*; Two-ten 
(6) 2-dr., $355; One-fifty (6) 2-dr., 
280 


CHRYSLER—’58 NY 4-dr. hardtop, $1,- 
650*; Windsor 4-dr., $1,230* (ps). 
"57 NY 4-dr., $1,130* (ps). 
6565 Windsor 4-dr., $420*, $300*. 
DeSOTO—’58 Firedome 4-dr., $1,195* (ps). 
’57 Firesweep 4-dr., $770* (ps). 
’56 Fireflite 4-dr., $520* (ps). 
DODGE—'59 Coronet (8) 4-dr., 
(ps), 

*58 Coronet (8) 4-dr., $835*, 

*57 Coronet (8) 4-dr., $785*. 

'6565 Royal (8) 4-dr., $430* (ps), 

FORD—'60 Thunderbird (8) conv., $3,750* 
(ps); Fairlane 500 (8) 2-dr., $1,600. 

*59 Fairlane 500 (8) 4-dr., $1,570* (ps); 
Fairlane (8) 4-dr., $1,270*%, $1,255°, 
$1,205; 2-dr., $1,210; Custom 300 (6) 
2-dr., $1,180. 

’58 Fairlane 500 (8) 4-dr, Victoria, $1,- 
175*; Fairlane (8) 4-dr., $1,035* (ps), 
$1,005* (ps); Country Sedan (8) 4-dr., 
$1,060*; Custom 300 (8) 4-dr., $825. 

’57 Custom 300 (8) 4-dr., $785*; Custom 


$1,405* 


(6) 2-dr., $605*; Fairlane 500 (8) 
2-dr., $730, 

’56 Fairlane (8) 4-dr, Victoria, $575* 
(ps); Custom (8) 4-dr., $530* (ps), 
$475; 2-dr., $475; Ranch Wagon (8) 
4-dr., $520. 


55 Custom (6) 4-dr., $315*, 


IMPERIAL — '57 Crown Imperial 4-dr. 
hardtop, $3,020* (ps). 

LINCOLN — '58 Premiere 4-dr., $1,740* 
(ps); Capri 4-dr., $1,630* (ps). 
MERCURY — '60 Monterey 4-dr., $1,925* 

(ps). 
58 Montclair 4-dr., $1,100* (ps); Mon- 
terey 4-dr., $1,075*, $935 


’55 Monterey 2-dr, hardtop, $410*; Mont- 
(Continued on Page 77, Col, 1) 










TO PROFITABLY SELL 
USED CARS—USE | 


RECOGNIZED 
NATIONAL 

AUTHORITY 
1 ) 14 





AUTHENTIC 
CURRENT VALUATIONS 
AT YOUR FINGER TIPS! 
Everything you want to know: 


RETAIL-WHOLESALE FINANCE VALUES 


Domestic cars, leading Import cars and Trucks, up to 14 ton capacity 
for past 6 years! 

Shows front end illustrations, gives motor, serial number locations 
PLUS title, horsepower ratings, sales and tax data for all states, 
insurance symbols, etc. 

One year subscription includes 8 revised up-to-date, 
bound editions for your area. 


BLUE BOOK 
Used Truck Valuations 
Official service providing truck valuations and 
data for practically all makes regardless of 
tonnage, up to 7 years old for your area. 
Data includes model, motor and serial 
numbers, capacities, G.V.W., W.B., H.P. 
ratings, etc. 
Published twice a year. 
Full year’s subscription 


NATIONAL PARTS 


$8.00 





$10.00 
& LABOR MANUAL 


DOMESTIC CARS. A detailed master 
service covering.Collision and Chassis— 
Mechanical operations all cars up to 8 
years old. Shows: 
LABOR CHARGES. Official time studies 
in hours and tenths calculated at your 
hourly rate. 
PARTS PRICES. Factory suggested re- 
_tail prices. Exploded views, front, rear 
suspensions, power steering, moldings, 
body diagrams, most complete. 
Giant-sized ring binder, tab-indexed 
manual with complete revision service 
$21.00 for one year, over 1800 pages. 


IMPORT PARTS & 
LABOR MANUAL 


Same comprehensive facts for leading Import 
cars also cross-indexed to operation sections with 
revision service for one full year. $14 00 


FARM TRACTOR-& IMPLEMENT BLUE BOOK 


Covering all used Tractor and Farm machinery up to ten years old, 
authoritative, ‘As Is,’ Finance or Loan Values with Nebraska Test 


numbers and results. Published annually $10 00 






NATIONAL MARKET REPORTS, INC. 
900 South Wabash Avenue ° Slee lole “ 
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For Success in Milwaukee 


AUTOMOTIVE NEWS, JULY 18, 1960 


Downtown Deal Finds 
Good Service a Must 


By Benn Oliman 
Staff Correspondent 


WAUKEE.—“A good service 
department is the most impor- 
tant factor in building the lasting 
success of any car dealership.” 
This statement by L. E. Siegel, 
and general man- 
ager of Metropolitan Cadillac, is 
hardly a casual comment. It 
comes from the head of one of 


“A good service department is 
never built overnight,” adds Siegel. 
“It can take a number of years to 
attain high standards; but quality 
service is an essential—particularly 
in the highest-priced car field. The 
people who pay the high prices that 
they do for our product expect and 
deserve good service. 

“Hiring and retaining good me- 
chanics rates ag the number one 
problem in the operation of a serv- 
ice department. But even more im- 
portant is the need to provide me- 
chanics with effective direction. 
Frankly, I spent three years look- 
ing for a good service manager 
before I landed him.” 

- 


CCORDING to Siegel, a good 

service manager has three at- 
tributes: (1) a pleasant, yet neat, 
businesslike appearance; (2) the 
ability to talk effectively to cus- 
tomers—but he doesn’t have to be 
glib; (3) gives the impression he 
is a mechanic first, and a service 
salesman second, and (4) exudes 
confidence, giving customers the 
feeling that he knows what he is 
talking about. 

Any service manager, adds Siegel, 
receives numerous requests daily to 
give something free to customers. 
It is human nature to try to get 
something for nothing. 

“The smart service manager, 
however,” says “doesn’t 
wait for the customer to ask for 
something he has coming . . . he 
meets them more than half way. 
But, by the same token, when 
their are unjustified, he 

tells them so, and explains why, 
leaving no uncertainties and 
doubts.” 

Fifty-two people make up the 
Metropolitan Cadillac service de- 
partment. A total of 29 mechanics 
are on the payroll. Turnover is 
very small. 

“A number of our mechanics have 
been developed right here in our 
shop in recent years. Several of 
them started out with us as car 


pane” * * 


Beginners in the shop are given 
their early training cleaning up 
used cars. If they demonstrate apti- 
tude, they are put to work on new- 
car preparation. After developing 
sufficient skill, they are placed on 
customer warranty weeks, 

. 


“WE ALSO take full advantage 
of the excellent General Mo- 
tors training school programs made 
available to dealer personnel,” says 


Siegel. 
The best all-around mechanics on 


the staff are assigned to new-car| 


warranty jobs. “This is the most 


economical move made in our| — 


shop,” says Siegel. “It is important 
to have any defects on a new car 
fixed the very first time a customer 
comes back with a complaint. 

“Some dealers put their less 
experienced men on the free 
work. But we have learned the 
hard way that this leads to cus- 
tomer dissatisfaction and higher 
expenses in the long run. Putting 
topnotch mechanics on new-car 
warranty work means that the 
number of future complaints will 
be held to a minimum.” 

Siegel served his own “appren- 
ticeship” with a credit firm. He left 
the car financing business in 1946 
to become manager of a Ford 
dealership here. 

* 


Take Over Dealership 

iy MAY, 1955, Siegel and his as- 
sociate, Glenn Humphrey, key 

Chevrolet dealer here, took over 

Metropolitan Cadillac at the death 





of the firm’s original owner. 
Humphrey is president, although 
not actively engaged in manage- 
ment, and Siegel is the general 
manager and executive vice-presi- 
dent. 

Incidentally, Metropolitan Cad- 
illac and one other 


of 10 dealerships have folded in 
the downtown sector. 

Also of interest is the fact that 
Siegel formerly was the head of 
the only other remaining downtown 
deal—a Ford dealership. 

Efficiency and cleanliness are key 
aspects of Metropolitan Cadillac’s 
shop. Some areas of the huge three 
story plant are almost hospital- 
clean in their appearance. 

* * * 


T= walls are white and painted 
at frequent periods to keep 
their freshness, Every Saturday is 
cleanup day and the entire shop 
is given a thorough once-over by 
the building maintenance crew. 

The problem of operating in two 
separate buildings has been solved 
by turning the smaller building and 
lot across the street into a “cus- 
tomer reception area” for all serv- 
ice work. An extensive intercom 
system was installed to link the 
buildings. 

Service orders are written in 
the reception area by one of the 
three service writers. The work 
is then sorted in three basic cate- 
gories and the jockeys take the 
cars across the street to the shop. 
A foreman in each department is 
then responsible for the progress 
of each car, 

“Since we can’t have all of our 
operation in one building and on 
the same floor, we have had to put 
efficiency into our setup,” says 
Siegel. 


* * * 


Board with Lights 


A SWITCHBOARD in the recep- 
tion area acts as the nerve cen- 
ter of the service department. It is 
located so that it is visible to the 
three service writers from any part 
of the reception area. A quick 
glance at the board tells them 
which departments are crowded, 
simplifies their task of routing 
service jobs through the plant. 

This igs how it works: These 
seven sections of the shop are list- 
ed on the board in large type— 
Motor Tune-Electric; Lubrication- 
Oil Change; Wheel Balance-Align- 
ment; Shop-Major; W as h-Polish; 
Body-Paint, and Shop-Minor. 

Beneath each listing are three 
lights — green, yellow and red. To 

the service writers, a lighted 
green light means, “not busy; go 

ahead and write a job in this 
department.” 

Yellow lights indicate “Caution— 
inquire from foreman to find out 
if this department will be able to 
Squeeze in any more work today.” 


A red light means “Don’t promise 
* * © 


ag 
a 


Checking on Service— 
Checking over the daily report of the service department at Metropolitan Cadillac, 

Milwaukee, are from left, George Haskell, customer relations; Joe Harling, service 

department manager, and L. E. Siegel, vice-president and general manager. 


anything more today for this de- 
partment. We’re loaded.” 
+ * +. 


| three-story service plant is 
divi 


ded according to types of| | 


work: 

The lightest repair jobs are han- 
dled on the first floor. This elimi- 
nates costly tying up of elevators 
with work that can be quickly 
completed. 

Intermediate work is done on the 
second floor. 

Major overhaul and repair work 
on the third floor. 

The parts department is located 
in the basement. An elevator sys- 
tem sends parts to mechanics 
from the basement as they are 
needed. 

Metropolitan Cadillac has devel- 
oped a sizable wholesale parts busi- 
ness. According to Siegel, “We have 
built a reputation for having the 
parts in stock—if anyone has.” 

* + ” 


Dealers Circularized 


ei registered dealer in Wis- 
consin is on Metropolitan’s 
mailing list. They are circularized 


(Continued on Page 79, Col, 3) 


Service Leader on Coast— 


This is Bob's Automotive Service in El Cajon, Calif., an International dealership 
regularly with announcements of | Which expects to do $750,000 in business this year. One of the foundations of the 
firm's success is thet it is open for service nearly all of the time. 

* * 


California International Dealer .. . 


Bob’s Averages $95 Per R. O. 


By William Carroll 
West Coast Editor 


L CAJON, Calif.—Profitable suc- 
cess based on service is behind 
the 12-year expansion of Bob's 
Automotive Service from a two- 
man garage in 1,600 square feet of 
shed to a successful International 
truck dealership set to gross over 
$750,000 in 1960. 

Hours at Bob’s for the gaso- 
line station are 5:30 am. to Il 
p.m. weekdays, 7 a.m. to 11 p.m. 
Saturdays and 9 to 9 on Sundays. 
Behind the station is the I-H 
service department with mechan- 
ics on duty from 8 a.m. to 1 p.m. 
six days a week; on Sundays 
from 9 to 9. 

Mechanics work a 5%-day week 
with the remaining hours staffed 
by the emergency-duty mechanic. 
There are at least two people on 
duty at Bob’s during open hours, a 
mechanic and a service station at- 
tendant. When the operation shuts 
down, a telephone answering serv- 
ice handles all incoming calls. 

Emergency service requests are 
referred to standby mechanics will- 
ing to work at any hour. There is 
no added charge to regular cus- 
tomers for “odd-hour” service, with 
mechanics still paid 55 percent of 
the customer-paid labor. 

+ * * 
yBAvine the operation is Bob 

Hale who, finding it difficult to 
define his job title, ended by tell- 
ing Automotive News, “About all 
I can say is that I spend most of 
my time taking care of financing 
our sales and conducting business 
arrangements for the company.” 

Bob’s general manager, Harry 
Ramsey, is in charge of “every- 
thing on the corner.” Harry, a 
former aircraft company em- 
ploye, met Bob in 1944 when both 
were attached to Navy aviation 


wf 





ry 


squadrons. Harry has been with 
Bob since June of 1959. 

The service department manager, 
W. “Ray” Raymond, manages the 
shop with the help of Harold Mur- 
phy, his leadman mechanic. Ray is 
paid a flat salary for shop man- 
agement with no override on parts 
or labor service. 

There are four line mechanics. 
Three are considered all-around 
truck men, while the fourth special- 
izes in passenger cars and light- 
duty pickups. Mechanics are paid 
55 percent of all labor written, with 
no override on parts. There is a 
front end alignment mechanic and 
a paint and body shop repair man 
on the 55 percent deal. The emer- 
gency mechanic is paid on the basis 
of hours worked. 

* of * 


Pair of Tow Trucks 


wo fully equipped tow trucks 
on Bob’s equipment list have 
three drivers to provide 24-hour 
service for AAA and National Auto- 
mobile Clubs. Tow truck drivers 
are known as “utility men,” as they 
not only bring in wrecks or tows, 
but handle wash jobs, lubrications 
and other necessary operations in 
the shop. 

According to Bob, “There are no 
janitors in this organization. We 
all work to make money and keep 
the shop clean at the same time.” 

Internal promotional efforts by 

Bob include weekly meetings 
with all employes. Not limited to 
management personnel, everyone 
from three office girls to utility 
men meet for a few minutes to 
discuss company progress and 
avenues of new business. Occa- 
sionally service specials or em- 
phasis is placed on tire sales or 
other promotional features. 

Bob’s is presently handling an 
average of 300 ROs per month. 
Based on Hale’s survey of profit 
and loss statements, he’s averaging 
some $24,500 in gross shop business 
each month. Bob estimates this is 
split evenly between parts and cus- 
tomer-paid labor. This figures to 
some $95 on RO. 

+ af + 
Cyn* outside labor is upholstery 
and low-volume precision ma- 


chine work which requires tools| ~ 
far in excess of work available in| | 


Bob’s area. : 

The $20,000 parts stock in man- 
aged by Jay Bass, who ranks as 
parts manager and purchasing 
agent for the organization. He is 
on a salary, with a one-percent 
override on everything sold by 
Bob’s except fuels and new or used 
vehicles, which he neither buys nor 
sells. 

The stock contains about $12,- 
000 worth of International truck 
parts, backed by International’s 
$40,000 zone stock in San Diego. 

The balance of stock is fast-mov- 
ing emergency repair items for 
American cars. Ignitions, water 
pumps and hoses contribute to 
Bob’s ability to get any car back 
on the road quickly. Jay is assisted 
by a fulltime parts man and a part- 





time clerk, who uses one of the 
pickup trucks to run parts and 
make deliveries. 

oe * * 


Salesman on Salary 


— sales end of Bob’s operation 
is handled by Ken Berkey. Ken, 
a long-time truck salesman, was 
formerly with the International 
branch in San Diego. He is paid a 
flat salary and expense account to 
sell trucks and merchandise Bob’s 
efficient service organization. 

At the end of the year, he is 
given a bonus based on total busi- 
ness done by the organization. (In 
a sense, he is a portion of man- 
agement when it comes to sharing 
profits.) 

Growth of Bob’s has been paced 
by expansion of his trading area. 
In 1948, El Cajon had 4,000 peo- 
ple and Bob’s had a staff of two 
in 1,600 square feet of shop area. 

In 1950, Bob Hale did $60,000 
worth of business a year. By 1960, 
El Cajon had expanded to some 
37,000 people and Bob’s Automotive 
Service expects to do $750,000 worth 
of business. 

> bd of 
HE foundation beneath Bob’s 
Automotive Service is willing- 
ness to provide truck and car serv- 
ice at any hour, day or night, for 
any type vehicle. At first, Bob’s 
was open 24 hours a day. The serv- 
ice station pumped gasoline for 
passing motorists on Highway 80. 

One motorist was International- 
Harvester’s San Diego zone man- 
ager who became interested in the 
24-hour operation. When Interna- 
tional needed additional distribu- 
tion in the San Diego area, Bob’s 
Automotive was selected to open 
up the new point in El Cajon. 

Three years ago Bob Hale, now 
incorporated as Hale Enterprises, 
Inc., purchased a 150-by-275-by- 

250-foot lot. Here a modern office 
and showroom, coupled to L- 
(Cates on Page Si, Col, 1) 





Service Chief— 


W. “Ray” Raymond, service manager 


at Bob's Automotive Service, El Cajon, 
Calif., writes a repair order. The dealer- 
ship's service business figures out to $95 
per repair order. 
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(Continued from Page 75) 


clair 4-dr., $345*, $145°*. 
OLDSMOBILE — '59 (88) 4-dr., $1,850* 
(ps), 


"58 (88) Fiesta 4-dr., $1,710* (ps). 

°56 (88) Super 4-dr, Holiday, $850* (ps), 
$555*; (88) 4-dr., $505* (ps). 

’5S (88) Super 4-dr., $475* (ps); (98) 
2-dr. Holiday, $225* (ps). 

653 (88) 4-dr., $125*. 

PLYMOUTH—’59 Belvedere (8) 4-dr., $1,- 
415* (ps), $1,220*, $1,150*, $1,000; 
Fury (8) 4-dr., $1,395*, 

"58 Suburban (8) 4-dr., 
$890* (ps), $600* (ps); 


$1,100* (ps), 
Belvedere (8) 


4-dr., $1,040* (ps); Savoy (8) 4-dr., 
$765, $605*; 2-dr., $705. 

’57 Savoy (6) 4-dr., $900, $760*, $590*; 
2-dr., $510*, $440*; Belvedere (8) 4- 
r., $690*, $600* (ps). 

’56 Belvedere (8) conv., $560*; Belvedere 
(6) 4-dr., $435*; Plaza (6) 2-dr., $330; 


Savoy (8) 4-dr., $320*. 
’55 Plaza (6) 4-dr., $190, $180. 
PONTIAC—’59 Bonneville 4-dr., $2,175* 
(ps); Star Chief 4-dr., $1,920* (ps). 
’58 Chieftain 4-dr., $1,170* (ps). 


Used Imported 
Cars 


ALBANY 
Lloyd—’57 2-dr., $180. 
Mercedes-Benz—’56 220 4-dr., $1,600. 
Volkswagen—'60 conv., $1,800. 


ARMONK, N. Y. 


Hillman—’57 station wagon 2-dr., $300. 
Volkswagen—’60 2-dr., $1,450. 


BORDENTOWN, N. J. 


Ford (English)—’58 Anglia 2-dr., $510. 
Hilliman—’57 Minx 2-dr., $425, 
MG—’54 conv., $800. 

Metropolitan—’59 2-dr. hardtop, $810. 


Renault—’60 4-dr., $900. 
’57 4-dr., $365, 

Simea—’59 Aronde 2-dr, hardtop, $1,300. 
’57 4-dr., $500. 


Volkswagen—’54 2-dr., $405. 


CALDWELL, N. J. 


Fiat—’60 Multipla station wagon, 
Renault—’58 Dauphine 4-dr., $545. 
Triumph—’59 4-dr., $670. 


COLUMBUS, O. 


Lioyd—’58 2-dr. station wagon, $350. 
Volkswagen—’60 2-dr., $1,625, $1,600, $1,- 
475. 
’58 2-dr., $1,000. 


DANVILLE, VA. 


MG—’60 conv., $1,800. 
Renault—'59 4-dr., $740. 


DAYTONA BEACH 


Alfa Romeo—’59 2-dr., $2,250. 
Hiliman—’55 Husky 2-dr., $350. 
Jaguar—’'56 4-dr., $600. 
Renault—'59 Dauphine 2-dr., $665. 
Taunus—’59, $850, 


DETROIT 
Opel—’59 Rekord 2-dr., $1,050. 


DYER, IND. 


Mercedes-Benz—'53, $275. 
Opel—’60, $1,280. 

Renault—’'59 $515. 

Volvo—’57 station wagon, $450. 


FLINT 


Simea—’'58 4-dr., $500. 
Vauxhall—’59 4-dr., $840. 


FONTANA, WIS. 
Vauxhall—'58, $575. 


LOS ANGELES 
Fiat—’59 1100 4-dr., $785. 
Ford (English)—’52 Consul 4-dr., $140. 
MG—’59 MGA roadster, $1,450. 
Simea—’58 Aronde 4-dr., $350. 
Volkswagen — '59 Karmann-Ghia conv., 
$1,720; 2-dr., $1,370, 
’57 2-dr., $725. 
’56 sunroof, $480. 
Volvo—’59 2-dr., $1,250. 
’58 2-dr., $835. 


MANHEIM, PA. 

Borgward—’'59 2-dr., $890. 

"57, $485. 
Hillman—’59 conv., $920. 
Mercedes-Benz—’'59 4-dr., $2,300. 
Metropolitan—’'60 conv., $1,325; 2-dr., $1,- 

210. 

"59 2-dr, hardtop, $1,060; 2-dr., $1,025. 

*58 conv., $870, 

’56 conv., $500. 
MG—’59 conv., $1,680. 

’57 roadster, $1,000. 

*52 conv., $470. 
Moretti—’60 conv., $1,200; 2-dr., $1,200, 3 

at $1,100. 

Opel—’59 station wagon, $1,320. 
Renault—’57 C4V 4-dr., $135. 
Simeca—’'60 4-dr., $1,035. 
Sunbeam—'57 2-dr., $735. 
Triumph—’58, $660. 
Vauxhall—'58 4-dr., $650. 
Volkswagen—'60, $1,485. 

’58 sunroof 2-dr., $1,315; 

"58 — $800. 

’65, $52 
Velve'58 '2-dr., $920, 

’57 2-dr., $800, 


SALT LAKE CITY 
Hiliman—’'59 4-dr., $725. 
Simea—’59 4-dr., $765. 

'58 station wagon, $675. 
Triumph—’'59 sport roadster, 


$445. 
Volkswagen—'59 2-dr., $895. 
Volvo—' 58 2-dr., $805. 


WAREHOUSE POINT, CONN, 
MG—’58 2-dr. hardtop, $1,260. 
Volkswagen—'59 2-dr., $1,150. 


$695. 


2-dr., $1,010. 


$500; 4-dr., 


Used-Car Auction Prices 
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$2,480* (ps); Parkwood (6) 4-dr., 
$2,150; Brookwood (6) 4-dr., $2,150*; 
Bel Air (8) 2-dr., $1,900; Biscayne 
(6) 2-dr., $1,715, 


"59 Impala (8) conv., $2,075* (ps); 4- 
dr., $1,900* (ps); $1, 795*; sport sedan, 
$1,875* (ps), $1,870* (ps); Brookwood 
(8) 4-dr., $1,600*, $1,565; Biscayne 
(8) 2-dr., $1,485, 

’58 Brookwood (8) 4-dr., $1,400*; Bel 
Air (8) sport sedan, $1,280*, 

"57 Bel Air (8) 4-dr., $935*; Two-ten 
(6) 2-dr., $890*, $875. 

’56 Bel Air (8) 4-dr., $770*; 
$740*; 2-dr., $550*; Two-ten (8) sta- 
tion wagon, $740*, $660*; 2-dr., $485, 
$435*; Two-ten (6) 2-dr., $485 

’5S One-fifty (6) station wagon, $410; 
Two-ten (8) 4-dr., $270*. 

’54 Two-ten 4-dr., $145; 2-dr., $100. 

"53 Two-ten 4-dr., $100, 

DODGE—’60 Seneca (6) 4-dr., $1,935*. 
’59 Custom Royal (8) 4-dr., $1,585*, 
56 Royal (8) 4-dr., $340. 
’55 Coronet (8) 4- dr. , $330°*, 

EDSEL — ’'58 Citation 4-dr., $735* 

Ranger 2-dr., $560*, 
FORD—’60 Falcon (6) 4-dr., $1,705*, 


sport coupe, 


(ps); 
$1,- 


665*, $1,650*. 

*59 Galaxie (8) conv., $1,830*; Fairlane 
500 (8) 4-dr., $1,660* (ps); Custom 
300 (6) 2-dr., $1,310. 

58 Fairlane 500 (8) 2-dr., $1,140*; Cus- 
tom 300 (8) 4-dr., $885* 

57 Ranch Wagon (8) 2-dr., $815; Fair- 


lane 500 (8) 2-dr. Victoria, $800* (ps); 
2-dr., $795; Custom (6) 4-dr., $510, 

‘56 Fairlane (8) conv., $650*; Custom 
(8) 2-dr., $180*, 

’55 Ranch Wagon (8) 2-dr., $360; Coun- 
try Sedan (8) 4-dr., $330; Fairlane 
(8) 4-dr., $295*, 2-dr., $190; Custom 
(8) 2-dr., $240*. 


’54 Crest (8) 2-dr, Victoria, $145*; Main 
(6) 2-dr., $115*. 
LINCOLN—’57 Capri 2-dr., $1,400* (ps), 
$1,045* (ps). 


MERCURY—’57 Monterey 2-dr., $635. 
’55 Monterey station wagon, $450*. 
OLDSMOBILE — '59 (88) 4-dr. Holiday, 


bye 100° (ps); (88) Super 4-dr, Holiday, 
"58 (98)° 2-dr, Holiday, $1,560* (ps); 


(88) 2-dr., $1,030* 
’57 (88) Super 4-dr., $1,015* (ps), $955* 
(ps); (88) 2-dr., $1,005* (ps). 
’56 (88) Super 4-dr, Holiday, $700* (ps); 
(88) 4-dr., $615* (ps). 
55 (88) Super 4-dr., $360*. 
*54 (88) 4-dr., $105*, 
PLYMOUTH—’60 Fury (8) 4-dr., $2,300* 
(ps), 
58 Plaza (6) 4-dr., $800. 
'57 Belvedere (8) G -dr, 
(ps); Savoy (8) 2-dr., 
56 Suburban (8) 4-dr., 
(8) 2-dr., $230*, 
55 Plaza (6) 2-dr., 
Suburban, $120. 
PONTIAC—'59 Bonneville 4-dr. Vista, $2,- 


hardtop, $730° 
$490, $455. 
$525*; Savoy 


$175*; Savoy (8) 


455* (ps); conv., $2,180* (ps); Cat- 
alina Safari 4-dr., $1,940* (ps), $1,- 
725°, 

58 Chieftain 4-dr., $1,160*, 

57 Chieftain 2-dr. Catalina, $875*. 

‘56 Star Chief 4-dr., $500* (ps), $365*; 
Chieftain 4-dr., $380*, $375*. 

’55 Chieftain 4-dr., $335*; 2-dr., $165. 

’49 conv., $110*, 

RAMBLER — '60 Ambassador (8) Cross 

Country, $2,295*; American (6) 2-dr., 
$1,560* (ps), $1,350. 


"59 Custom (8) Cross Country, $1,540; 
Ambassador (8) 4-dr., $1,475*. 
MISCELLANEOUS—’60 Ford %-ton pick- 
up, $1,500, 
57 Ford (8) Ranchero, $585*. 
°56 Ford (6) %-ton pickup, $400; Chev- 
rolet %-ton, $170. 
55 Chevrolet (6) %-ton pickup, $530; 
Ford (6) %-ton pickup, $360; GMC 
(6) %-ton pickup, $265, 


DYER, IND. 


Dyer Auto Auction, Sale every Friday. 
Prices are for sale of July 8, Business is 
beginning to get back to normal, Many 
dealers report retail in on the upturn. Con- 
signment was down but percentage was as 
always, real good, Sold 182 cars from 276 
consignments. 


BUICK—’'57 Special 2-dr., $955*. 

’56 Super 4-dr., $705* (ps), $595* (ps), 
$550* (ps), $445* (ps); conv., $280* 
(ps); Special 2-dr., $455". 

55 Special 4-dr., $420*, $360*, $255*; 
2-dr, Riviera, $290*; 2-dr., $275*; Su- 
per conv., $250* (ps), 

'54 Super 4-dr., $255* (ps); Special 2-dr., 
$135, $110*, 

ey ae 2-dr, Riviera, $175*, $135* 

CADILLAC—’'56 (62) 4-dr., $820* (ps). 

’55 (62) 4-dr., $810* (ps). 

"39 (62) 4-dr., $120. 


CHEVROLET—'59 Nomad (8) 4-dr., $1,- 


750°; Impala (6) 4-dr., $1,175*, 
58 Brookwood (8) 4-dr., $1,125*; Bis- 
cayne (8) 2-dr., $810*, $795. 


‘57 Bel Air (8) sport hime $1,000*; 4- 
dry, $585°; Bel Air (6) 2-dr., $670*; 
Two-ten (6) 2-dr., $530, $380, $345. 

'56 Bel Air (8) 4-dr., $755*, $660°; sport 
coupe, $600*; 2-dr., $525*; Two-ten 
(6) 4-dr., $585*. 

’55 Bel Air (8) 4-dr., $515*, $355*; Tw 
ten (6) 4-dr., $475*; 2-dr., $355; Two- 





ten (8) station wagon, $390, 


$115; Suburban (6) 2-dr., $180 


Largest Stock 


HEPOLITE—Pistons & Rings 


WELLWORTHY—Pistons & Rings 
JAMES—Valves & Guides 
TERRY—Valve Springs 
PAYEN—Gaskets & Oil Seals 


BORG & BECK—Clutches 
LOCKHEED & GIRLING—Brake Parts 
FERODO—Brake Linings, Fan Belts 
LUCAS—Ignition, Lamps, etc. 
GLACIER—Engine Bearings 
VANDERVELL—Engine Bearings 
RANSOME & ES—Ball 


@ other top lines 


BRITISH CAR PARTS 


Roller Bearings 
WHITELEY—Water Pumps, Tie Rods, Universals VARTA—Batteries 


ITALIAN CAR PARTS 
MARELLI—Ignition, Spark Plugs  SPESSO—Gaskets AKRON—Oil Seals, Rad. Hose R.I.V.—Ball and Roller Bearings @ other top lines 








Southeastern Imports 
Ce., inc. 

415 S$. 2ist St. 

Birmingham, Ala, 


Bri St. John, inc. 
1101 So. Hope St. 
Los Angeles 15, Calif. 


Vern Gardner 
4418 E. 14th St. 
Oakland, Calif. 


E Aute Parts 
988 Cherokee 
Denver, Colorado 


Car Parts of 


421 Park St. 
Hartford, Conn. 


ee Fenn 0 

Parts, | “d 

5 W. State St. 
Westport, 


, Conn, 


European Auto Parts Foreign Aute Parts Dist. Latham Meters Cal Sales, inc. 
1314 N. W. 14th St. 149 Arsenal St. Bridge Circle 7036 N.E. Union Ave, 
Washington, D Watertown, Mass. Highland, N Portiand, Oregon 
i Motor Parts Co. Michigan Engine Supply 
aT MW. ath Ste 2099 Coolidge Highway, Allied Fereign Car ty Pillow Sta 
Miami, Fla. Berkley, Michigan 73-14 Northern Blvd. Butler, Ps, 
Vippese ime Imported Auto = BS parkas At Jackson Heights, N.Y. ——Fgrgign Car Parts 
pinelias Intl Airport Minneapolis, Minn. AB 6 supply Be scene Pe. 
St. Petersburg, F European Car Parts 747 10th Ave. Pa 
1015 McCausland Ave. New York, N. Y. 
Doc Whites Imported st Louis 17, Mo. Pb bor i080 
Aute Parts Parts, Inc. Caparra Heights St. 
1246 Kapiolani Bivd. Spares Rate Darts C4 Downtown Bivd. , 
Honolulu, Hawaii ae ae Raleigh, N. C. 
HW B Foreign Auto Hettrieh Electric Aute Parts 255 tn 7r. 
5343 N. Clark Street een set. es. Memphis, Tennessee 
Chicago 40, Illinois Hiatt at Feria ¢ Car 
ry Parts Ce, carepem Autometive Aute Parts, inc. 
$.E. 14th.St. 235 5 ata st 495 Warrensville Ctr. Rd. 1814 Texas Ave. 
Des Moines, lows Hempstead, N. Y. so sgh: Ohio Houston, Texas 





'54 Savoy 4-dr., $160, 


58 Impala (8) sport coupe, $1,550°; (Continued on Page 78, Col. 4) 


OTe Faso slay, 880M $305; Bel Air | PONTIAC—'59 Bonneville con v., $2,100° a ai er, en ee 
, Ss). , ’ ; WUE oy 
’53 Two-ten 2-dr., $190, $115. oy Ghtatheie 4-dr., $675*. je’ $1,165*; Delray (6) 2-dr., 
DODGE—’56 Royal (8) 4-dr., $480; 2-dr.| ‘56 Chieftain 4-dr., $650*, $325*, ‘ p 
hardtop, $290°, 55 Chieftain 4-dr., $550*, $250*, an, oan (8) 4-dr., —— sie. 
54 Meadowbrook (6) 4-dr., $115, RAMBLER—’59 American (6) 2-dr., $660. MT cree en yen se $1,440°, 
EDSEL—’59 Ranger conv., $1,200*, "55 Super Cross Country, $290*, 56 ‘Two-ten (6) Delray, $530, 
FORD—’ s, gunn 300 (6) 2-dr., §750*,|STUDEBAKER—'55 Champion (6) 2-dr.,| (arp = vs 
L 57 pate h we (8) 2-dr., $750*, $490 se "Cha jon (6 $125 (ps). eo ee 
RAMBLER—’55 Custom (6) 4-dr., $205*, P nch Wagon Es, ° rot mpion (6) 2-dr., $125, * 
STUDEBAKER—'54 Champion the $115. Fairlane (8) 4-dr., $725*, $550*; 2-dr., | MISCELLANEOUS—’59 Chevrolet pickup, | PeSOTO—'55 Fireflite 4-dr., $620* (ps). 
oer? Fairlane 500 (8) 2-4r. Vitoria, fe, a a Phoenix (8) 4-dr., $2,200*, 
; Custom (6) 2-dr., ¢, 7 rd pickup, $745; %-ton pickup, . 
FLINT $485; Custom (6) 2-dr., $380. $665; panel, $245, ny re Royal (8) 4-dr., $775* (pe). 
Flint Auto Auction, Sale every Wednes-| ‘56 Fairlane (8) 4-dr., $450*; conv., 2| '55 Ford %-ton pickup, $255, —"60 Thunderbird (8) conv., $3,500 
day, Prices are for sale of July 6, Sold at $380*; Custom (8) 2-dr., $450; 4-| °’48 Chevrolet %-ton wrecker, $165, bs, Falcon (6) 4-dr., $1, 675°, $1,- 
nn con a a ‘95 than yg a $325*; 2-d $200. ‘5p Suieuie oy cs $1,725* Se: Gal 
K—’ lectra 225 4-dr., $2,425* r., T., . e 
pag = Em gp Moy GE ~ one a 6 Custom (8) San,” G08, bide. DAYTONA BEACH, FLA. axie (6) 2-dr, Victoria, $1,250°; C 
085; Invicta 2-dr., $1,960" (ps). ’53 Custom (8) 4-dr., $165, $140. Florida Auto Auction, Sale every Tues-| ,,t0m 300 (6) 2-dr., $1,115. = 
58 Limited 2-dr, Riviera, $1,620*' (ps); | LINCOLN—'53 Capri 2-dr., $175* (ps). day, Prices are for sale of July 5. 58 Country Sedan (8) 4-dr., $1,110*; 
Special Estate Wagon, $1,610* (ps); | MERCURY—'56 Medalist 2-dr., $350*. BUICK—’59 Electra 225 4-dr. hardtop, $2,- Fairlane 500 (8) 4-dr, Victoria, $1,080° 
Century 4-dr., $1,420* (ps); Super| ‘55 Monterey 4-dr., $575* (ps), $410*, 200* (ps), hints a 
2-dr, Riviera, $1,405* (ps), $1,365* $290*; 2-dr., $220*, ’57 Super conv., $1,005* (ps); Century A 00 (8) 2-dr., $830. “ 
(ps). OLDSMOBILE — ‘59° (88) 4-dr., $1,650* 4-dr, Riviera, $900* (ps). 57 Fairlane 500 (8) conv., $1,150* (ps); 
'57 Special 4-dr., $940* (ps). (ps). '56 Special Estate Wagon, $600* (ps). Ranch Wagon (6) 2-dr., $700; Fairlane 
66 Special 4-dr. Riviera, $785* (ps),| 57 (88) Super 2-dr., $1,090* (ps); (88)| °55 Super 4-dr., $545* (ps); Century 2- (6) 2-dr., $600; Custom 300 (6) 2-dr., 
$585*; 2-dr. Riviera, $640*; 2-dr., 4-dr., $950*; 2-dr., $895*, $820*, dr, Riviera, $500* (ps); Special 2-dr.| , a mn 
$550; RM 4-dr., $485* (ps), ’56 (88) Super 4-dr., $685* (ps); (88) Riviera, $400*. 56 Fairlane (8) 4-dr, Victoria, $650°; 
'55 Century 4-dr, Riviera, $440*; Spe- 2-dr., 2 at $675*; 4-dr., $375°, $355°| '54 Century 4-dr., $385°, pre $650°; 2-dr, Victoria, $630°; 
cial 2-dr, Riviera, $380* (ps); Super (ps). OADILLAC—'59 de Ville 4-dr, hardtop, airlane (6) conv., $450; Custom (8) 
4-dr., $235*. *53 (88) 4-dr., $145*. $3,960* (ps). merenni $485*; i, 2-dr., $455. r 
564 Super 2-dr, Riviera, $375*; Special | PACKARD—'55 Clipper 4-dr., $125*. 58 Elorado conv., , $8:200° (ps); (62) AL — ’58 Crown conv., $2,565 
4-dr., $295*. PLYMOUTH—’58 Belvedere (8) 2-dr, hard- conv., $2,555* (ps F (ps). 
CADILLAC—’58 (62) 2-dr, hardtop, §$2,- top, $940*. 55 (62) 2-dr, hardtop, $1,000* (ps). uunoune - hardtop, $1,600* (ps). 
600* (ps), 57 Suburban (8) 2-dr., $745°, Bl (62) conv., $375°*, c — °S7 Turnpike Cruiser conv., 
55 (62) conv.; $1,260* (ps), ’56 Savoy (8) 4-dr., $370*, $190. CHEVROLET—’60 Corvair (6) 4-dr., $1,- $1,100° (ps); Monterey 2-dr, hardtop, 
CHEVROLET—’60 Impala (8) sport coupe,| 55 Savoy (8) 4-dr., $225, $175*; 2-dr., 465. $728, 


in the U. S.A. 


GERMAN CAR PARTS FRENCH CAR PARTS 
KOLBENSCHMIDT—Pistons MONOPOLE-POISSY—Pistons, Rings, Valves 


ATE—Lockheed Brake Parts CURTY & Cie.—Gaskets, Oil Seals 

ATE—Valves, Ring Sets ALLINQUANT—Shock. ers 

F & S—Clutches COUSSINETS MINCES—Engine Bearings 
REINZ—Gaskets SOCIETE FERODO—Brake Linings, Clutches, Ferlec 


DES FREINS LOCKHEED—Brake Parts 

SOCIETE S.E.V.—Ignition, Fuel Pumps, Wipers 
MARCHAL—Lamps, Light Units, Spark Plugs 
PARIS—RHONE—Generators, Starters, Regulators 
$.N.R.—Ball and Roller Bearings 

JAEGER—S.N.A. —Speedometers, Instruments 
PECASEAUX—Lamps, Plastic Parts 


@ other top lines 


SIMRIT—Oil Seals 
SWF—Windshield Wipers & Motors 
FRESE—Bumpers & Mirrors 
GLYCO—Engine Bearings 
WELLA—Lamps, Horns 

BOSCH Spark Plugs & Ignition 
TEXTAR —Brake and Clutch Linings 


@ other top lines 


Quick Service Available in All Parts of the U.S.A., Hawaii 
and Puerto Rico Through Authorized Beck Distributors. 


BECK DISTRIBUTING CORP. 
70 East 131st Street, New York 37, N. Y. 





WHOLESALE ONLY — Only Dealers may apply for catalog to nearest regional distributor listed below. 


Beck Regional Distributors 
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Brookwood (8) 4-dr., $1,430°%; Bel Air 
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CKER PANELS 


ANZICK Detroiter 


SLIP-FIT ROCKER PANELS 


AND OTHER DIE-FORMED AUTOBODY 
REPLACEMENT PANELS 


One pioneer of autobody door replacement panels now brings you Detroiter 
SLIP-FIT die-formed rocker panels and partial repair sections for quick, trouble- 
free installation everytime—and bigger body repair profits! SLIP-FIT panels 
actually slip on easily over the damaged or rusted-out old panel—and /it per- 
fectly. They’re guaranteed to fit because they’re precision die-formed and con- 
toured to match original body lines. SLIP-FIT means a perfect 
body repair job the quick, easy, economical way! Write for your 
copy of the SLIP-FIT descriptive folder and specification chart. 


See Your Anzick Jobber TODAY! 


ANZICK MFG. COMPANY 
23675 MOUND ROAD + WARREN TTT 












OWNER 


Harry Wal frandd 


“We figure that in the near future, 50% of all the 
cars on the road will be either leased or rented, so we joined CARS Rental 
System,” says this winning team. “Their powerful direct mail program is one 
of CARS outstanding advantages, and resulted in 140 inquiries from our 
very first mailing. This indicates the strength of consumer interest in a well 
organized leasing plan,” Francis and Shanks continue. Francis Chevrolet 
Company is the leading Chevrolet dealer in St. Louis, and after recently 
joining CARS, is determined to become the leading leasing and rental outlet 
in both St. Louis and the Midwest. 

Why not let CARS Rental System show you the way to new profits through 
the only leasing group in the nation made up of new car dealers? “Seminars 
in the Sun” are conducted weekly in Ft. Lauderdale under the joint sponsor- 
ship of CARS and the University of Miami. Small, selective classes on 
Tuesday, Wednesday and Thursday permit attention to your individual 
problems. 
Write or Phone TODAY 
For Your Reservation 





GENERAL 
MANAGER 


CARS RENTAL SYSTEM 
DEPT. AN, DRAWER 7126, SUNRISE STATION 
FT. LAUDERDALE, FLORIDA 


Please send me full information concern- 
ing CARS “Seminars in the Sun’’. 





NAME 
—— COMPANY 
CARS RENTAL 
SYSTEM Sonees 
LOgan 6-432! 


938 SUNRISE LANE cITY 


FT. LAUDERDALE, FLORIDA 








Manager’s Autonomy Is Paramount... 


How Detroit’s Adler 
Solves Problems 


By Kenneth C. Kelley Jr. 
Staff Writer 


to note other needed work. This 
is suggested to the owner before 


HEY have the answers to a lot|he leaves the dealership. 


of service questions at the Leo 
Adler DeSoto-Ply mouth-Valiant 
dealership on W. Seven Mile Rd. in 
Detroit, and they use the answers 
to make money in the backshop. 
Of course, the dealership needs 
to have the answers because it 
would seem that the dealership 
would have a lot of service prob- 
lems. The car lines handled sell 
well, but they aren’t the big sell- 
ers. The dealership has plenty of 
competition, being on a street 
that is loaded with dealerships, 
independent garages and service 
stations. 
One of the answers at Adler’s is 


Buzbuzian says a big part of 
selling customers on needed serv- 
ice is having their confidence. He 
has a number of answers for this 
problem. 

The customer, any customer, likes 
to meet a happy fellow, so smile 
when you meet him. That is Buz- 
buzian’s advice to all of his men. 
He follows it himself. 

“The most musica] sound in the 
English language to any customer 
is the sound of his own name. So 
greet him by name,” Buzbuzian ad- 
vises. That is a habit that is ac- 
quired by constant practice. 

* * ok 


Harry Buzbuzian, an energetic serv-| Names on Stickers 


ice manager who 
has been with the 
dealership for 15 
years, rising from 
a line mechanic 
to assistant serv- 
ice manager and, 
finally manager. 

Another of the 
answers is the 
working arrange- 
ment between 
Adler and Buz- 
buzian. The serv- 





H. Buzbuzian 
ice manager runs the service de-| works on the car, other needed 


partment and has every opportu- 
nity to make his ideas work. As 
Buzbuzian puts it: “It takes a good 
boss to stay off your back and let 
you work.” 
oe * * 

pnoeaas the most important 

answer at Adler’s is the way 
the dealership attracts and holds 
its service customers. The formula 
for winning customers is complex. 
It is made up of: A sound system 
for keeping established customers 
and getting plenty of business from 
them. A system for getting back 
the customers who fall by the way- 
side. A good service reputation 
which produces the best advertis- 
ing—word-of-mouth advertising. 

The Adler system has paid off 
in several ways. One is 100-percent 
service absorption most of the time. 
Another is a good number of new- 
car sales to service customers who, 
as a result of Adler service, turn 
in good used cars. 

The dealership does $255,000 in 
customer-paid labor and parts 
business a year. This excludes all 
service volume from the body 
shop, warranty and ali other in- 
ternal work. 

There is one other payoff from 
the service operation: It makes a 
profit. 

e * * 
Repeat Customers 


7a Adler dealership has a large 
body of established service cus- 
tomers. Many of these have been 
cultivated over the years Buzbuz- 
ian has been with the company. To 
these are added the new-car buyers 
brought in through the showroom 
and the new customers who were 
referred to Adler’s by satisfied cus- 
tomers. 

On this point, Buzbuzian has 
some advice. The new-car buyers 
are a good source of new service 
customers. They will come back 
to the dealership during warranty 
to get free work done. This igs a 
good opportunity to make a per- 
manent service customer, so be 
good to warranty customers even 
if they aren’t paying for their serv- 
ice, 

When a customer first enters 
the Adler service department, a 
permanent file is prepared. The 
file will eventually contain all re- 
pair orders on the car in the most 
recent 15 months. 

The file also contains a chart 
which shows what service opera- 
tions are recommended for the cus- 
tomer’s car at 1,000-mile intervals. 
The operations are checked off as 


they are performed. 
* * oe 


Ts first step in serving the cus- 
tomer when he drives into the 
dealership is to hear what is on his 
mind, according to Buzbuzian. He 
won't suggest a thing until the cus- 
tomer has had his say. 

As an order writer is driving the 
car into a stall, he gets a chance 


As A help in remembering names, 
the Adler stickers pasted on 
door posts of customers’ cars have 
the name of the owners written on 
them. 

Obviously, many customers 
won’t go for the extra service 
suggested at the time they bring 
their cars in. Some of them don’t 
have the time to wait for it. 
Others don’t have the money to 
pay for it at the time. 

The needed work is noted on the 
repair order. As the mechanic 


work may be turned up. This, too, 
is noted on the repair order. 

The Adler repair orders have a 
space for noting needed work. It 
can be done with a quick check 
mark in a box beside the listing for 
the appropriate job. 

ea og ok 


7 customer gets a copy of 
the repair order with the needed 
work noted on it. This is his first 
reminder and he is sent a second 
reminder postcard a few days later. 
If he fails to come in for the serv- 
ice, he igs sent a postcard reminder 
once a month for three months 


after the original visit to the serv- 
ice department. 

The customer who does not come 
in for needed work within three 
months and the established cus- 
tomer who does not come in for 
service in three months is consid- 
ered to be on the verge of being 
lost as an Adler customer. 

For these people, Buzbuzian has 
a number of answers. The perma- 
nent service file shows what work 
is due on the cars of the absent 
customers. 

For those with more than 15,000 
miles on their cars, Buzbuzian has 
a direct mail piece which offers a 
free brake adjustment. The hope is 
that the offer will bring the cus- 
tomer back to Adler’s and there is 
an expiration date on the offer, so 
that it will move the customer to 
quick action. 

+ * * 

UZBUZIAN has another motive 

for offering the free brake ad- 
justment. When the brakes on a 
car with more than 15,000 miles are 
checked, there is a good chance 
the dealership can sell a brake re- 
lining job. 

For customers with less than 
15,000 miles on their cars, a free 
lubrication is offered and an ex- 
piration date is set on the offer. 
While the car is being lubricated, 
it can be thoroughly checked for 
other needed work. 

There’s a cartoon printed on many 
of Buzbuzian’s mailing pieces. He 
reasons that the customer, who 
may be ready to throw away all 
direct mail advertising, will prob- 
ably stop to read the cartoon and 
be drawn into the advertising mes- 
sage. 

Buzbuzian has all of his mailing 
Pieces hand-stamped. The machine 
stamp looks commercial, he says, 
while the hand stamp is a personal 
touch which increases results. 

em * ca 


Seasonal Specials 


FOr those who don’t come in 
after receiving the offers of free 
work, Buzbuzian has other mail 
promotions. On the assumption that 
some customers are put on their 
guard by “free” offers, there are 
offers of seasonal specials at re- 
duced prices. The owner who feels 
that he is paying part of the cost 
(Continued on Page 79, Col. 1) 





Used-Car Auction Prices 


(Continued from 
OLDSMOBILE—’58 (98) 4-dr. Holiday, $1,- 


O75* (ps); 
(ps). 
’57 (88) Super 2-dr. Holiday, $950* (ps). 
’55 (98) 4-dr, Holiday, $740* (ps). 


(88) 4-dr, Holiday, $1,000* 


’54 (88) 2-dr. Holiday, $475* (ps). 
PACKARD—’57 Clipper 4-dr., $740* (ps). 
PLYMOUTH—’59 Fury (8) 4-dr., $1,320; 

Suburban (8) 4-dr., $1,150. 
58 Suburban (8) 2-dr., $800; Plaza (8) 


4-dr., $705. 
PONTIAC—’60 Bonneville sport coupe, $2,- 
530* (ps). 
58 Star Chief 2-dr, Catalina, $1,150* 
(ps) 


’56 Chieftain Safari 2-dr., $460*. 
’55 Chieftain station wagon, $325*. 
RAMBLER — ’59 Ambassador (8) 4-dr., 
$1,400. 
*58 Ambassador (8) Cross Country, $1,- 
200; American (6) 2-dr., $750. 
’56 Super Cross Country, $575*, 
soca” alae tadltead Chevrolet pickup, 
’52 Willys pickup, $325, 


WESTPOINT, CONN. 


Southern Auto Sales, Inc, Sale every 
Wednesday, Prices are for sale of July 6. 
BUICK—'57 Special 4-dr., $880*. 

56 Century Estate Wagon 4-dr., $890* 


(ps); Special 4-dr. Riviera, $730* 
(ps); 4-dr., $640*; RM 4-dr, Riviera, 
$570* (ps). 


OADILLAC—’'59 (62) conv., $3,880* (ps). 


CHEVROLET—’60 Impala (8) conv., $2,- 
470* (ps), $2,450*° (ps). 
’59 Parkwood (8) 4-dr., $1,730*; Bel 


Air (6) 4-dr., $1,580*; 2-dr., $1,445*, 
$1,375*; Bel Air (8) 4-dr., $1,455*. 
’58 Brookwood (6) 4-dr., $1,225*; Bis- 
cayne (6) 4-dr., $1,110*; Biscayne 
(8) 4-dr., 2 at $1,025*, $1,000*; Yeo- 

man (6) 4-dr., $1,090, 

57 Bel Air (8) conv., $1,075*%; Two- 
ten (8) 4-dr., $970*; 2-dr., $865"; 
One-fifty (6) 2-dr., $610. 

56 Bel Air (8) sport sedan, $860* (ps), 
$800* (ps); Bel Air (6) sport sedan, 

Two-ten (6) station wagon 2- 
dr., $700°%; 2-dr., $585, $410; One- 
fifty (6) 4-dr., $680, 

CHRYSLER—’54 Windsor (6) 4-dr., $150* 
(ps). 

DODGE—’'56 Coronet (6) 
$525°. 

FORD—’'60 Galaxie (8) 4-dr. Victoria, $2,- 
190* (ps); Falcon (6) 4-dr., $1,650, 
$1,600. 

*59 Ranch Wagon (8) 4-dr., $1,485*. 

'58 Fairlane 500 (8) conv., $1,325*; 
Fairlane (8) 4-dr., $1,025*, $960*; Cus- 
tom 300 (6) 4-dr., $975*. 

‘57 Country Squire (8) 4-dr., $1,050°*, 
$840*; Country Sedan (8) 4-dr., $955* 


$760* ; 


Suburban 2-dr., 


(ps), $835; Fairlane (8) 2-dr. Vic- 
toria, $930* (ps); Fairlane 500 (8) 
4-dr, Victoria, $700*; Custom (6) 4- 


dr., $585, $530. 
‘56 Fairlane (8) 2-dr,. Victoria, $775, 
$640*, $570*, $465°; conv., $660° (ps); 
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Country Sedan (8) 4-dr., $740; Cus- 
tom (8) 4-dr., $550; Ranch Wagon 2- 
dr., $550*, $525. 

*55 Fairlane (8) conv., $645* (ps): 2-dr., 


$560; 4-dr., $280; Custom (8) 4-dr., 
$510; 2-dr., $435; $320*; Main (8) 
2-dr., $375, 

*54 Crest (8) 2-dr, Victoria, $240, $235*, 
$180, $125. 

"53 Crest (8) conv., $160*; Custom (8) 
2-dr., $145. 


*52 Crest (8) conv., $170*, 


—— Premiere conv., $1,285* 
ps), 
MERCURY — ’57 Monterey 4-dr., $870* 


(ps); 2-dr., $750*, 

’56 Custom 4-dr., $555; 
4-dr., $470*; 2-dr., $455* (ps). 

’55 Montclair 2-dr. hardtop, $445*; Mon- 
terey 2-dr. hardtop, $425*, $300*. 

’54 Monterey 4-dr., $200*, $175*. 


station wagon 


OLDSMOBILE — ’57 (88) 2-dr, Holiday, 
$900* (ps). 
’56 (98) conv., $275* (ps), 


"55 (88) 2-dr., $500*, $270*. 
*54 (88) 2-dr, Holiday, $170* (ps), 

PACKARD — '55 (5580) 2-dr. hardtop, 
$365* (ps); (5560) Custom 2-dr. hard- 
top, $315* (ps). 

PLYMOUTH—’59 Suburban (8) Custom 4- 
dr., $1,650* (ps); Savoy (8) 4-dr., $1,- 
225* (ps), 

™ Suburban (8) Custom 4-dr., $1,200* 
ps). 

"56 Savoy (6) 2-dr., $530; Belvedere (8) 
2-dr., $470*; 4-dr., $375. 
’55 Belvedere (6) 4-dr., $370; 
$355*; Plaza (8) 4-dr., 

(8) 4-dr., $275*. 
’54 Savoy 4-dr., $200. 
"53 Cranbrook 4-dr., $145. 

PONTIAC—'56 Star Chief conv., $650*. 

’55 Star Chief 2-dr. Catalina, $325* (ps). 

’53 Chieftain station wagon 4-dr., $185*. 
RAMBLER—’59 Custom (6) 4-dr., $950. 

’57 Super (8) Cross Country 4-dr., $725. 

MISCELLANEOUS—’'58 Dodge (8) 2-ton 
van, $710, 

’54 Dodge (6) $260, 
* 


(8) 4-dr., 
$330; Savoy 


%-ton panel, 
* * 


— Auctions in Brief — 


DANVILLE, VA. 

Danville Auto Auction, Sale every Tues- 
day (July 6), Holiday week sale caused 
buying power to be a iittle lax. 

1” * * 


FONTANA, WIS. 

Fontana Auto Auction, Sale every 
Wednesday (July 7), '59 and ‘60 models 
still off but '58 and older still in good 
demand, Sold 68 percent of 284 consign- 
ments. 

* 3 © 


MANHEIM, PA. 

Manheim Auto Auction, Sale every Fri- 
day (July 8). All clean offerings changed 
hands at good prices. The buyers are here. 
Sold 85 percent of 646 consignments, 
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Manager’s Autonomy Is Paramount... 





Adler Solves Service Problems 


(Continued from Page 78) 


will feel more at ease about com- 
ing in to the dealership. 

There is one thing that Buz- 
buzian never does on a promotion 
designed to bring back a cus- 
tomer. He never takes the “what 
did we do wrong” line. That puts 
the dealership on the defensive 
and may encourage the customer 
to think up some imaginary com- 
plaint, according to Buzbuzian. 

Service promotions are not push- 
ed at all customers all of the time, 
either. Buzbuzian aims his shots 
carefully, hoping to bring in specific 
customers and sell specific services. 

* * * 


— dealership does not use ad- 
vertising, other than its mail- 
ings. General ads addressed to 
everyone just don’t pay their way 
while the specific approach does, he 
says. 

Buzbuzian has all of his paper 
work set up on forms, He says 
that one girl easily handles all 
of the paper work and mailing. 
He also has put a lot of thought 
into the mailing pieces used. 

The June Vacation Special, offer- 
ed to customers who haven’t been 
in for several months, was a lubri- 
cation, brake adjustment and tire 
rotation. The work normally costs 
$6.20 but was offered for $2.95. 

The lubrication is offered in the 
hope of selling an oil change. A 
brake relining job may come from 


the brake adjustment. A wheel 
alignment job can result from the 
tire rotation. 

+ * * 
ee mailing offers work 

regularly done for $21.40 at a 
special price of $15.45. The sheet of 
paper is inserted in the envelope 
is such a way that the customers 
see the price reduction first and 
get to the fine print after opening 
the sheet. 

All of Buzbuzian’s operations 
show one characteristic—intense 
planning. “You wouldn’t start 
for California without a road 
map,” he observes, “It’s the same 
way here. You’ve got to know 
where you want to go and how to 
get there.” 

The customer who visits the 
Adler shop would immediately see 
one benefit of the well-planned op- 
eration. He can drive in with ease 
and discuss his problems in a quiet 


atmosphere. 
* * ad 


Quality Stressed 


To whole service operation is 
held up by quality workmanship, 
according to Buzbuzian. The key- 
stone of quality workmanship is 
a group of able mechanics who are 
dedicated to their work. 
Buzbuzian says he finds it easy 
to keep good mechanics. He has 
a service department of 14 people, 
including seven productive me- 
chanics who use seven stalls. The 





Service Builds Car Sales 


Dodge Dealership Boosts Shop Volume 
By Using Soft-Sell Approach 


OMPTON, Calif.—The theory 

that a solid service operation 
is not only profitable to an auto- 
mobile dealership but also is valu- 
able as a new-car sales adjunct is 
being proved at Snavely-Langford 
Dodge here. 

For 1958, Snavely-Langford re- 
corded a respectable gross serv- 
ice volume in parts and labor of 
$77,329. In January, 1959, Leon 
Walker was appointed service 
manager and by the end of 1959, 
the gross had risen to $133,952, 
an increase of 173 percent. 
Walker keeps no secrets and feels 
that a successful service operation 
is merely a matter of sound busi- 
ness principles and a few varia- 
tions in the field of selling. The 
shop puts emphasis on low-pressure 
sales to the customer. 

It is Walker’s belief that service, 
unlike normal retail selling, re- 
quires “conditioning of the cus- 
tomer’s thinking.” 

* cd 


E ATTEMPTS never to sell a 

new or old service customer all 
of the repairs or work that could 
be done. He covers with them what 
is most necessary, but points out 
what will be needed in the future. 
In addition, every car that goes 
through the shop gets some service 
that was not asked for and the cus- 
tomer is not charged for. 

It is noted on repair order with 
“no charge” and merchandised to 
the customer when the car is 
picked up or delivered. The serv- 
ice is usually of a minor nature 
such as adjustment of a fan belt, 
a brake adjustment if the car 
was in the body shop, or a wash 
job and interior cleaning if no 
visible problem is found, 


In the case of 5,000 or 10,000-mile| | 


service, the obvious sales items are 
not pushed. If spark plugs can be 
saved, they are cleaned, set and 
used. The customer is told that new 
plugs will be required possibly 
within the next service date. 

All items are carefully recorded 
in the service file and direct mail 
religiously used. 

Another policy is to discuss price 
honestly and candidly so that the 
customer has a full understanding. 

Bo * + 
N THE other side of the coin, 
low pressure ends with custom- 
er contact. Every employe is keyed 
to high-pressure activity. Walker 
trains every service employe to sell 
work which is outside his specialty. 
The tuneup man looks for brakes 
and lubrication, the brake man is 


alert for tune work, and so on down 
the line. 

To encourage out-of-de par t- 
ment selling, Walker includes an 
incentive plan to all employes 
and departments. Coupled with 
the usual compensation program, 
credit is given on parts not nor- 
mally on a commission basis. 

Punch cards are used when wiper 
blades, oil additives, air cleaner ele- 
ments, spark plugs or other items 
are sold. Various credit amounts 
are used, depending on the part; 
and when a card is completely 
punched, it is exchanged for cash. 
No limit is tied to the program and 
the incentive remains up to the 
man. 

* * * 
OF PRIME importance to Walker 
is the backing from manage- 
ment. Sales Manager Ron Mezzan- 
atto and dealer Verne Langford 
consider the service department as 
one of the most important seg- 
ments of the dealer operation. This 
policy seems justified beyond a 
profit picture. Service personnel av- 
erage four to five referrals a month 

that lead to car sales. 

Can a success story be predicated 
on a one-year record? 

In the first three months of 
1960, the service volume increased 
52.8 over the high first three 
months of 1959. 

Walker’s only request is more 
space and more people—he can pro- 


vide the customers. 
eo ok * 





en — 


Coast Formula— 


“With ‘front office’ backing, the service 
department can be profitable and serve 
as an auxiliary sales staff,” says Leon 
Walker, centre, service manager, Snavely- 
Langford Dodge, Compton, Calif. Backing 
Walker are left, Ron Mezzanatto, general 
manager, and Verne Langford, dealer. 


most recently added mechanic 
joined Adler five years ago and 
several have been there as long 
as Buzbuzian has. 


The Buzbuzian formula for han- 
dling mechanics goes like this: 

Pay them well by bringing in 
g0od work. Give them good work- 
ing conditions and be fair with 
them. Keep them busy. Dealership 
officials sometimes forget mechan- 
ics have problems-—it’s best to lis- 
ten to them. Don’t baw] out a me- 
chanic in front of a customer or 
another mechanic. 





Downtown Deal 
Accents Service 


Milwaukee Outlet 
Calls It a ‘Must’ 


(Continued from Page 76) 


the quick availability of Cadillac 
parts. Last year, the wholesale di- 
vision turned in approximately 
$60,000 worth of plus volume. 


Proof that consistently high- 
grade service work earns results 
is seen in the steadily mounting 
volume of customer billings. Cus- 
tomer labor volume now averages 
$19,000 monthly; an increase of 
35 percent in the last two years. 


Ninety-five percent of the cus- 
tomer service is handled on a 
charge-account basis. 


“There isn’t anything we can do 
about this,” says Siegel. “We are 
dealing with a class of people that 
is accustomed to saying ‘charge 
it.’ ” 

* 


ae. 
7° DEALERS searching for 
ways to boost their service- 
department revenues, Siegel ad- 
vises: “Don’t overlook the impor- 
tance of credit-card users. They are 
definitely becoming a factor in the 
service field—particularly in doing 
business with transient traffic. 

Included with each invoice for 
repair and maintenance work sent 
to customers is a return postcard 
asking for comments, A tabulation 
of these comments revealed recent- 
ly that 96 percent of them were 
favorable. 

The unfavorable comments are 
acted on the same day they are 
received by Metropolitan Cadillac’s 
customer relations department. 

* 


Customer Relations Chief 


aS HASKELL, formerly in 
the new-car sales department, 
devotes his ful] time to handling 
the firm’s customer relations work. 
He conducts a spot check of one 
car out. of each 10 on the day after 
they have been repaired or serv- 
iced. He selects these names at 
random out of the repair order file. 

All customers who have not 
been in for 90 days to have their 
cars serviced are also contacted 
by Haskell. If necessary, he even 
visits them at their home or of- 
fice to find out if some unsatis- 
factory experience has kept them 
away. 

As the head of the customer rela- 
tions section, Haskell has the au- 
thority to make any adjustments 
on service charges that he feels 
are necessary. 

His duties also include produc- 
tion of the mailing pieces that are 
sent out regularly to customers, re- 
minding them of maintenance spe- 
cials, 

* * ak 
A FINAL query: What about the 
downtown area? Has it seen its 
day as the profitable site for a car 
dealer? 
Says Siegel: “I’m convinced 
that the average downtown sec- 


tion will never return to its for- | 


mer dominance in the commer- 
cial and mercantile picture. But, 
it will always be the outstanding 
shopping center in any commu- 
nity.” 

His advice to a Cadillac dealer 
scouting for a location: “Don't 
overlook the potential in a down- 
town spot. It is good policy for 
higher-priced-car dealerships to be 
located in the ‘hub’ of a commu- 
nity, in direct contact with the key 
commercial and professional peo- 
ple.” 














TRI-EX REFINED 
Wolfs Head Oil 
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Comparative tests and records of countless motor- 
ists prove that regular use of WOLF’S HEAD makes a 
real difference in lower operating and upkeep costs. 
That’s why car owners everywhere insist on WOLF’S 
HEAD, “finest of the fine” premium motor oils. 
WOoLF’s HEAD is 100% Pure Pennsylvania—the oil 
with Nature’s Miracle Molecule . . . Tri-Ex refined 
three extra steps for truly superior performance... 
and Scientifically Fortified for complete protection. 
With WoLF’s HEAD you can keep your 

customers coming back. WOLF’s 
HEAD commands distinctive cus- 
tomer loyalty the world over. 





WOLF’S HEAD 
OIL REFINING CO., INC. 


OIL CITY, PA. 


Quality That Justifies 
Installation Costs 
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Bearfoot Airway Corporation 
e Automotive Division © Wadsworth, Ohio 











Parts Control, Good Men, Legwork .. . 
Bielfield’s 


By Francis J. Gawronski 
Staff Writer 


‘= ingredients of a profitable 
parts and service business are 
good inventory control, a healthy 
parts stock, good service, compe- 
tent personnel and plenty of leg- 


work contacting customers.” 

This formula for profit is of- 
fered by Roy Arkin, parts man- 
ager for Jerry Bielfield Co. 
(Ford), Detroit, one of the lead- 
ing parts and service selling deal- 
erships in Ford’s Detroit district. 


Located in the heart of the truck 
terminal district on Detroit’s West 
Bielfield’s service and whole- 
sale and retail parts business runs 


Side, 


over $1.5 rrillion a year. 


Since Arkin took over the parts 
department three years ago, the 
dealership’s parts business hag in- 
creased more than 50 percent and 
the parts department has outgrown 


its present facilities. 


The firm is in the process of mod- 
ernizing its two-floor parts depart- 
ment to provide space for an addi- 


tional 247 parts bins. 

“A successful parts business 
starts with a rigid inventory con- 
trol,” Arkin said. “We do this 
with. the Assort-O-Post system. 
We keep out of trouble on ob- 
solescence by letting the system’s 
cards tell us what parts and how 
many we sell and how many to 
order.” 

Arkin said the dealership em- 
ploys two girls fulltime to operate 
the Assort-O-Post system. One girl 
keeps track of the parts coming in 
and the second keeps track of the 
parts going out. 

“Some dealers make the mistake 
of hiring one person to handle stock 
control and to sell over the coun- 
ter,” Arkin said. “It is impossible 
for one person to handle both jobs. 
As a result, the business suffers.” 

Arkin said the system keeps a 
record of sates trends as well as 
stock inventory. 

“This way we can.tell at a 


Plant-City Mayors 
Ask Canada for 
Import Reforms 


MONTREAL.—With British and 
European automobiles taking a 
larger share of the Canadian auto- 
mobile market, mayors of four 
cities will present this month to 
Prime Minister Diefenbaker a brief 


calling for a new deal to support. 


the domestic automobile industry. 

The brief is from the automobile- 
making Ontario cities of Windsor, 
Oshawa, Oakville and St. Cath- 
arines. The brief will suggest 11 
changes in taxation on Canadian 
industry and in duties on imported 
vehicles. 

Among the recommendations is 
one that the Government develop 
a policy by which makers of for- 
eign cars will be encouraged to 
manufacture in Canada vehicles to 
be sold in Canada. 

The brief also notes that one of 
every three cars sold in Canada 
last year was imported, taking into 
account the North American mod- 
els imported from the United 
States, The brief will ask the gov- 
ernment to do something about im- 
port of parts for use in Canadian- 
made cars, most of which it is 
stated in the brief, enter Canada 
duty-free. 


How to Provide 
Vitamins for VW 


DETROIT. — Setting up the 
Volkswagen for maximum power 
and speed is described in detail in 
Making the Volkswagen Go, pub- 
lished at $5 by Post Motor Books, 
125 S. First St., Arcadia, Calif. 

Henry Elfrink’s hard-cover book 
touches on everything from mild 
tuning to far-out competition tim- 
ing, ignition, carburetion and sus- 
pension, including data on the 
a and new ‘Transporter en- 
gine 

The 220 illustrations among the 
224 pages include “exploded” draw- 
ings and cutaways as well as photo- 


graphs 
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I can offer —good service. And 

that’s what we give them,” Simp- 

son said. “We keep our prom- 
ises.” 

Simpson said the shop averages 
1,946 work orders a month. He also 
pointed out that the firm does no 
service advertising and doesn’t use 
a follow-up system. 

“The only advertising we do is 
personal contacts,” Simpson said. 
“However, we do get a lot of word- 
of-mouth advertising, which, in the 
long run, is the best kind of ad- 
vertising.” 

A breakdown of service records 
during May show that 13.6 percent 
of the repair orders were for 
sales are above or equal service and | amounts under $5; 28 percent were 
bump shop sales. He credits hisS|oyer $5 and under $10; 18.2 per- 
parts salesmen for much of the| cent were over $10 and under $20; 
18 percent were over $20 and under 
$40, and 22.2 percent were over $40. 

Four percent of the work or- 
ders were for single items; 17 
percent were for two items, and 
the rest- were for three or more 





Owner Sues Dealer 
For Car Ruined in Fire 


NEW CASTLE, Pa.—Bryan 
Motor Sales, Inc., has been sued 
for $2,350 by the owner of an im- 
ported sports car which was de- 
— in a fire which swept the 

ryan repair shop. 

oan J. Parillo, the owner, said 
the dealer had refused to replace 
the vehicle with a similar model, 
and charged Bryan with careless- 
ness and negligence in the fire by 
not carrying adequate insurance. 


‘Formula for Profit’ 


for the road the following morning 
even if the mechanics have to work 
into the early morning hours to fin- 
ish the job,” he said. 

Arkin said the dealership has no 
special gimmicks and does no ad- 
vertising to move parts. 

“The only thing we use is leg 
work contacting dealers—and we 
do plenty of that,” he said. 

The dealership pays its parts 
personnel a base salary, plus a 
bonus on sales above a stipulated 
monthly volume. ; 

“T have one of the best working| firm's parts business. 
forces in the city,” Arkin said. A healthy share of the parts 
“They have never failed to crack} business comes from the service 
the sales quota.” department, where Dick Simpson 

Arkin said three of his salesmen; is manager. 
are former parts managers who are| Simpson has been with Bielfield 
making more at Bielfield than they| Ford since 1954 and has doubled 
did as managers. dollar volume of service since then. 

In addition to Arkin and the two} When asked how he managed to 
girls handling the Assort-O-Post|increase service business, Simpson 
system, the parts department has/ shot back, “I went out after fleet}ers and one shop foreman. The 
six countermen, a parts representa- | business.” bump shop 22 workers, including 
tive at the firm’s bump shop, one| How did he convince fleet own-|9 bumpers. 
man handling receivables and two/|ers to bring their business to Biel- Simpson said most of his mechan- 
drivers. field? ics earn about $9,000 a year, with 


Arkin said monthly counter parts “I offered them the only thing | three topping $15,000. 


glance what parts are becoming 

obsolete,” Arkin said. “We don’t 
keep a part from year to year. 

“If a part isn’t moving, we get 
rid of it,” Arkin said. “We always 
manage to find someone who can 
use the part, even if we have to 
sell it for 10 cents on the dollar. If 
you keep a part too long, taxes eat 
you up.” 

The firm’s average parts inven- 
tory of $150,000 is turned over ap- 
proximately every 60 days. 

In 1959, Bielfield’s total parts 
sales amounted to $929,694. Parts 
sales per departmental employe av- 
eraged $7,000, and wholesale parts 
accounted for 49.6 percent of the 
total, according to Arkin. 

In the backshop, labor sales 
amounted to $595,381. Labor per re- 
pair order was listed at $25.49, and 
parts per order at $18.30. 

For the first six months of this 
year, labor per repair order has 
risen to $28.08, and parts per 
order has jumped to $21.48. 

Arkin said the major portion of 
the dealership’s parts and service 
business comes from fleet owners, 
with trucks accounting for 90 per- 
cent of the business. 

How does Bielfield get the fleet 
business? 

ae personal contacts,” Arkin 



















items. 

The dealership’s service depart- 
ment employs between 18 and 20 
mechanics, four service order writ- 


New Commercial-Car Registrations, 
All States for May, 1960-1959 


istrations by states are 
compiled 


“My two bosses, Jerry and Bud 
Bielfield, are the two best sales- 
men I have. They’re always on the 
road contacting fleet owners and 
trucking firms,” Arkin said. 


Truck 
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California International Dealer . . . 


Bob’s Averages $95 Per R. O. 


(Continued from Page 76) 


shaped open area service garage, 
was constructed, 

A single monthly service promo- 
tion is sent the 1,600-customer list 
of Bob’s service operation. Bob 
says, “These are legitimate specials 
in which we combine a number of 
operations, or features, and offer 
them at one low price. 

For example: Our Cooling Sys- 
tem Special includes 1. Inspect and 
test radiator cap; 2. Check thermo- 
stat; 3. Pressure test radiator; 4. 
Flush radiator; 5. Install rust in- 
hibitor; 6. Inspect hoses, hose 
clamps and connections; 7, Check 
fan belt and adjust for proper ten- 















a combination, they would still run 
almost $7. As a service special, we 
deliver the whole works for $4.75. 

“Our brake special was Bendix 
premium quality lining offered the 
customer at $19.95, for any Ameri- 
Can passenger car or small pickup 
truck. If the customer were to buy 
the lining at list and pay flat rate 
charges on the brake service, it 
would have cost him $8 more than 
our Special did. By the way,” con- 
cluded Bob, “our labor rate is $5.50 
for passenger cars and $6 on 
trucks.” 


Promotional efforts to maintain 
and increase service business are 
unique in that Bob’s does little 
or no advertising. Primary effort 


sion; 8. Remove foreign matter 

such as leaves and bugs that re- 

strict flow of air through radiator. 
* * * 


All Services for $4.75 

By WOULD normally cost the 
customer twice as much if he 

ordered the items separately. If he 

came in and ordered the items as 


Cleveland Dealer 
Is Charged with 


Title Violations 


CLEVELAND. —Socotch Motors, 
Inc. (Mercury-Comet) has been 
charged with failure to file title 
with the county within three days 
of the sale of a car and failure to 
provide police with a record of a 
used car taken in trade within 24 
hours of the deal. 

Police said they learned that 36 
persons who had purchased cars 
from Socotch had not received titles 
over a period of a month. A check 
of county records also showed that 
the titles had not been filed. 

Shortly after they contacted John 
Socotch, head of the firm, police 
said, the titles were filed and sales 
taxes totalling $1,600 were paid. He 
claimed he was late in filing title in 
only one instance. 

“My sales manager carried a 
check around in his pocket for 10 
days and I didn’t know the car was 
paid for,” he explained. 

During May Socotch was fined 
$25 for failure to report a used-car 
sale to police and another $25 for 
operating a used-car lot without a 
license. 


Kaiser Steel 


Cited by FTC 


WASHINGTON. — The Federal 
Trade Commission last week 
charged that Kaiser Steel Corp., 
Oakland, Calif., the ninth largest 
steel producer in the United States, 
violated the antimerger law by ac- 
quiring a substantial portion of the 
voting stock of a competitor, Alli- 
son Steel Mfg. Co., Phoenix, Ariz. 

On May 15, 1958, Kaiser acquired 
about 45 percent of Allison’s voting 
stock for more than $1.1 million, 
and subsequently two executives of 
the Kaiser interests were elected to 
Allison’s board. 

The FTC’s complaint charges 
that the acquisition may substan- 
tially lessen competition or tend to 
create a monopoly in the fabrica- 
tion and erection of structural steel 
and in the manufacture of associ- 
ated steel products in Maricopa 
County Arizona, or in other sections 
of the country in violation of the 
law, Section 7 of the Clayton Act. 
Kaiser was given 30 days to file 
an answer to the complaint. 





























involve four eight-page advertise- 
ments in the yellow pages of the 
local phone book. 

One of Bob’s favorite stories con- 
cerned an effort to free a mired 
milk truck one wintery evening 
some four years ago. With his 
wrecker winched to the truck, and 
lashed to a nearby tree with a 
ground cable, Bob was in the cab 


Autolite Begins 
Alabama Plant 


DECATUR, Ala.—Electric Auto- 
lite Co. has begun construction of 
a multimillion-dollar electrical 
parts plant here. 

It is slated to be in production 
by the spring of 1961. Investment 
in the new plant will be between 
$6 million and $7 million, according 
to John J. Bohmrich, Autolite vice- 
president. 

The plant will produce regulators, 
distributors, solenoid switches, re- 
lays, governors, condensers and re- 
lated automotive and _ industrial 
electrical products. It will be the 
28th Autolite plant in the United 
States and Canada. 





Harrison Automotive Radiators — 
Reliable Products of General 
Motors Research and Engineering. 


of the wrecker ready to pull the 
milk truck free. 

With the engine gunned, he let 
the winch clutch in slowly. He 
could see the milk truck move 
slightly, then suddenly the wrecker 
lurched toward the truck. Instead 
of the truck coming free, he had 
winched the wrecker toward the 
milk truck and pulled the tree 
down, amid irate screams of an 
unhappy householder. 

+ * * 


H® FINALLY finished freeing 
the milk truck and sent it on 
its way. It was dusk so he had to 
return the next day and reset the 
tree to the satisfaction of the 
housewife. His only consolation was 
that six months later the county 
widened the road and removed both 
tree and front yard. 


Another nontypical example of 
Bob’s activities indicates the 
lengths to which he goes to pro- 
vide service. One morning at 3 
o'clock his telephone rang. The 
California Highway Patrol was 
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asking him to help a stalled diesel 
truck 50 miles away. 
* * * 


Goes to Aid Truck 


Bo dressed, drove to the shop, 
loaded a 55-gallon drum of fuel 
and tore off. On arrival, he found 
the only thing wrong was that a 
careless driver had neglected to 
fill his tanks at the previous town. 


Several days later he was told 
that the California Highway 
Patrol had called nearly every 
San Diego outlet for diesel fuel. 
Only one was open at 3 a.m. and 
this was unable to make any de- 
liveries. Finally, they called Bob 
(who is some 12 miles outside San 
Diego) who took care of their 
needs. As Bob says, “I sure am 
glad I don’t do this very often, 
but I believe that this has done 
me no harm with local truck 
drivers who know they can get 
service at Bob’s Automotive 
whenever they need it.” 

When asked what he considered 
to be the basis for success of Bob’s, 
John Kishpaugh, San Diego zone 
manager for International-Harvest- 
er said, “I think the biggest thing 
is Bob’s time for people. Valley 
people know they can always talk 
to Bob, and as a result they bring 
both trucks and cars to him.” 
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Florida Dealers 
Told to Observe 
Sunday Sales Ban 


CLEARWATER, Fla, — An in- 
junction against enforcement of 
Florida’s ban on Sunday and holi- 
day car sales has been dissolved 
by Judge Jack Clark, of Pinellas 
County Circuit Court. 

The Florida Automobile Dealers 
Assn. warned that the action means 
that any new or used-car dealer 
who transactg business on Sundays 
or holidays is in danger of having 
his license suspended, 

The injunction had been issued 
in a suit brought by Sam Hicks, 
doing business as Sam Hicks & 
Son, against the state motor ve- 
hicle commissioner, 

Hick’s suit has been stayed until 
that State Supreme Court acts on a 
suit in Orange County in which a 
panel of three judges upheld the 
constitutionality of the Sunday-and- 
holiday closing law. 

The FADA joined the state at- 
torney general and the motor ve- 
hicle commissioner in the motion 
to dissolve the injunction which 
had been granted in the Hicks case. 










HARRISON RADIATORS STAND UP 
UNDER TORTUROUS POUNDING OF 
BELGIAN BLOCK ROADI 


The Belgians have a word for it, SCHRIKWEKKEND .. . TERRIFIC! 
One mile over a Belgian Block Road would convince you they’re 
conservative. It’s jolt—jounce—bounce every inch of the way! 

The Belgian Block Road is but one of the tests to prove the structural 
strength, the rugged reliability of Harrison radiators under all types 

of driving conditions—from normal situations to the most extreme roads 
and terrain. As a prime producer of automotive temperature-control 
equipment, Harrison-General Motors engineering and proving 

facilities are the most modern and complete in the industry. Reliability 
through research is just one of the reasons why Harrison is the leader 

in product value and dependability. If you have problems of 
temperature control . . . passenger comfort or vehicle efficiency . . . 

look to the leader. Look to Harrison for the answers! 


HARRISON RADIATOR DIVISION, GENERAL MOTORS CORPORATION, LOCKPORT, NEW YORK 


Sa 











this Heavy-Duty (~ — 


| 






ONE-MAN 
Pressure 


BRAKE ). € 
BLEEDER 3) cote 


gets the big, popular vote! = “aD 


ALL PARTIES AGREE. 


MEW! For Chevrolet 
and GMC Trucks — 1960! 









servicing ALL byérowtic brake syst 











| Buy genuine Rover parts 


The use of eeeaiee Rover parts, en- 
ineered to the exacting standards of 
e developers of the jet engine and 
the world’s first turbine car, is strongly 
| recommended. Inquiries may be di- 
rected to the following offices, where 

: complete parts depots are maintained: 
36-12 37th Street, Long Island City 1, 
| New York; 373 Shaw Road, South San 
| Francisco, California; Mobile Drive, 
Toronto, Canada; 156 West Second 
Avenue, Vancouver, B. C., Canada. 





THE ROVER MOTOR COMPANY 
OF NORTH AMERICA LIMITED 
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Heads Finance Committee. . . 


Breech Still Plays 
Major Ford Role 


(Continued 


portion of the heavy demands of 
the day-to-day operational re- 
sponsibilities and allow younger 
men to assume them, both in 
their best interests and for the 
long-term good of the company.” 

A Ford spokesman emphasized 
last week that Breech is still an 
employe of the company, although 
he was unable to say how Breech’s 
current salary will compare with 
the $185,000 he received as chair- 
man, 

It is presumed that he will con- 
tinue to earn out his bonus awards, 
which are paid in four installments. 
Breech received a $300,000 bonus 
for 1959. 

* + * 


Ses he has not retired, he ap- 
parently will not yet begin to 
receive payments on his $185,000 in 
“contingent retirement credits” for 
bonuses from 1947 to 1954. This 
fund was set up when Ford’s bonus 
plan was revamped in 1955 and was 
to be paid in five equal installments 
after termination of employment. 

Breech has been employed 
under a year-to-year contract 
which called for minimum annual 
compensation of $150,000, The 
company had no comment on the 
current status of that contract. 

As of March 1, 1960, Breech was 
listed as the beneficial owner of 
67,580 shares of Ford Motor com- 
mon stock, 

Breech left the presidency of 
Bendix Aviation Corp. in 1946 to 
become executive vice-president of 
Ford. With Henry Ford II, he has 
directed the postwar resurgence of 
the company. He board 
chairman in January, 1955, 

+ ” * 
TOP-FLIGHT executive him- 
self, one of Breech’s greatest 

attributes has been his ability to 
select men. He is credited with as- 
sembling the team that put the 
company back on its feet. 

(At a congressional hearing in 
1956, Henry Ford II remarked 
that “10 years ago we were losing 
astonishing amounts of money, 
month by month.” That monthly 
loss hag been estimated at $10 
million.) 

The list of men who joined Ford 
during Breech’s early years on the 
job is impressive. It includes such 
names as Lewis D. Crusoe, Delmar 
8S. Harder, John Dykstra, Irving A. 
Duffy, William T. Gossett, Robert 
S. McNamara, Ben D. Mills, James 
O. Wright and Theodore O. Yntema. 

Breech had Ford in the black by 
the end of 1946, and the company 
showed a $64 million profit the next 
year. In 1950, Ford moved past 
Chrysler Corp. to take second place 
in sales and has held that position 
ever since, 

A certified public accountant, 
Breech became controller of Yellow 
Cab Mfg Co., in 1923, two years 
before Yellow Cab merged with 
GMC Truck & Coach Division. 

In 1929 he was named general 
assistant treasurer of General Mo- 
tors, and in this capacity he 
brought about the merger of Gen- 
eral Aviation Corp. and North 
American Aviation, Inc. 

(In the early ’30s, North Amer- 
ican operated Transcontinental & 
Western Air, which was a GM sub- 
sidiary. It also operated’ Eastern 
Airlines and Western Air Express.) 

- * . 

REECH became North American 

president and chairman in 1933 

and a year later he recommended 
that the firm get out of the airline 
business and concentrate on air- 
plane manufacturing. He continued 
as North American chairman until 
becoming president of Bendix in 
1942. 

He became a GM group execu- 
tive in 1936 and a vice-president 
in 1939, Bendix one of his 
responsibilities in 1937, as GM 
then owned a large block of Ben- 
dix stock. 

GM sold its interests in North 
American and Bendix in 1947. 

Breech directed the reorganiza- 
tion of Bendix and saw its sales 


from Page 1) 


grow from $31 million to $1 billion 
dollars a year. 
om bd * 
ENR FORD II paid high tri- 
bute to Breech upon the lat- 
ter’s resignation as chairman last 
week, 

“For more than 14 years,” he said, 
“Mr. Breech and I have worked in 
close association, sharing basic 
management responsibilities and 
decisions and maintaining through- 


NADA Offers Seminars 


On Income and Leasing 


WASHINGTON. — The National 
Automobile Dealers Assn. will con- 
duct a seminar titled “Broadening 
Dealership Income Base” tomorrow 
and Wednesday (July 19-20) at 
Pocono Manor Inn, Pocono Manor, 
Pa. 

A session on “Improving the 
Leasing Operation” will be ‘held 
July 26-27 at NADA headquarters 
here. The registration fee for each 
seminar is $75 for NADA members 
and $100 for nonmembers. 





out that period a relationship that 
has yielded rich results of inestim- 
able value to me and to the com- 
pany. 

“He has selected and trained 
men, instituted systems, formulat- 
ed policies and instilled principles 
that will serve well Ford Motor 
Co., its employes and its stock- 
holders for many years to come. 

“His agreement to continue as a 
director, to take on the chairman- 
ship of our newly formed Finance 
Committee and to remain as a 
member of the Product Planning 
Committee softens, to some degree, 
our regret at his retirement from 
participation in other company ac- 
tivities.” 

Ford’s dual role of president and 
chairman reportedly caused some 
concern in financial circles, on the 
grounds that it was too big a job 
for one man. Some sources suggest- 
ed that the formation of the Fi- 
nance Committee was designed to 
allay those fears. 

Members of the Finance Commit- 
tee, in addition to Breech and 
Henry Ford II, are: 

Benson Ford, company vice-pres- 
ident and chairman of the Dealer 
Policy Board; Gossett, vice-presi- 
dent and general counsel; McNa- 
mara, car and truck group 
vice-president; A. R. Miller, vice- 
president and controller, and 
Yntema, finance vice-president. 

Ford directors last week declared 
a quarterly dividend of 75 cents per 
common share, compared with 60 


| cents for the preceding quarter. 


Iowa VW Dealer’s Suit 
Is Tossed Out of Court 


DUBUQUE, Ia.—Federal District 
Judge Henry N, Graven in a ruling 
filed here Thursday in effect tem- 
porarily threw out of court the 
$180,000 triple damages suit filed 
against Volkswagen of America, 
Inc., of New Jersey and Import Mo- 
tors of Chicago, Inc. by R. J. 
Schnabel, president of Rollie’s Im- 
port Motors, Waterloo, Ia. 

Judge Graven’s ruling sustained 
the Volkswagen and Import Mo- 
tors motion to quash the serving 
of process on them, thus holding 
that the Iowa Federal District 
Court did not have jurisdiction. 

Schnabel and Rollie’s Import Mo- 


Dodge Sales Up 


99 Pet. in July 


From Year Ago 


DETROIT.—Retail sales of Dodge 
cars in the first 10 days of. July 
were 99 percent higher than ‘sales 
in the comparable period a year 
ago, M. C. Patterson, Dodge gen-| 
eral manager, reported last week. 

Patterson said 8,176 cars were 
sold in the seven selling days of 
July 1-10, compared with 4,113 in 
the eight selling days of July 1-10, 
1959. The daily sales rate in the 
first 10 days was 127 percent higher 
than the rate for the like period 
last year, he added. 

Patterson said 264,854 Dodges 
have been sold since the 1960 model 
introduction date, compared with 
112,863 in the comparable period 
last year, an increase of 135 per- 
cent. However, early July sales fell 
sharply from the 12,408 Dodge cars 
sold in the first 10 days of June. 

Sales per dealer so far this year 
average 82.9 cars, an increase of 
182 percent over the 29.4 sales per 
dealer. in the Jan. 1-July 10 period 
last year, he added. 

He said 1960 Dodge sales per 
dealer are 60 percent higher than 
the dealers’ average sales of both 
Dodge and Plymouth cars in 1959. 
Sales of Dodge and Plymouth cars 
per Dodge dealer were 51.7 cars in 
the Jan. 1-July 10 period last year, 
he said. 


Studebaker Signs Three 

MINNEAPOLIS.— New Stude- 
baker dealerships in the Upper 
Midwest include Bob Olson Motor 
Co. (Pontiac), Stillwater, Minn., 
headed by Robert Olson; F: R. 
Mohn Sales & Service, Shakopee, 
Minn., and Cavalier Motors (Pon- 
tiac), Cavalier, N. D., operated by 
Harold A. Morrison. 


tors had contended in their petition 
that Rollie’s held an exclusive fran- 
chise as a Volkswagen automobile 
dealer “in the city of Waterloo and 
surrounding area for the period 
Jan. 1, to Dec, 31, 1956” and that 
“Volkswagen failed to act in good 
faith in complying with the terms 
of the franchise and the renewal 
and termination thereof.” Rollie’s 
asked $180,000 treble damages to- 
gether with attorney fees. 

Judge Graven said Rollie’s case 
was based upon the good-faith act 
which became effective Aug. 8, 1956. 

Judge Graven said neither Volks- 
wagen nor Import Motors of Chi- 
cago ever has qualified under Iowa 
law to do business in Iowa or be 
designated an agent in Iowa for 
service of process. 

“While Section 2 of the Dealers 
Act provides that an automobile 
dealer may bring suit against a 
manufacturer in any district of the 
United States in which the manu- 
facturer resides or is found to have 
an agent ... it does not provide, 
as does the Clayton Antitrust Act, 
that process may be served in any 
district in which the manufacturer 
is an inhabitant or is found to 
transact business,” Judge Graven 
said. 

Judge Graven’s ruling added: 

“It is the view of. this court 
that the provisions of the dealer 
act, its legislative history and its 
statutory background are evi- 
dence that the act is not an addi- 
tion or a supplement to the Clay- 
ton Act, Many of the pertinent 
provisions of the two acts are in 
sharp conflict, There is a variance 
between the provisions of the acts 
relating to venue and process.” 

“It is the holding of this court,” 
Judge Graven’s decision said, “that 
the provisions of the Clayton Act 
for the extra-territorial service of 
process are not available to those 
bringing actions under the Dealer 
Act, It is therefore the ruling of 
court that the services of process 
(in this case) were not valid serv- 
ices of process.” 





Ford, Chevy Dealers Vie 


For Same Political Job 


TUCSON. — “I don’t know how 
it will come out, but we’re going 
to have a lot of fun,” said W. R. 
Shaw, Ajo, as he filed nominating 
petitions as a candidate for Pima 
county supervisor. 
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Summer a Major Market Challenge .. . 





Dealers Work to Sustain Boom 


(Continued from Page 1) 


the Midwest, apparently suffering 
no drop since July 4, All the com- 
pacts report good demand, with 
Rambler and Lark (only makes 
able to make such a comparison) 
running ahead of last year. 

Compacts are also continuing 
strong in New York City, although 
one dealer reported a slowdown in 
Comet. 

“It is obvious to me,” he said, 
“that the backlog isn’t anywhere 
near as big as any of us thought. 
I wouldn’t term the situation seri- 
ous, but it does give cause for some 
concern right now.” 


+ * +. 
DODGE dealer in California 
said: “In the last 10 days busi- 
ness sagged and we've not been 
able to pick it up again. Every deal 
is a battle to keep the gross from 
dying of anemia.” 

In Twin Falls, Id., dealers said 
they were banking on fall and 
winter business to snap a slow- 
down that has been in progress 
for as long as 60 days for some 
dealers. 

Sales in July have been virtually 
nil for volume lines in Twin Falls. 
Dodge and Volkswagen are the only 
exceptions. 

A Twin Falls Pontiac dealer, re- 
porting 60 days of “bad” business, 
said: “We look for a rugged time 
if this continues, but we hope this 

is only seasonal and that the farm- 
ers will be in September.” 

Both Ford and Chevrolet dealers 
in Twin Falls said they noticed a 
slowup in early July, but they said 
they are optimistic and have not 
cut back on new-car orders. 

* * 


i MISSISSIPPI, the dealers’ out- 
look is also geared to the farm- 
ers, How new-car sales develop de- 
pends on how the cotton crop turns 
out. If the cotton crop is good, 
dealers should have an excellent 
last half, 

From Augusta, Me., it was re- 
ported that new-car sales have 
held reasonably steady across the 
state in July, with one or two 
soft spots reported, A swing to 
domestic compacts was reported, 
however, with Falcon the leader. 

A trend to compacts was also 
noted in the Deep South, with Fal- 
con and Rambler dealers doing 
most of the crowing. With the ex- 
ception of Corvair, the compacts in 
the South are moving on a par with 
their standard-size running mates. 

A Western Buick dealer said that 
the holiday had definitely crimped 
new-car sales. 

“In the first two days of July,” 
he said, “we delivered six units. 
During the week after the Fourth, 
we delivered three.” & 


ITTLE change was reported in 
the market in Norfolk, Va., 
where May and June were consider- 
ed unsatisfactory months. Feelings 
are mixed over the outlook, with 
little real enthusiasm. 

Compacts continue to do well 
in the Norfolk area, with sales 
running from 15 to 35 percent of 
the total for various dealers. 

Norfolk dealers continue enthusi- 
astic about the compacts, but some 
complain of low profit margins. 

Dealers in Denver believe that 
overall sales in the last half of the 
year will just about equal those of 
the first half, with continued good 
business in domestic compacts 
taken for granted. 

Some Denver dealers believe the 
compacts’ share of the market will 
continue to grow at the expense of 
both the domestic standards and 
the imports. 2 


* +. 

N SAN FRANCISCO, some but 

not all dealers reported sales had 
picked up this month. One Ford 
dealer who feared a short time ago 
that he was overstocked said his 
concern now is that he will not 
have enough cars to finish the 
model year, 

Dealers agreed that the outlook 
for the rest of the model year 
looks good, but they reserved 
judgment on what customer re- 
action to the ’61s may be. 

Compacts rated unanimous cheers 
in San Francisco, both on saleabil- 
ity and on stimulation of interest 
in the overall market. 

Market reaction in New Orleans 
was mixed, although the majority 
reported a downward trend. One 





said his customers must have 
taken a holiday walk, He sold 31 
cars in the first 10 days of June, 
he said, but only 11 in the corres- 
ponding period this month. 

A New Orleans dealer who han- 
dles a compact along with a regu- 
lar line said the factory hag hiked 
the price of options on the com- 
pacts, tacking on $12 for the heater, 
$12 for whitewalls and doubling the 
price of the rack for the wagon. 

*” + * 


i VERMONT, where residents 

rarely agree on anything, deal- 
ers were no different. Some said 
that sales have been pretty good; 
others reported the “bottom has 
fallen out.” 

There was one area of agree- 
ment, however, As stated by a 
Woodstock dealer: “The compacts 
are eating into big-car sales ter- 
ribly. There’s no getting away 
from it. The trend is toward 
smaller cars.” 

Vermont dealers also tended to 
agree that they are in for a rough 

cleanup and that the used-car mar- 
ket is glutted, 

Chicago dealers said that sales 
have been moving at a good clip 
so far this month, but they would 
like to see the cleanup speed up a 
bit. Buyers, they said, seem apathe- 


Patterson Eyes 

400,000 Car Sales 
. e 

For Dodge in ’61 

DETROIT.—Dodge is having the 
best year in its history, and Gen- 
eral Manager Matthew C. Patter- 
son is looking for another record 
Performance 
in 1961. 

He expects 
Dodge car sales 
to top 400,000 
next year, “I sup- 
Pose people will 
be just as skepti- 
cal as they were 
last year,” he 
said, “but we're 
going to do it,” 

ee Patterson 
M. ©, Patterson recalls that there 
was considerable head-shaking last 
fall when he predicted that the new 
Dart would give Dodge a banner 
year. He expects 60 model sales to 
hit 325,000, well ahead of the divi- 
ay previous high of 310,841 in 





He said Dodge now hag 2,500 
dealers, all of whom handle only 
Dodge cars and trucks. 

In addition to the compact Lan- 
cer,*Dodge will add a new pickup 
truck next fall. He expects the 
pickup to do for Dodge dealers’ 
truck business what the Dart did 
for their car business. 


tic to price reductions, apparently 
waiting for further cuts just before 
the ’61s arrive. 

Used cars have been so tight that, 
on new-car deals, salesmen are urg- 
ing customers to sell their old cars 
independently and come back with 
the cash for the downpayment. 

In Florida a “little upturn” in 
sales was reported. But since June 
sales were below May and April, a 
slight upturn in July doesn’t mean 
too.much, the dealers said. 

Sales of compacts are running 


ahead of big cars. Even wealthy | tod 


owners, who have always bought 
big cars in the past, are turning to 
compacts, one Clearwater dealer 
said. 

In some Gulf Coast cities in Flor- 
ida, Falcon reportedly is outselling 
the standard Ford. 


* * * 
i DISCUSSING the compacts, 
dealers in the Los Angeles area 
were the most vocal. 

“We could sell more Comets if 
we could get them,” said a Lin- 
coln-Mercury dealer, “I’m told the 
factory has enough orders for the 
next 60 days of production.” 

“We're not doing what we should 
with Corvair,” said a Chevrolet 
dealer. “The Monza is a hot item 
but it hurts, People hold off buying 
until they can get a Monza, which 
gives them a chance to get out of 
the mood and ask for their deposit 
back.” 

“When the B-O-P compacts ar- 
rive, they'll take more of the mar- 
ket from larger cars,” said a Pon- 
tiac dealer. 

Said a Plymouth-Valiant dealer, 
“The compacts are holding us to- 
gether right now. Plymouth’s so 
cold we’re out of excuses. It’s a 
shame such a good car should be so 
sticky.” 

And a Ford dealer said, “Com- 
pacts are the biggest danger to 
slow-selling big cars. All we’re mak- 
ing money on are Falcons and 
Birds. All of a sudden, we’re faced 
with a different type of public. 

“The factory should be building 
the type of car the public wants 
instead of stuffing cold turkey down 
our throat.” 4. « « 


[phatase nearly everywhere tell 
tearful stories about used cars. 
Virtually dead on the lots are 
pieces that retail above $2,000. 
There is some demand in the 
$500-$1,200 class but clean units in 
this range are hard to find, dealers 


say. 

Some Chicago dealers have 
turned to advertising weekly 
prices (a ’56 Rambler for $6.81 
per week) in an attempt to stir 
up some action on the lots. 

A startling exception is provided 
by the used compacts, which sel- 
dom sit on the front line for more 
than two days. 





expanded advertising had helped to 
move some used cars after the mar- 
ket had creaked “to a complete 
halt.” 

In Clearwater, Fia., 


now on will retail only low-priced 
units. 


A Los Angeles dealer said he is 


worried about what will happen to 
the used-car market this fall when 
lease groups unload their fleets. 

“I think the used-car market will 
fall apart all over again,” he said. 


FORD dealer in the New York 

City area commented on the 
current domestic sales situation 
this way: “New-car sales just aren’t 
making any money for the dealer 
ay. 

“Unless the dealer has his op- 
eration set up like a department 
store, with each unit of the deal- 
ership contributing to the overall, 
he is bound to suffer during a 
period like this.” 

He continued: “We have always 
operated our dealership on this 


basis and it is proving its value to 


us now. 


“Our sales are continuing along 


about on a par with last month, but 
there is no profit. We depend on 


Chrysler’s Condon 
To Retire After 
44-Year Career 


DE TROIT.—After 44 years of 


service to Chrysler Corp. and its 
predecessors, John T. Condon, di- 
rector of dealer relations for Chrys- 


ing July 31. 


of dealer rela- 
tions since No- 
vember, 1951, 


al Chrysler Deal- 


J. T. Condon 


established. 

Condon’s first job, as a high 
school graduate, was with Chal- 
mers Motor Co. in Detroit. After 
serving overseas in World War I 
and graduating from the University 
of. Detroit, Condon became service 
parts manager for the company 
formed by the merger of Maxwell 
and Chalmers. 

After transferring to the sales 
department in 1923, he filled a num- 
ber of field assignments, returning 
to the factory sales staff in Detroit 
in September, 1940. 

For 5% years during World War 
II, he was manager of the Indus- 
trial Engine Division. He resumed 
his sales duties in 1947 and served 
there until he was named to the 
dealer relations post in 1951. 

The dealer council, at its last 
meeting presented Condon and his 
wife with an album of testimonials 


In New York, one dealer said that! and a color television set. 


L-M Dealers Council Meets in Dearborn— 


The 21 dealer-delegates to 1960 National Lincoln-Mercury Dealers Council elected Henry Fette, Clifton, N. J., council chair- 
man, and Robert Egan, Sioux Falls, S. D., secretary. Delegates to the council, shown above, conferred in Dearborn with L-M offi- 


cials on matters of mutual interest. Business matters brought before the council are the result of discussions in a series of zone 


and district dealer meetings. Conclusions reached at the national meeting will be brought to the dealers through reverse district 
and zone meetings. In addition to Fette and Egan, delegates include B. V. Chapman, Anniston, Ala.; Matthew W. Moriarty, Man- 


chester, Conn.; Martin J. Echtenkamp, Williamsville, N. Y.; John Gerald, Skokie, Ill.; Ralph H. Farmer, Lexington, Ky.; Frank Nero, 


Bedford, O.; J. B. Bratcher, Plainview, Tex.; W. J. Dinneen jr., Cheyenne; William Pochelon, Saginaw, Mich.; Dan Carlisle, Clear- 
water, Fia.; William A. Greer, Sedalia, Mo.; Bob Estes, Inglewood, Calif.; W. G. Newcomer, Bastrop, La.; E. E. Lowery, San Francisco; 


Joseph S. Holman, Camden, N. J.; M. Guy Stewart, Clearfield, Pa.; Howard Walker, Jacksonville, IIl.; Marvin R. Tonkin, Portland, 


Ore.; Fred Beck, Petersburg, Va.; Stu Evans, Detroit, retiring chairman, and Ray Ridge, Tacoma, Wash., retiring secretary. 


last week 
one dealer threw in the towel on 
high-priced used cars, and from 


ler and Imperial 
Division, is retir- 


dealers, Condon 
has been director 


when the Nation- 


er Council was 


every other department in the deal- 
ership to make up this loss.” 
* a * 

A GENERALLY dim picture was 

sketched for imports, with deal- 
ers in almost every area reporting 
that they have become a declining 
factor in the market. 

The situation was perhaps best 
summed up by a Los Angeles im- 
port dealer who said, “Let’s not 
kid each other, We’re selling a 
few, but business is not very 
good.” 

The sag in sales puzzles 
dealers. Said one Westerner, “I 
don’t know what’s hurting our 
business. Compacts shouldn’t have 
hurt sports cars. 

“It seems that people are just not 
spending money.” 

Reported another import dealer: 
“They’re slow. And I mean all mod- 
els of all makes.” 

* * + 
To consensus is that Volkswag- 
en finds competition from other 
import makes fading away. 

What may be the beginning of a 
trend along this line was noticed 
in New York City. Many import 
dealers are stocking only one car 
in each line. They tell customers 
that they will order whatever they 
want, but they are not really keep- 
ing any cars in stock. 

Imports have been particularly 
hard hit on the used-car lots. Values 
have fallen so rapidly that some 
owners, in attempting to trade, find 
that they have MINUS equities 
ranging up to $500. 

In Norfolk, Va., imports on 
used-car lots are moving more 
slowly than before. One dealer 
said he would not even accept an 
import in trade on a domestic car. 
Some San Francisco dealers also 
said they are refusing imports as 
tradeins. 


“We take it at our price or we 
are not interested,” said another 
Norfolk dealer, 

Norfolk is still a good import 
market, however, with penetration 
running at 12.7 percent through the 
first five months, In 1959, however, 
it was 14.2 percent for the same 
period. 

In discussing used imports, a 
West Coast dealer said, “They seem 
to be even worse than used domes- 
tics, particularly the odd makes 
that failed to obtain public accept- 
ance as new cars.” 

o* * * 

N CHICAGO, a “static” situation 

was reported for imports, with a 
slight decline in sales tending to 
taper off, 

Import sales are continuing to 
decline in Denver, however, with 
most dealers inclined to trace the 
drop to the popularity of domes- 
tic compacts. April-to-May loss 
for imports in Denver amounted 
to more than 27 percent. 

The outlook is “rough” for im- 
ports in San Francisco, it was re- 
ported, except for those selling 
under $2,000 and the luxury models 
at the other end of the scale, De- 
clines in volume were noted for al- 
most every make except Volks- 
wagen. 

A large margin for VW also was 
reported in New England, Los An- 
geles, Twin Falls, Id., and other 
areas. In Maine, it was reported, 
other makes offer “little serious 
competition” in the import field. 

Volkswagen does so well in Twin 
Falls that it trailed only Chevrolet, 
Ford and Rambler in overall first- 
half sales volume. The VW dealer 
said that sales picked up in the last 
half of June and in early July, com- 
pared with “sickly” sales early in 
June. 

* of * 
i FLORIDA, English Ford, Re- 
nault and sports cars continue 
to give VW a good run for the 
money. A Valiant dealer in Clear- 
water said more imports are being 
traded in on American compacts. 

And a Los Angeles-area dealer 
said, “We notice a movement by 
import owners to dump their lit- 
tle cars in favor of domestic com- 
pacts or larger used cars.” 

In Vancouver, B. C., where im- 
ported cars comprise about 40 per- 
cent of the new-car market, sales 

of the European cars are above 
year-ago levels although there is a 
surplus of some makes, 

“There are more unsold foreign 
cars on the market than ever be- 
fore—by a large, large margin,” 
said one import dealer in Van- 
couver. 

In New Orleans, four import.deal- 
ers have gone out of business in the 
last three months. 
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Service Schools in Field 


Make and Open Sessions in Next Month Listed 
By Vehicle, Equipment Makers 





DETROIT.—Here is the schedule 
of field service schools for the next 
month—a regular feature of Avurto- 
motive News. 


For Make Servicemen 

AMERICAN MOTORS SALES 
CORP. — Five service-training mo- 
bile units will be holding schools 
in the following states July 25-Aug. 
19: Unit 101, Georgia, Louisiana and 
Tennessee, Lester F. Howard, in- 
structor; Unit 102, Massachusetts 
and New York, LeRoy Roberts, in- 
structor; Unit 103, Illinois and Wis- 
consin, Harvey Dittberner, instruc- 
tor; Unit 104, Colorado and Minne- 
sota, Harry Rowe, instructor; Unit 
105, California and Oregon, Henry 
Shafer, instructor. 

CHRYSLER CORP.—The service 
training courses from July 25- 
Aug. 19 will cover the most re- 
cently developed procedures for fac- 
tory approved service maintenance 
operations, diagnosis methods, plus 
the proper usage of the latest 
special tools and equipment. The 
courses are offered tuition free for 
service personnel of Chrysler Corp. 
dealers and factory personnel. 

Chrysler training centers are lo- 
cated at: 26001 Lawrence Ave., 
Center Line, Mich.; 5500 Howard 
St. Skokie, Ill.; 2930 Forrest Hill 
Dr., S.W. Atlanta, Ga.; 401 Theo- 
dore Fremd, Rye, N. Y.; 550 S. 
College Ave., Newark, Del.; 1111 
N. Brookhurst St., Anaheim, Calif. 
For further information, contact 
your nearest Chrysler training cen- 


ter. 

FORD DIVISION—From July 25 
to Aug. 19, the Ford 36 district serv- 
ice school instructors will be en- 
gaged primarily in conducting serv- 
ice courses on power steering, 
truck-carburetor service, Trans- 
matic transmission and rear axle. 

GMC TRUCK & COACH DIVI- 
SION—Instruction in the approved 
overhaul, maintenance and diag- 
nosis procedures using the latest 
tools and equipment is available 
(free of charge) to all service per- 
sonnel sponsored’ by a GMC truck 
dealer, or a GMC truck fleet opera- 
tor. The following courses are 
offered: 1. rear axles, 2. standard 
transmissions, 3. automatic trans- 




























suspension, 


11, Mich. 


Harrisburg, 


ALLEN 
MENT CO. 


missions (Hydra-Matic,.twin 
Hydra-Matic, and -=torqmatic), 4. 
diesel engine (one-week tuneup| Pitcher St., Kalamazoo, Mich, 
class or two-week overhau)), 5. 
gasoline engine tuneup, 6, gasoline —Brake servicing. Contact Dick 
engine overhaul, 7, power steering | Stevenson, Ammco Tools, Inc., 2150 
(in-line or booster type), 8, carbure- 
tion, 9, four-wheel drive, 10. air-| cago, Ill. Clinic type instruction 
11, hydraulic’ brakes. 
GMC maintains classrooms in the| bile units manned by factory-train- 
following cities: Atlanta, Jackson-|ed technicians. Five-day, complete 
ville, Boston, Charlotte, Chicago, | brake servicing course available 
Milwaukee, Cincinnati, Dallas, 

ane putes. are. Salt Lake 

y; troit, eveland, Kansas Pads 

City, Oklahoma City, sing.—(A) Wheel alignment, wheel 
Angeles, Memphis, New Orleans, 
New York (two centers), Oakland, 
Philadelphia, Washington, Pitts- 
burgh, Buffalo, Portland, St. Louis 
and Minneapolis. Address inquiries 
to Service Training Activities, GMC 
Truck & Coach Division, Pontiac 


INTERNATIONAL HARVEST- 
ER—tTechnical training centers 
located in Atlanta, Dallas, and 
are conducting 
training for dealer and fleet serv- 
icemen, Five different courses are | {l.—School offers training in align- 
offered. They are: Dealer service-|ment, balancing and frame 
men, dealer service management, 
diesel service, light-duty fleet serv-|Tiods. Next classes July 18, Aug. 1 
icemen and heavy-duty fleet serv- 
icemen. Correct diagnosing, main- 
tenance and service procedures are 
emphasized in each service opera- 
tion. For further information, con-| Louis, Mo.—Brake School—Theory, 
tact your nearest International | principles and practical application. 
truck district or branch. 

STUDEBAKER - PACK AR D— 
Technical training centers in New 
York, South Bend, and Los Angeles 
have scheduled courses on all 
phases of the 1960 Lark and Hawk| ment contact Barrett Equipment 
models ag well as Mercedes-Benz|Co., 2101 Cass Ave., St. Louis 6, Mo. 
a DKW ——— ears for July 

ug. 19. Training will be con-| South Bend—Courses are offered on 
ducted at New York by F. X. Cogh-| Ben - 
lan, at Los Angeles by L. i Tae dix power brakes and Strom 
and a nd by A. S. Kidder. | spon, 

WHITE MOTOR OO. —Diesel| datributere Tee ne pendix 
school Aug. 15-19 (Cummins). At|the basic service and sales training 
the White factory in Cleveland. 


For All Servicemen 
ELECTRIC and EQUIP- 
Kalamazoo 


Pa., 


id 
The Allen Power-Tune course, cov- 
ering diagnosis and electrical 
performance troubles, includes 
training on regulators, generators, 
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batteries, distributors, ignition cir- 
cuit and use of Allen Also 
offered igs the Allen PM Tune-Up 
school for learning. the fundamen- 
tals of the tuneup business includ- 
ing servicing and merchandising. 


A nominal fee is charged. For 
representative or write directly to 
Educational Department, Allen 
Electric &. Equipment Co., 2101 N. 


AMMCO TOOLS, North Chicago 


Commonwealth Ave., North Chi- 
facilities available through 33 mo- 


El| starting July 25. 

JOHN BEAN DIVISION, Lan- 
Omaha, Los| balance, steering systems, Aug. 1; 
(B) Advanced wheel alignment, 
power steering, advance suspen- 
sions and minor frame straighten- 
ing, Aug. 8; (C) Collision service 
of front suspension, frame straight- 
ening and body alignment, Aug. 15; 
(D) Brake servicing, July 25. Com- 
bined courses are also offered. 
(ABC), Aug. 1-19; (AB), Aug. 1-12; 
(BC), Aug. 8-19; (DA), July 25- 


Aug. 5. 
MFG, O©O., Rock Island, 


straightening. for four-week pe- 


and 15. Address all inquiries to E. 
Miles Bacon, director, Bear Auto- 
motive Service School. 


BARRETT EQUIPMENT CO., St. 


Training conducted by the Barrett 
Brake Schools in St. Louis, 

and Los Angeles with a new school 
opening in Philadelphia. For dates 
of scheduled classes and enroll- 


BENDIX PRODUCTS DIVISION, 


berg carburetors through schools 
distributors. The schools provide 


for automotive servicemen required 
in the development of service deal- 
ers. Classes are scheduled by each 
distributor to meet local needs and 
the length of an individual course 
is three or four evenings or one 
full day. No tuition fee is charged. 
Additional information may be ob- 
tained by contacting a Bendix dis- 


SLASH ROCKER PANEL RECONDITIONING COSTS IN HALF ! 


Now, In 30 Minutes Or Less Your Least Experienced Mechanic 
Can Install New, Universal Rocker Panel Repair Kits 
Cut Costly Delays . . . Display Trade-Ins Sooner . . . Sell Them Faster .. . At Better Prices 


Are rusty, pitted rocker sills 
on trade-ins tying up your re- 
conditioning department, caus- 
ing costly delays in getting sal- 
able units on the lot? 

Now, with the new Univer- 
sal Rocker Panel Repair Kit, 
you can slash rocker panel re- 
conditioning costs in half! 
You can display trade-ins 
sooner, sell them faster. 

Your least experienced me- 
chanic can install these kits in 
30 minutes or less! A drill and 
screwdriver are the only tools 
he needs. 

Rust-proof back plates fit underneath gleaming stainless 
steel moulding to cover rusted out holes. Screws fasten 
out-of-sight on the bottom of the rocker panel. No weld- 
ing. No painting. No color matching. 

How many rocker panel jobs tied up your shop last 
month? This month, order an assortment of Universal 
Rocker Panel Repair Kits. See for yourself how you can 
cut rocker panel reconditioning costs in half. 


ORDER TODAY! WE PAY TRANSPORTATION 
CHARGES. FULL MONEY BACK GUARANTEE. 


BUY FROM YOUR LOCAL JOBBER 
OR, MAIL THIS COUPON TODAY 


| Groboski industries, Inc., 319 W. Main Street ! 
| Dept. AN627, Sheffield, Pa. | 
immediately send following pairs of Universal Rocker Panels: | 


| tai No. Pairs —— No. No. Pairs | 
‘a antennae P-4 covinatniienighene 
man ¢ oo. RP-4C npinbeliesll 


| Terms: 2% 10th Prox—n 30 da. We pay shipping charges. 
| Money returned in full if you are not fully satisfied. 


| 
! 
recent nierneenperenemenionyenieinoneneraheilssaosiabbinasebaiieacidicins 
! Company___ | 
i Address__ ah omsaiciee masincvenimeatnaghttia ep leeds 
' sinensis nninecsi ND ceritenneritaneieinsty: 1 


( —— SS 





STOCK ONLY FOUR PAIR TO FIT 9 OUT OF 10 TRADE-INS 


Stock No. Dealer's Cost 
RP-214 2,” WHIMS SG Sine! $10.56 a pair 
RP-31, Si SG ae - 13.65 a pair 
RP-4 cea gy - 13.65 a pair 
RP-4C 4” width . . 13.65 a pair 


Use This Handy Chart to Select Panels for. Your Specific Needs 





Model Model Year Stock No. 
BUICK 1948-60 RP-4 
CHEVROLET & 1949-57 & 59-60 RP-21/, 

PONTIAC 1958 P-4 
CORVAIR 1960 RP-4C 
OLDSMOBILE 1950-53 RP-21/2 

1954-60 RP-4 
OPEL-VAUXHALL 1959-60 RP-31/2 
CADILLAC 1959-60 RP-4 
EDSEL 1958-59 RP-21/, 
FORD & 1951-56 RP-31/, 

MERCURY 1957-60 RP-21/, 
FALCON 1960 RP-21/, 
ENGLISH FORD 1959-60 RP-3 
THUNDERBIRD 1958-60 RP-31, 
CHRYSLER & 

DE SOTO 1957-59 RP-4C 
DODGE & 1953-56 RP-2'/2 

PLYMOUTH 1957-59 RP-4C 
VALIANT 1960 RP-4C 
RAMBLER 1951-56 RP-4C 
NASH 1951-56 RP-3) 

1959-60 Rp-2i, 
STUDEBAKER 1959-60 RP-21/, 





mote cup spray outfit and. other 


and jobber schools have all been 
scheduled at the. factory and field 
schools for jobbers have been 
scheduled in the Midwest and on 


factory school in Toledo is without 
charge for instruction or equip- 
ment. However, a nominal charge 
is made for attendance at field 


ledo—Specialized electronic se mi- 


They are devoted primarily to the 
impact of semiconductor technology 
upon the design of ignition and 
electrical systems, related compon- 
ents and accessories. For further 


Autolite Co., 
Toledo, O. 


School teaches all aspects of radia- 
tor repair and takes one to two 
weeks to complete, depending upon 


the student’s prior knowledge. No 
charge for training course to grad- 


wise. Write to Inland Mfg. Co., De- 


formation. 
OKLAH 


-| conducted by A, D’Andrea, director 









































































tributor or writing to the Bendix 
training director in South Bend. 
CARTER CARBURETOR CO., 
St. Louis—During August, two 
Classes are being offered. Class 339, 
Aug. 1, and 340, Aug. 15. 
DeVILBISS CO., Toledo.—At fac- 
tory and at field schools, company 
instructors will give a complete 
course of instruction in’ spray 
painting, with emphasis on use of 
the new airless equipment, on 
spraying catalysts and other ad- 
ditive. materials, on use of the re- 


new systems and products, Indus- 
trial, auto refinishing, maintenance 


the West Coast, Attendance at the 


schools. 
ELECTRIC AUTOLITE CO., To- 


nars are offered for students at 
leading schools across the country. 


information, write to the Electric 
511 Hamilton St., 


uates who buy or whose employers 
purchase equipment — $200 other- 


partment TS-20, 1108 Jackson S&t., 
Omaha 2, Neb., for additional in- 


OMA STATE 
Okmulgee, Okla, — An 80-hour 
course in specialized auto air con- 
ditioning is being offered. The 
course will include both theory and 
practical experience on the instal- 
lation and repairing of the. latest 
equipment, George Mitchell will be 
the instructor. 
RAYBESTOS DIVISION, Bridge- 
port—A complete brake service 
course will be held at the Raybestos 
Brake Service School and Work 
Shop located in Stratford, Conn. 
This course will consist of five'con- 
secutive daily sessions, each session 
going from 8 a.m, to 4 p.m. All 
phases of brake service work such 
as major adjustments, minor ad- 
justments, and complete brake 
overhauls of all types of both new 
and old brake systems will be cov- 
ered. Personal instruction is aug- 
mented by a technical sound, 
color, motion picture showing ad- 
justment procedure and _ trouble 
shooting procedure as well as 
changes made in 1960 brakes. 
Individuals who successfully com- 
plete the course will receive a cer- 
tificate showing that they are qual- 
ified to work on all types of auto- 
motive brakes, The course will be 


of service training. For further in- 

formation, write to J..W. Hefferon, 

—, Division, Bridgeport 2, 
nn. 

SUN ELECTRIC CORP., Chicago 
—tTraining courses are available in 
test equipment operation and 
tuneup. Two 32-hour evening 
classes are to be held each month. 
Courses will be conducted in Sun’s 
Automotive Division Training 
Center, Harlem and Avondale Aves., 
Chicago, Ill. For further details, 
write R. C. Heidrich. 

SUNNEN PRODUCTS CO., St. 
Louis—Specialized phases of engine 
rebuilding instruction for servicing 
pistons and connecting rods regard- 
ing pin fitting and reconditioning 
and alignment of rods. Cylinder siz- 
ing and finishing instructions also 
available. Instruction offered by 
factory engineers with service units 
completely equipped, For details on 
instruction available without obli- 
gation throughout the nation, con- 
tact A. Del Pico, Sunnen Products 
Co., 7910 Manchester, St. Louis, Mo. 

THERMOID DIVISION, H. K. 
Porter Co., Inc., Trenton, N. J.— 
Brake service school conducted at 
various times during the year, de- 
pending upon the demand. 

UNITED MOTORS SERVICE— 
Instruction in factory-approved 
service methods, using the latest 
equipment, is available in (1) -auto- 
motive electricity (Delco-Remy), 
starting, lighting and ignition sys- 
tems, (2) carburetion (Rochester), 
(3) electronics (Delco auto radio, 





Guide-M atic and Twilight Senti- 
nel), (4) automatic. transmissions 
(Hydra-Matic), (5) Delco standard 
hydraulic and power brakes. United 
Motors Service Classrooms operate 
in these cities: Detroit, Cleveland, 
Boston, New York (two centers), 
Chicago, Washington, Jacksonville, 
Fla.; El Paso, Tex.; Portland, Ore.; 
Dallas, Los Angeles, Memphis, At- 
lanta, Philadelphia, Charlotte, N. 
C.; Denver, San Francisco, St. 
Louis, New Orleans, Houston, Buf- 
falo, Minneapolis, Oklahoma City, 
Milwaukee, Kansas City, Salt Lake 
City, Omaha, Pittsburgh and Cin- 
cinnati. 

WALKER MFG. CO., Racine, 
Wis., is conducting clinics through- 
out the country designed to help 
independent dealers build their 
muffler business and obtain maxi- 
mum profits from _ installations. 
Harry Liebendorfer is conducting 


the clinics. 


WEAVER MFG. CO.—Spring- 
field, IIL, offers a complete wheel- 
alignment instruction course. 
Classes are conducted in the com- 
pany’s laboratory garage the first 
full week of each month. A one- 
week advance notice is required. 
Address all inquiries to the Weaver 
Mfg. Co., (Division of Dura Corp.), 


2171 S. Ninth St., Springfield, Ill. 





Dealers Expect 


Price Stability 


Most Expecting 
No ’61 Increases 


(Continued from Page 3) 
decides on an increase. If auto 
prices rise, the manufacturers can’t 
very well place the blame on an 
“expected” steel hike. 

One solution would be to adjust 
auto prices after the steel industry 
tips its hand, but many auto men 
agree that a mid-model price hike 
ig an undesirable prospect. Custom- 
ers and dealers would scream, and 
sales would suffer, they say. 

* * * 


Avre makers were faced with a 
similar problem last fall as 
they posted their ’60 prices during 
the steel strike. They held the line 
and gambled that settlement of the 
dispute would not result in a steel 
price hike. They won their bet. 
Rubber prices may rise before 
the new cars are announced. The 

United Rubber Workers begin 
wage negotiations with the major 

tire companies this month, and 

any increases may be reflected 
in the ’61 models. 

Although the prices of some mod- 
els seem destined to rise next sea- 
son, buyers will have considerably 
more models to choose from at the 
lower end of the scale. The Dodge 
and B-O-P compacts and the new 
smaller Mercury will be among 
them. 

Likewise, there will be fewer cars 
in the medium and luxury brackets. 
Mercury’s Park Lanes and Dodge’s 
Matadors reportedly will disappear, 
and it igs said that the model selec- 
tion in other lines also will be trim- 
med. 











Get All 
Your Imported 
Car Parts 
From Columbia 


America's Oldest and Largest 
Supplier of Imported Car Parts 
100 page catalog sent if re- 
quested on your letterhead. 





COLUMBIA MOTOR CORP. 
419 EAST 110TH STREET, 
NEW YORK 29, N. Y. 
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Akron Deal Bows to Protest . . . 


Salesmen Win Night Closing 





Car, Truck Output Estimates 


By Automotive News 
PASSENGER CARS 











































(U. S. PRODUCTION ONLY) By Francis J. Gawronski who is a member of the association, | cannot be sued for damages caused 
Week ee a eh Staff Writer selling cars.” by a strike, even if the walkout vio- 
July 16, Week, July9, July, July 18, July 16, potest demonstrations by 50| Whitfield said he decided to re-| lates a no-strike clause in a labor 
1960 1959* 1960* To Date 1959* 1960 to 60 new-car salesmen OVe€T/ main open “to bring this thing out| Contract. 
AMERICAN MOTORS 1s men tan eee closing hours aan oe mee in the open and to a head.” _ 
TORING | cirinraticrmsrons 11,600 10,181 = 9,7 new agreement on working ‘ © . 
CHECKER MOTORS. 200... 112 ‘312 -_-2889-—_-4,845| among the dealerships in Akron. | a.com alist our objective’ We vaid | Obituaries 
CHRYSLER CORP. ...... 20,800 17,819 18,335 43,606 488,673 655,071; The salesmen voiced their protests According to Whitfiel 4 tan Geel ene eee 
Chrysler. .............. an 1,620 3,220 50,135 52,236| over the closing hours outside O’Neil ccording ‘th e rH e sles Rutherford J. Ross, 62: 
DeSoto ........ 139 339 «©—_-33,886~—_—:16,144/ Ford Sales, Inc., one ers agreed to the new closing rules a nee 
| pantie ess 8,011 19,525 107,329 257,512| of several dealers ee ee eee Former Head of Ark. Assn. 
I Diicithh hiking WARNER" Seales vents aaa 11,919  8,663| who, the salesmen eae FORT SMITH, Ark.—Rutherford 
Plymouth Total 8,565 20,522 285,404 320,516| claimed, were stay- Tll abide by the new closing] J. Ross, 62, owner of Ross Motor 
Plymouth. .................. 3,844 285,404 155,086 | ing open nights. rules as long as the other dealer| Co (Dodge-Plymouth), died July 12. 
WN sid cinssresetise 4,721 11,689 _......... 165,430; The demonstra- does the same thing,” Whitfield) He was president of the Arkansas 
FORD MOTOR** 11,710 28,302 1,036,527 1,043,495| tions were designed to persuade | said. agp a Automobile Dealers Assn. in 1938- 
Ford Division io 9,953 19,029 905,586 1| O’Neil Ford to maintain the same THE ‘ tia-| 22 @ member of the National Auto- 
SII so serniserommonsey- cunemenn 2281 4,345 on. 272,500 | hours as other area dealers. ON factory front, negotia-| mobile Dealers Assn.’s Truck Com- 
Ford (Standard) ... 4,225 31,921 7,672 14,227 862,025 534,577 O’Neil Ford is not a member of tors reached an agreement last! mittee for several years, and was 
Thunderbird .......000..0 Rs. meee 457 43,561 51,504| the Akron Automobile Dealers | week ending a week-old strike at| Arkansas director for NADA from 
L-M Division. ............. 1,602 2,695 1,757 4,273 106,485 184,914) Assn., which represents 55 dealers | Ford Motor Co.'s Walton Hills (O.)| 1951 to 1953. He had represented 
SEL. cahictig venience OS? Wis 689 1,095 _—i—=......... 78,675| in Summit County. Association | stamping plant. Arkansas dealer in hearings before 
STON | cicciiennecienenises sieemin nk. deaaie 45 16,904 11,286; members have agreed to close at The Walton Hills plant, employ- | Congressional committees. 
Mercury ...cccccccssee 1,600 2,300 1,068 3,133 89,581 94,953 hry four ore 5 . woot, ont re- | ing 3,800, produces body stamp- * « « 
GENERAL MOTORS .. 66,009 61,390 48,056 121,899 1,733,470 1,957,906 Menten can Sha two oo ne pw The strike o had _ Charies H. 
BBCI isssisonsvissicosossesnsose 5,355 3871 3,974 10,185 150,820 172,881 cane oe aoamen lown assembly 0 compact | peTRoIT.—Charles H. Carroll, 71, for- 
CS i tia ces 3,360 3,370 2,713 6850 96,816 97,434) salesmen claimed O'Neil = cars at plants in Lorain, O.; Me- | mer Ford Motor purchasing director, died 
Chevrolet Division .... 39,800 35,366 28,514 71,360 970,979 1,184,710 staying open six nights a week. tuchen, N. J.; San Jose, Calif., a ite Joined Ford in 1918, became 
CORVANE oscssscesenssioeenn aD. cnstiieal BAB OTT vocreece 153,756| Under the new agreement, deal-| and Kansas City, 1965. After leaving Ford, Mr. Corre wen 
Chevrolet (Stand.).. 35,000 35,366 25,766 63,683 970,979 1,030,954| €rs will lock their doors at the) ‘Phe strike also halted production | sales manager for Detroit Gasket & Mie, 
COMM oan scaccssesse 8,144 9,267 5,623 14,744 246,054 227,336 agreed closing hour and take care of standard-size cars in St, Paul,| °°: He retired from that post last January. 
ap ae errr rere ee 9,350 9,516 7,232 18,760 268,801 275,545| Of those customers who are in the! atianta, Dallas, and Chester, Pa. Si ecko 
S-P CORP. ate ial sMOnder the old dicsing rules, deal-| In addition, the Walton Hills crovcrsrs terse Bell 
CGR: GREE. 3,045 1,953 1, 2 , ers would leave their doors unlock- | W@!kout closed three manufacturing | ,,osident of Beli Seveta, Tuer a x 
ke dea plants for several days because of 


21. He was a native of Scotland and was 


ed and carried on business as long & representative of General Motors for 25 


_|a@ backlog of rts. These plants 

cal: emnans Comme tate Ue spew included Dearborn crates, Tiina 

J. R, Whitfield, president, O’Neil| (O-) engine, and Ford foundry at 
Ford, denied the salesmen’s| Brookpark, O. 

charges. He said his firm “observed| The strike, called by United Auto 

the same hours as other dealers” in| Workers Local 420 over issues in- 





years in South America and the Far East 
before coming to Gloucester County 18 
years ago. 





Total Cars, U. S.** ....104,436 127,502 89,881 214,330 3,598,928 4,027,812 
ee ee eS 


*Revised. 
**Totals for 1959 include Edsel production. 
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John F,, Doyle 
ST. LOUIS.—John F. Doyle, an auto 














(U. S. PRODUCTION ONLY) Ivi roducti tandards d| dealer for 45 years, died J 27. H 
Week Week Jan.1 Jan.1 | the neighborhood. volving production standa an Ss, died June 27. He was 
ae. Oe ee Oe be ie reas © health and safety grievances, idled| handing Moon ate Vining auto, field 
“seo” = tone" ‘peer’ Te Date “eer” eee” ITFIELD said his firm ob-| approximately 15,200 Ford workers] early days of the industry. 
1,633 served the association’s closing | across the country. , oe eon 
eee as yey a. ae = “a ay “ae hours until “two weeks before the| Another strike at the company’s Lynn Squi 
ER IINED TE cnene sve 66 24 24 1,738 2,027 | demonstrations.” Mercury plant in Wayne, Mich.,| MILAN, Mich.—Lynn Squires, 72, a for- 
7 1,416 3,367 47,898 45,238 “I had to stay open because | continued last week. The strike mer auto dealer, died June 28. Mr. Squires 
om 2.724 7,406 196,543 208,199| ®nother Ford dealer up the street | began after a work standard dis- Sete Teen © Washtenaw County Gemty 
t ; 5 was doing the same thing,” he | pute. “es 
GMC 2,328 1,616 3,991 52,863 64,841 said. — Rey 
706 
one “a. —— = a4 4 Sas “I can’t keep my salesmen happy ~ CHICAGO, Federal Judge patron ee J. Rel i : 
tasers 269 291 291 7,869 8,942 if I close at an early hour and they Luther M. Swygert ruled that}... manamer ef Ford Satara hh ae _ 
cme TO SS aa 315 432 296 710 10,696  10,477| 8° up the street and see this dealer, officials and members of a union sion, died July ° of a. buliet wound ts ton 
NITED, | saisenticssivnncsverversegsets J on, 
Ca et tase di aasadeaen 1,825 2,544 1,770 3,595 66,805 82,029 sel-inflicte. oe Fans gp ermealg Say a 
MISCELLANEOUS .... 100 90 go 202819 2546/1 But Rate of Growth Slows ... cperation and becaiee geneeal mannoe "te 
1956, He served previously with Youngs- 


















town Sheet & Tube Co. 
* * + 
Christian Niffenegger 


SOUTH HAVEN, Mich.—Christian Nif- 
fenegger, 89, an auto dealer here for 40 


Total Trucks, U.S, .... 19,670 27,097 14,982 37,547 723,135 761,768 
Total Cars, Trucks, 
Uz 


124,106 154,599 104,863 251,877 4,322,063 4,789,580 Auto Credit at Record High 
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5,629 13,880 265,704 268,214 ' 
Fe eee oo. «EE EE May 31, banks had extended $7,774)" “et July 
Grand Total, bile credit outstanding increased | million, up $133 million in May and 






Frank H, Wagner Sr. 
PHOENIX.—Frank H, Wagner sr., 58, 
owner of F. W. Motors, a used-car lot, was 
killed in an auto accident. 


* * * 


Elmer L, Kimble 
SEBASTIAN, Fla.—Elmer L, Kimble, 89, 


Horner Balks 
At Relocation; Will 
Drop Buick in D. C. Years” ago. {rom “Cedar Lake, Ind.” died 


Cars and Trucks, 


U. S. and Canada....132,381 164,182 110,492 265,757 4,587,767 5,057,794 $263 million in May to a record 
ee 


total of $17,481 million, according to 
the Federal Reserve Board. 

The gain, however, was consid- 
erably smaller than the $342 mil- 
lion increase recorded the previ- 
ous month. The debt total as of 
May 31 was $2,353 million larger 


$1,058 million in the past year. 







*Revised. 


Model Run Exceeds 59; 












; « ere. 
than it had been a year earlier. 
Output P ace Slowing All forms of consumer install-|__ WASHINGTON. — Stanley H. paver wes 
ment credit increased during May,| Horner, a Buick dealer here for 43 HACKENSACK, N, J. — William 






years, will close his dealership at 
the end of July and retire from the 
new-car business. 

Horner, who 
was president of 
The National Au- 
tomobile Dealers 
Assn. in 1939 and 
1940, said his de- 
cision was made 
“with great re- 
luctance,” 

Heexplain- 
ed that his lease 
is expiring and 
that “the Buick 8. H, Horner 
officials fee] that a relocation is de- 
sirable.” Horner added that “they 
won't renew our franchise unless 
we move.” 

The Buick veteran explained that 
moving would be too costly and 
that his dealership has been profit- 
less for two years, 

Horner’s retirement means that 
only one franchised Buick dealer, 
Otho Williams Buick, Inc., will re- 
main in the District of Columbia. 


West, 67, president of West Oldsmobile 
here from 1945 until his retirement in 
1954, died July 7. 

* * * 


Chet O. Wheatley 
SALT LAKE CITY.—Chet O,. Wheatley, 
57, former auto dealer here and in Logan, 
died July 1. 


with auto paper, as usual, account- 
ing for more than half the total 
increase of $475 million. 

As compared with the previous 
month and the year-earlier month, 
auto credit extended in May de- 
clined, while the amount repaid 
showed a gain. 

Auto credit extended in May 
amounted to $1,664 million, com- 
pared with $1,697 million in April 
and $1,580 million in May, 1959. 

Credit repaid amounted to $1,401 
million in May, compared with 
$1,355 million a month earlier and 
$1,262 million a year earlier. 

Of the auto credit outstanding on 


U. C. Dealers Slap 
$100 License Fee 


LODI, N. J.—Used-car dealers 
are protesting an ordinance which 
calls for an annual license fee of 
$100. They indicated that the valid- 






(Continued from Page 1) 


down assembly operations there| upswing last week, Chevrolet 

all last week. standard output rose from 28,514 

In addition, the Dearborn as- | units a week earlier to 35,000; Pon- 

sembly unit and Mahwah, (N. J.) | tiac was up from 7,232 to 9,350; 
plants were down for schedule re- | Oldsmobile, with about 600 of its 
adjustments, and the Norfolk | weekly output devoted to the new 
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Clifton G, Grimes 
PHILADELPHIA, — Clifton G, Grimes, 
research vice-president for Electric Storage 
Battery Co., died here July 9 at the 
of 57. He was a retired Navy captain with 
31 years of service when he joined Electric 
Storage Battery in 1956 as director of 
laboratories. 








(Va.) unit was on vacation. F-85 compact, up from 5,628 to 
Scheduled to return to operation | g144;-Buick up from 3,974 to 5,355; 
this week are the Lincoln-Thunder- Plymouth up from 3,844 to 4,000; 
bird plant at Wixom, Mich.; com- Dodge up from 8.011 to 9'500: 
pact car lines at Lorain, Kansas Chrysler off from 1620 to 1600. 
City and Metuchen, and standard Checker up from 112 to 200, pans 
Ford plants at Dallas and Mahwah. | 7, eSoto up from 139 to 200. 
Scheduled to resume assembly op-| Gyy ysler Corp's Los Angeles 
erations next Monday (July 25) are| .15, ed out its 1980 model. run last 
the compact-car lines at San Jose, Tuesday. Other plants in the cor- 
pe Place ong el = Se oe poration ee to buildout 
Paul, Dearborn, and’ Norfolk. The|°Y the end of the month. 
Los Angeles, Louisville and Dear- 
born plants will be down this week 
for schedule readjustments, while 
Norfolk is in its second week of 
vacation. Remaining Ford plants 














* . | 
F. Bert Daniels 
COLUMBUS, O.—F. Bert Daniels, the j 
city’s oldest active auto dealer, is dead. } 
He operated Square Deal Auto Co, (used | 
cars). Mr, Daniels entered the transporta- 
tion business in 1906 when he opened a } 
livery stable. He had been in the retail } 
auto field for nearly 50 years. 
* * * 


Glen L, Smith if 

BATAVIA, N. Y.—Glen L, Smith, a { 
retired Ford dealer, died July 4. He was 
57. Mr, Smith operated Ford dealerships in 
Oakfield, N, Y., from 1940 to 1943 and in 













N THE commercial-car front, 
output rose from 14,982 assem- 
blies a week earlier to an estimated 
19,670 units last week. A year ago, 
the industry turned out 27,097 
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were shut by the strike. : ity of the measure may be tested Wellsville, N. Y¥., from 1943 to 1953. ti 

| * * @ trucks during the week ended July| in court. Another long-time Buick dealer- * * © i} 
18 last year. Nicholas Messina and Charles/ship, Emerson & Orme, gave up John J. McIntyre if 





LY four Ford Motor Co. plants 
worked last week—Los Angeles, 





CLEVELAND, — John J, McIntyre, a 
founder of Clevite Corp., died July 3, He 
was 81. Mr. McIntyre joined Dann Spring 
Insert Co., Chicago, in 1916. When the firm 
was reorganized three years later, the re- 
sult was the founding of Cleveland Graph- 
ite Bronze Co, In 1952, Clevite Corp, was { 
established as parent company for a group 
of operating divisions, including Graphite 
Bronze. Mr, McIntyre retired as vice-chair- 
man of the board in 1952. 


its franchise last year. There are 
eight Buick dealers in Washington 
suburbs, however. 

The “dog-eat-dog” character of 
the new-car business isn’t to his 
liking these days, Horner comment- 
ed, He said he will continue to op- 
erate his used-car business and an 


Canadian manufacturers turned 
F q|out an estimated 8,275 cars and 
Calen go Mireury, The result was| trucks last week, compared with 
: . 5,629 vehicles bu e previous 
that company production sank to| ¥ : 
its lowest level since the change-| Week and 9,583 cars and oe - 
over period of last year. sembled during the week ende 
A breakdown of Ford opera- | July 18 last year. 
tions last week showed Ford Di- With Chrysler Corp. down for 


Daviou, spokesmen for the dealers, 
said money has been collected to 
finance a legal action, but that no 
decision on whether to fight the 
ordinance has been made. 

Six of the area’s estimated 40 
used-car dealers attended a meeting 
with the borough council. Mayor 













LS A LA EIEDRR a Be 







utput at | changeovers, the Canadian makers| John F. Scibetta said the ordinance | auto insurance agency. 4 
ae cues sabieamman with 7,672 |turned out 6,860 cars and 1,413| would protect legitimate dealers. He| According to figures complied by I setae ‘Knight i 
‘ . Mere out- | trucks last week, A week earlier,| asserted that many persons who| the local dealer association, Buic oo 
ile 0 ek ee ee ranked 12th in sales here during| ,@R@™NVILLE, ky, — Lucia n Brant 


do not have dealer plates are sell- 
ing cars in the borough. 


Knight, 73, operator of Knight Motor Co, | 
for 43 years, died July 10 in Madisonville. i 






put was up from 1,068 to 1,600. | the industry turned out 4,518 cars 


Elsewhere, production was on the! and 1,111 trucks. June. 
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SERVICE MANAGER for Clearwater, 
Florida Cadillac-Chevrolet dealer. Ex- 
Panding dealer in a fast growing area 
needs a top flight, factory trained serv- 
ice manager—merchandiser with execu- 
tive ability, Must be family type man 
with flair for good customer relations. 
Mail complete resume to: Earl A. Post, 
c/o Larry Dimmitt, Inc., 603 South Fort 
Harrison, Clearwater, Florida. Please do 
not apply unless you can stand rigid 
investigation, 

SALESMEN—Exclusive illustrated Mailing 
Card Advertising; automotive and other 
lines. Our 76th year. Commission basis, 
immediate earnings. Permanent. Ameri- 
can Publishing & Engraving Co., 79 Mad- 
ison Ave., New York 16. 


WANTED — SERVICE MANAGER, well 
established Studebaker dealer, 16 years 
in same location, has opening for the 
man who can meet the public, completely 
supervise shop operation, and is inter- 
ested in making a permanent connection. 
Located in middle Georgia town of 85,000 
population. Would prefer a man who has 
prior Studebaker experience as we are 
servicing nothing but Studebaker and 
Mercedes-Benz products. Excellent op- 
portunity for the man who can qualify. 
Reply in own handwriting to Box 1637, 
c/o Automotive News, Detroit 7, giving 
age, experience and marital status. 


HELP WANTED 


HELP SD ne ee eS 


NEEDED—DYNAMIC SALES MANAGER 
—Excellent opportunity for sales manager 
who is a terrific closer. Our salesmen not 
allowed to close deals. Qualifications: 30 
to 45 years of age, good persona! habits, 
sober, must be powerful closer. Our firm 
has been in same location for thirty 
years, very prosperous and finance 75% 
of our own deals. Cars handled are Ram- 
bier line and all five English Ford lines. 
Starting salary $10,400 per year plus 
terrific bonus. Write resume of experi- 
ence to: Southern Motors, Inc., 301 East 
Broughton St., Savannah. Georgia. At- 

Mr. Julius Kaminsky, President. 
Telephone: ADams 4-3478. 

SALES MANAGER—Suburban Chicago 
medium priced GM car line. Must have 
ability to train and develop sales force 
to handle an increasing volume of busi- 
ness in a rapidly growing area. Salary, 
bonus, insurance, etc. Submit written 
resume of experience in complete confi- 
dence. Box 1636, c/o Automotive News, 
Detroit 7. 

LONG ESTABLISHED DEALERSHIP han- 
dling Chevrolet, selling 400 to 500 cars, 





CESSNA 
AIRCRAFT COMPANY 


“The World's Largest Producers of Business 
Aircraft" offers the following opportunities: 
%* Area Sales Managers 


These positions require: 
(1) Executive Management Experience in 


implementing and administering sales in the New York area, needs capable 

programs. service manager, Must be able to fun 

* : profitable shop and deal with public. 

(2) Several years experience in retail! Send full details first letter. Write Box 
and/or distributor-dealer selling. 1643, c/o Automotive News, Detroit 7. 


MEN WANTED: Are you making over 
$20,000 per year? We want men to 
demonstrate and sell simple device that 
stops shimmy and shake in cars; elimi- 
nates all wheel balancing and tire truing 
and most front end work, Requires less 
than 30 minutes per car, Instrument 
costs dealer $159.00 complete. Write for 
details to: J. Lavinger, B & B Mfg. Co., 
Box 816, Sioux City, Iowa. 


(3) Pilot experience desired or we will 
teach you to fly. 


(4) Extensive travelling. 


% Export Regional Sales Managers 


Have opportunities for export sales man- 
agers in several areas of the world. These 
positions require: 





(|) Five years sales and distribution man- 
agement. 


SALES 
REPRESENTATIVE 


National, top-rated auto parts manufacturer 
and distributor is expanding business and 
needs capable traveling salesmen, age 25-46, 
to sell industry's most outstanding line of 
over 5,000 fast-moving replacement parts, as- 
sortments and kits. Earnings $8,000 to $10,000 
first year, increasing every year. Paid vaca- 
tion, Complete, in-the-field training program 
at company expense. All supervisory positions 
filled from within. No investment required. 
Write today giving full work history and 
background. Box 1651, c/o Automotive News, 
Detroit 7, Michigan. 


(2) Previous aviation experience desired. 


(3) Working knowledge of one or more 
foreign languages would be desirable. 


(4) Extensive travelling. 


Be shove positions will travel out of and 

headquarter in Wichita, Kansas. If you meet 

'e requirements and are interested in 

- unlimited opportunity with the world's 

largest producers of business aircraft, send 

your resume to Employment Manager, Cessna 

Aircraft Company, Commercial Division, 5800 
East Pawnee Road, Wichita, Kansas. 


APPLY BY RESUME ONLY! 








HELP WANTED 


VOLKSWAGEN 


Mid-South Distributor Needs 
Men for Following Positions: 


GENERAL MANAGER—To fill this position a seasoned business 
executive is required. Top managerial and administrative 
experience a prerequisite. Knowledge of automotive dis- 
tribution desirable, but not required. 


GENERAL SALES MANAGER—Solid domestic wholesale automo- 
tive experience necessary. Should have experience in 
hiring, training and supervising activities of field sales or- 
ganization. 

DISTRICT SALES MANAGERS—wMust have wholesale automotive 
sales management experience, have knowledge of dealer 
operations and ability to guide and counsel dealer or- 
ganization. 

BUSINESS MANAGEMENT MANAGER—A prerequisite for this 
position is experience in similar activity with one of the 
domestic makes, 

CAR DISTRIBUTION MANAGER—Must have automotive distribu- 

tion experience, ability to develop and implement sound 

distribution procedures. 





The above positions represent opportunities substantially 
greater than any available in the domestic industry. Only the 
best qualified personnel will be considered. 





Only written replies will be considered. Please forward detailed 
resume with recent photograph to: 





Personnel Director 


INTERNATIONAL AUTO SALES & SERVICE, Inc. 
5950 CHEF MENTEUR HIGHWAY, NEW ORLEANS 26, LA. 





SALES MANAGER 


EXPERIENCED SERVICE MANAGER — 





SALESMEN now 





LARGEST INDEPENDENT BMC-JAGUAR 


GENERAL MANAGER or general 





SERVICE MANAGER with demonstrated 





MANAGER OR GENERAL SALES MAN- 










FEMALE ACCOUNTANT, several 







BUSINESS MANAGER—15 years’ automo- 









SERVICE MANAGER, 







MIAMI AREA—Experienced 






EXPERIENCED GENERAL MANAGER, 






NEED A GOOD RIGHT ARM? Young (41), 










Automotive Engine Rebuilder 
Desires A 
Take-Charge Foreman 


Looking For A Future. 


UNITED ENGINE REBUILDERS, INC. 
Jersey Ave., New Brunswick, N. J. 





















































Take charge man, Want efficiency, cus- 
tomer goodwill, volume improvement 
(present $11,000). Excellint college-in- 
dustrial, midwest town. Incentive pay 
plan. Box 1652, c/o Automotive News, 
Detroit 7. 


calling on dealers can 
add $10,000 annually to income selling 
unusual, successful advertising service 
in exclusive territories, Don’t reply un- 
less references accompany your letter. 
Fiske Advertising, 2 Depot Plaza, White 
Plains, New York. 


DEALER in northern California desires 
experienced man in service administra- 
tion, customer relations and personnel. 
Salary open, Profit sharing bonus, Send 
age, education, family status and ex- 
perience in reply, Box 1591, c/o Auto- 
motive News, Detroit 7, 


sales 
manager, age 38, family man, resident 
of southeast Florida, Fifteen years in 
the automobile business, ten years of 
“‘no red’’ management experience, Cap- 
able and experienced in running absentee 
dealer operation, desires permanent po- 
sition with dealer locally, Would con- 
sider partnership or buy-in deal. Refer- 
ences. Reply to Box 1632, c/o Automo- 
tive News, Detroit 7. 


ability for improving all phases of 
dealer service operation. Age 35, married, 
high rating on vocational tests, techni- 
cal and modern management practices 
training. Ability to analyze, organize, 
deputize and supervise proved and sup- 
ported by references. Operation with 
large potential monthly sales in South 
or Southwest preferred, Box 1633, c/o 
Automotive News, Detroit 7. 


AGER with thorough knowledge of the 
automobile business and with the ability 
to operate a large dealership; one who 
can direct and supervise large sales and 
service departments and handle all ad- 
ministrative duties; one who can handle 
advertising, business management and 
factory relations. If your sales and gross 
profits are low, used car inventory ex- 
cessive, reconditioning costs too high, 
fixed coverage too low; if you have need 
of 18 years of automotive know-how, I 
would like to exchange confidential infor- 
mation with such a dealership. Box 1611, 
c/o Automotive News, Detroit 7. 


years’ 
experience Ford and General Motors, pre- 
fer Florida, Georgia, Alabama, North 
Carolina, South Carolina. Box 1638, c/o 
Automotive News, Detroit 7. 


tive experience, 38, married, thorough 
knowledge all departments; Operating 
controls, budgets, forecasts, procedures. 


Interested in position with future or op- 
portunity to buy-in, Southeastern U, 8. 
preferred. Box 1639, c/o Automotive 
News, Detroit 7. 

thoroughly experi- 
enced in all phases of service department 
operation, Good customer relations, 
knowledge of follow-up systems and fac- 
tory relations. Graduate of General Mo- 
tors Institute, Service Sequence. Box 
1640, c/o Automotive News, Detroit 7. 


general man- 
ager with or without crew—desires to 
relocate in Miami area. Proven top man- 
agement ability, experienced all phases 
of business, ‘‘Big 3’’ background, finest 
of references, Box 1653, c/o Automotive 
News, Detroit 7. 





Chicago area, with or without crew. 
Proven top management ability, experi- 
enced al] phases of business. ‘‘Big 3’’ 
background, finest of references. Box 
1654, c/o Automotive News, Detroit 7, 


able, aggressive family man, dealer, gen- 
eral manager—14 years experience in 
every phase of automobile business. Now 
liquidating undercapitalized Chrysler 
franchise in East after 5 years operation. 
Seeking a profit sharing arrangement 
with progressive dealer who wants to 
spend more time enjoying life and leisure. 
If you can offer a future in return for 
my profit making efforts, please write 
Box 1656, c/6 Automotive News, De- 
troit 7. 
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POSITION WANTED 


GENERAL MANAGER—Interested in con- 
tacting dealer who needs the services of 
a qualified general manager; a quality 
dealer who has other business interests, 
or one who wishes to have more leisure 
time, Aggressive, age 39, family man, 
fifteen years’ experience all phases in- 
cluding 6 years general manager, 2 years 
regional manager German import, 4 years 
sales manager and 3 years retail sales- 
man, Presently employed general man- 
ager metropolitan dealership, desires 
greater challenge and opportunity in plus 
600 unit dealership, Would expect only 
that compensation be commensurate with 
results, Excellent character and ability 
references furnished, Box 1655, c/o Au- 
tomotive News, Detroit 7. 


DEALERSHIPS AVAILABLE 


FOR SALE — Going automobile business 
handling Buick, Opel, Pontiac and GMC 
trucks. Sixteen years in present location, 
forty years in automobile business. Will 
sell parts, equipment and building, or 
will lease building. Owner retiring. Write, 
call or come and see: E. 8. Hamric, 
Hamric Motor Co., P. O. Box 616, River- 
side Drive, Grafton, West Virginia. 
Phone: 1176. 


WESTERN NEW YORK, dealership han- 
dling Chevrolets over thirty years avail- 
able. City over 23,000 and trading center 
for over 100,000 more—planning potential 
300. Complete, modern service equipment 
and parts equipment, large used car lot. 
Will sell or lease building and used car 


lot. Must have factory approval. Write 
Box 1628, c/o Automotive News, De- 
troit 7. 


LARGE ‘‘BIG THREE’’ metropolitan deal- 
ership in Pittsburgh, Pennsylvania area, 
convenient to very large population 
group. Has unlimited potential. Clean, 
well balanced and efficient operation with 
large customer clientele. No real estate 
investment. Buy-out plan can ar- 
ranged, if needed, for qualified operator 
with limited investment. Reply in detail 
to Box 1629, c/o Automotive News, De- 
troit 7. 


OHIO OWNER WISHES TO RETIRE — 
same franchise for thirty years. Spacious 
showroom and office, modern service 
parts and used car operation. Terrific 
potential and money maker for ambitious 
person. Will sell or take financial partner. 

_ Box 1641, c/o Automotive News, De- 
troit 7. 


DEALERSHIP HANDLING BUICK, Ram- 
bler and GMC trucks—Mississippi. Fran- 
chise covers entire county and only 35 
miles from metropolitan area of 200,000. 
$15,000 will buy parts and equipment, 
building may be purchased or leased. 
Reason for selling—other business inter- 
ests. Box 1642, c/o Automotive News, 


Detroit 7. 








TRUCK DEALERSHIP 


Established parcel and route delivery 
truck dealership availeble in Midwest 
area, 200-400 truck potential. Complete 
parts stock and service facilities. Experi- 
enced sales and service personnel, estab- 
lished customers. Selling because of other 
business interests. Box 1630, c/o Automo- 
tive News, Detroit 7. 





HANDLING RAMBLER, METRO, in large 
south Jersey city, 200 new and 300 used 
per year, located on the shore. No blue 
sky, year round operation, Large show- 
room, will help finance solid buyer, must 
retire. Will sell or lease building with 
deal, will consider buy-in deal if person 
has managerial experience. Box 1644, c/o 
Automotive News, Detroit 7. 


DUAL HANDLING GENERAL MOTORS— 
Ohio. One of the finest GM duals in the 
country; in a town of approximately 
20,000 who have never known a depres- 
sion or recession, Parts and service vol- 
ume are the highest in the area. New and 
used unit volume good, Total sales all 
departments month of May $94,000, I am 
buying a large metropolitan GM deal, the 
only reason I would sell. Write Box 1657, 
c/o Automotive News, Detroit 7. 





DEALERSHIP HANDLING 


FORD 


New Jersey, over 600 new units. Excellent 
parts and service business. Outstanding, mod- 
ern facilities, Will rent. Box 1659, c/o Auto- 
motive News, Detroit 7. 





DEALERSHIP HANDLING CHRYSLER- 
Plymouth-Valiant in north central Jer- 
sey, established business in a growing 
community. Very little money needed to 
buy out, Will sell or lease building and 
lots. Must sell due to age and health. 
Box 1625, c/o Automotive News, De- 
troit 7, 

LONG ESTABLISHED DEALERSHIP han- 
dling Buick and Pontiac in Midwest town 
of 12,000. Progressive industry, good 
hunting, fishing, ideal climate, Low rent 
on modern building, A profitable deal, 
can be purchased with minimum capital. 
No blue sky, Box 1634, c/o Automotive 
News, Detroit 7. 














DEALERSHIPS AVAILABLE 

SOUTH FLORIDA — DEALERSHIP HAN- 
DLING INTERNATIONAL HARVEST- 
ER, Trucks, agricultural and industrial, 
Hardie sprayers, parts, sales and serv- 
ice. Reply confidential, Box 1658, c/o 
Automotive News, Detroit 7. 

DEALERSHIPS WANTED 

HANDLING GM IN FLORIDA, Minimum 
200 cars. Will pay top cash price for 
right deal, All replies confidential, Box 
1594, c/o Automotive News, Detroit 7. 

“BIG THREE’’—Midwest, pay top cash 
price. Factory approval. Confidential, 
Will pay some blue sky. Box 1617, c/o 
Automotive News, Detroit 7. 


FLORIDA—AIll cash. Confidential. Will pay 
some blue sky, Box 1618, c/o Automo- 
tive News, Detroit 7. 

ANY GM FRANCHISE—Chicago or within 
25 mile radius. Will consider any size 
deal—All cash—Buy or rent real estate. 
Confidential, Box 1645, c/o Automotive 
News, Detroit 7. 


DISTRIBUTOR WANTED 


| 





AUTOMOTIVE 
DISTRIBUTOR 
WANTED 


Nationally known manufacturer of funeral 
coaches and ambulances has excellent op- 
portunity for pro ra aggressive Distrib- 
utor with successful sales organization. Top 
rr vehicles are acknowledged leaders in 

ir field. Market is permanent and profit- 
chic for right sales team. Send complete de- 
tails of your organization to Box 1650, c/o 
Automotive News, Detroit 7. 





DISTRIBUTORS 


We are world distributors of a new rev- 
olutionary, low priced, front end alignment 
machine which has excellent acceptance 
with and is greatly needed by the service 
station and garage operators and al- 
though most territories have now been 
covered, we still have the following states 
available for distributors: Illinois iscon- 
sin, Minnesota, lowa, Missouri, Kentucky, 
Arkansas, Florida, Alabama, Mississippi, 
Louisiana and Texas. 

We are interested in persons capable 
of hiring and training a retail sales force 
of at least 10 salesmen and who have 
$25,000 available for inventory and work- 
ing, copmel. 

is a sound, lucrative opportunity 
for persons with the proper sales and or- 
ganizational ability and you should net 
well in excess of $100,000 per year. 

Although we might prefer someone with 
no other interests, we would consider an 
automobile dealer or someone presently 
in Retail or Wholesale distribution, pro- 
viding a separate company and manage- 
ment is set up for this exclusive operation. 

If you are serious about wanting a deal 
where you have no competition, with a 
product which has a fantastic market 
potential, and where you can really make 
money with a very small investment and 
can act immediately write Box 1647, c/o 
Automotive News, Detroit 7. 


BUSINESS OPPORTUNITIES 








A NEW AND 
SENSATIONAL SERVICE 


needs salesmen in selected areas who are 
now calling on G.M. and Chrysler Corp. 
dealers. This service can be sold along 
with your present line and is an excellent 
money maker that has never been sold 
outside of the New York market. Tell us 
what you now sell and the territory you 
cover. Write to Box 1649, c/o Automotive 
News, Detroit 7. 





a 








LEASING 
COMPANIES 
WANTED 


As part of our tremendous expan- 
sion program, one of the coun- 
try's fastest-growing leasing com- 
pay top dollar for 
small or large, local or national 


panies will 


leasing companies dealing in 
cars, trucks or heavy equipment. 
All replies held in strictest con- 
fidence. 


KONNER RENTALS CORP. 


375 Great Neck Road 
Great Neck, New York 
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DEALER SERVICES 





MILITARY ACCEPTANCE 
WILL HELP YOU SELL MORE 
MILITARY PERSONNEL 
* Worldwide financing and refinancing up 
to 36 months . . . for officers and non- 


coms of pay grades E5 and above... 
on simplified, non-recourse basis. 


* Cars may be taken overseas without re- 
financing. 
Military Acceptance Corp. 


Dept. D, P. O. Box 2166, 800 Broadway 
San Antonio, Texas—CApitol 5-6756 








TWO ESSENTIAL SERVICES 


INVENTORY SERVICE 


Parts, accessories and similar goods. 


‘APPRAISAL SERVICE 
Furniture—Equipment—Machiner y—Tools 
For Sell Agreements, Annual Fiscal 
ingarke Tax, Banking ‘ond Insurance 
Write for free 
“Hidden Earning Power” booklet. 
AUTOMOTIVE INVENTORY & APPRAISAL CO. 
10040 Freeldnd Ave. Detroit 27, Michigan 
WEbster 3-6445 
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NEW CAR DEALERS 
Stop Fading Profits—Stop Losses 
Highly Effective 
SALES MERCHANDISING 
SHOP ABSORPTION 
Will Increase Your Profits Now 


Complete details —no obligation — strictest 
confidence — immediate action, Box 1648, c/o 


Automotive News, Detroit 7. 








Increase NET PROFIT without 
increasing volume or overhead 
.. + hundreds of dealers Coast- 
to-Coast ARE. 


WE DON'T SELL ANYTHING 
YOU HAVE EVER BOUGHT 
BEFORE! IMPOSSIBLE? Not if 
you write, wire or call col- 
lect: 


PROFIT, INC. 


128 N. WASHINGTON, OTTUMWA, IOWA 
MUrray 2-6772 








CARS FOR SALE 


4 





1960 CADILLAC 
Eldorado Biarritz Convertible 


Prestige white with red Florentine Leather 
interior. Full complement of power equipment. 


SAVE $2,000 on this finest expression of 
elegance! 


BROADWAY BUICK 


5701 Broadway Chicago 40, Ill. 
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CARS FOR SALE 











Ample Supply of 


CLEAN 
USED 
CARS 


1960 - 1959 - 1958 


MOST MAKES 


CURRY 


CHEVROLET 


B'way & 133rd St., N. Y. C. 
Ed Hogan AD 4-6000 

















1960s 
CHEVROLETS 
Impala 4-door hardtop, 
Air 6 and V-8 sedans. 


FORDS 
Galaxie 4-door hardtop, convertibles, se- 
dans,(Sport coupes. Fairlane 500 sedans. 


OLDSMOBILE 
Convertibles. 


CADILLACS 
Sedan de Villes and convertibles. 


1959s 


convertibles. Bel 


FORD 
Convertibles. 


RAMBLER 
Super 4-door sedans. 


OLIN'S U DRIVE 
MIAMI, FLORIDA 
Gene Brett—FR 1-6591 





CARS WANTED 
CADILLAC LIMOUSINES—NEED CLEAN 
56, '57 and ’58s. Franz Ridgeway, BEl- 
mont 4-6611, 2836 N, E. Sandy, Portland 
12, Oregon, 

PARTS FOR SALE 
eanereeneeencenanepenmnaennimemmnmennmmre een aan 
LLOYD PARTS—SKODA PARTS—for all 

models, Immediate delivery. AMSKO, 
5069 Broadway, New York 34, New York. 


LLOYD PARTS—complete stock, Prompt 
shipment, Greene County Motors, Cat- 
skill, New York, Phone: 2000. 

CHEVROLET PARTS, antique or classic. 
Louis Chevrolet, Box 51, Thompsonville, 
Connecticut. 

AUTOMOTIVE BULB #1034 price $14.00 
per C; #67 and #89 $7.00; #1154 and 
#1158 $15.00; #1073 $13. 00; #57 $5.50. 
Plastic electrical tape %” x 33 ft. $4.80 
doz.; %” x 66 ft, $9.00 doz, Prepaid. 
Acme Sales, Box 1244, Camden, New 
Jersey. 

LLOYD PARTS for all models, U, 8.’s old- 
est authorized Lloyd importer, If car is 
down, we ship same day, Foreign Cars 
Corporation, 1812 So. Andrews Ave., 
Fort Lauderdale, Florida, JA 2-9942. 

PRINZ AND SPORT PRINZ (NSU) parts 
and accessories, Contact your nearest 
distributor or sole U, S, importer: Fadex 
Commercial Corp., National Parts Cen- 
ter, 421 East 9ist St., New York 28, 
New York. TRafalgar 6-7010. 








DEALERSHIPS AVAILABLE 














It isn't floor-planning unless 


IT'S NEW 


SKODA 


FLOOR-PLANNING! 


Engineered to specific dealer needs . . Designed to help you 
move Skoda in multiples .. . The new ‘Skoda wholesale finance 
plan has as many profit- -making advantages as Skoda itself: 


SKODA 


@ out-weighs, 
out-features, 
out-performs any 
car costing 
hundreds more. 





SOFT-TOP CONVERTIBLE, $1995.* 
HARD-TOP CONVERTIBLE, $2150.* 


TWO-DOOR SEDAN, $1575.* 
*Suggested Retail P.O.E. N. Y. 


Wholesale financing available to qualified 

dealers. Selected dealer territories 

available. For complete franchise information @ wraps up profits 
(above domestic 


write or call: 
r averages), 


AMSKO DISTRIBUTORS 


5069 Broadway, N. Y. 
Importers and Distributors, East Coast 


@ minimum investment 
. complete 
service program, 


@ powerful advertis- 
ing and promotion 
at national, trade 
and dealer levels. 


Willy Witkin, 2400 W. Washington Bivd., 
Los Angeles, Calif. 

Importers and Distributors, West Coast 
DUBLIN AUTO SALES, Murray, Kentucky 








PARTS FOR SALE 


HAVE A CHEVROLET ‘‘tied up’’ for 
parts? Try Fuller-White Chevrolet, Tulsa. 
$250,000 inventory perpetually controlled. 





WE ARE DISMANTLING for parts, 1959 
Corvette, Front perfect, fuel injection 
engine. We carry a large stock of Cor- 
vette parts. H, Kaufman Auto Parts, 
P. O, Box 233, Montrose, N. Y. 


¢ PARTS - 


HANSA 
Goliath e¢ Express 


HANSA CORPORATION 


Master Parts Depot 


Western Distributor 


1326 Marsten Rd. 


Burlingame, Calif. 
Di. 2-6358 


PARTS 


for 


VOLKSWAGENS 


Prompt Delivery 


Blaupunkt & Beker Radios 


Exceptional Discount 





LITTLE CAR CO. 


Route 46, Pine Brook, N. J. 
CA 6-9874 








PARTS WANTED 


IMPORTED SPARE PARTS WANTED. 
Interested buy large, if possible, com- 
plete stocks. Send offer to Box 1646, c/o 
Automotive News, Detroit 7, 


ACCESSORIES FOR SALE 





PORTABLE DUAL CONTROLS 


Recommended for Driver-Education Cars by 
the Auto-Industry Highway Safety Committee 
and by Chevrolet, Ford and Plymouth for all 
their models, including compacts. Automatic 
transmission $25; standard $30. Money back 
guarantee. PORTABLE DUAL CONTROLS, 
INC., 1701 Balmoral, Detroit 3, Mich. 





SHOP EQUIPMENT FOR SALE 








AT PUBLIC AUCTION 


shop and office equipment, tools, parts, parts 
bins, garage service equipment. 








THURSDAY, JULY 21st. 
10 A.M. until sold. 





MEYERS PONTIAC SALES 
160-164 E. Perry Street 
Tiffin, Ohio 
(Former Pontiac dealer) 





PUBLIC AUCTION 


shop and office equipment, tools, parts, 


parts bins, garage service equipment. 








FRIDAY, JULY 22nd. 
10 A.M. until sold. 


DECATUR SUPER SERVICE 
224 W. Monroe 
Decatur, Indiana 

(Former Pontiac dealer) 





PUBLIC AUCTION 


shop and office, ‘ 
signs, garage service equipment, 
used cars, 1960 parts and down, 


service equipment, tools, | 
new and 
parts bins. 





THURSDAY, JULY 28th. 
1 P.M. until sold, 








COOPER MOTOR COMPANY 
310 W. Maumee, Adrian, Michigan 


(Former Dodge dealer ) 





Sales conducted by the Montpelier Auto 
Auction Co. of Montpelier, Ohio. 











SHOP EQUIPMENT FOR SALE 











FOR SALE 
BEAR DRIVE ON 


WHEEL ALIGNMENT MACH. 


with gauges and bending tools included. 
$1,000. Will take late model used cars at 


low book. 
BURKHOLDER-SYDNOR, 


Box 51, Oak Hill, West Virginia, 
Phone: HO 5-5656 











SHOP EQUIPMENT WANTED 


terrane eeerenermeeieeteernenertenertnminn 
WEAVER TWIN POST LIFTS in good con- 
Summers Motor Sales, 


dition. Contact: 
Inc., Marietta, Ohio, 





TRUCKS FOR SALE 


TOW TRUCKS 


1951 ‘tee en 





* + « « $ 975.00 
1956 Ford +. le ee 1,800.00 
1953 Chevrolet I-ton . . . 1,175.00 
1950 Chevrolet I'/-ton. . . 850.00 
1955 Dodge 2'2-ton. . . 1,850.00 
1950 Dodge 3'/,-ton . . - 2,000.00 


WILL TRUCK SALES 


WILSON ROAD, INGLESIDE, ILLINOIS 
Phone: Fox Lake, JU 7-5621 








Need hard to get 


Went Ads get results. 





MISCELLANEOUS 


Special Introductory Offer 


The NEW “= 


Time 


ROADKING ONLY 


Complete with odjestebie g 50 
o- aetna ase ites 52 
with 39°° 


Standard Four — } eon 
The “ORIGINAL BRAKE BAR" 


Automatic BraKinG 


Only Bar Manufactured Today 


WITH THE UNIVERSAL ¢ 45 
“WRIST ACTION" $5] 
Incldg. BRAKE HOOK-UP 


TowKinG i.tc't,, $45°° 
TRAIL KING $3750 
Se ae 


CompacTow Intra- 
State 7 vn eck > 10% $3750 


STEEL (Tow Bar) CARRYING 
CASE with Wheels & Handles 
BROWNIE CARRY-ALL 
BAG Mounted ON 


Rubber-Tired WHEELS $13.95 
SAFETY CHAINS, set of 2, only $2.95 


All Prices Include Federal Excise Tax 
Liberal Quantity Discounts 
To Distributors 


YOUR 
CHOICE 
Only 


INC, 


s? Automotive News’ 





87 


MISCELLANEOUS 





No Other Tow Bar 
Measures Up To 


The SUPERIOR 
BLUE ® CHIP 


TOW-PILOT 


WITH LUBRICATED 
AUTOMATIC BRAKE 
& BRAKE CABLE 
LEADS IN SALES... 
VALUE AND... 
PERFORMANCE 


Dealers’ List Price....... «+++ $69.80 
Dealers’ Special Discount 25%. 17.45 


Sadat Tites © $535 
Federal or Included 
THE FAMOUS 
MOTO-MATIC 


TOW . GUIDE 
With Universal 
Swivel Action 

Four Clamp Hook-Up 
Declers’ List F.0.8. 






















$4485 
Federal Excise Tax Included 
* 
""ON THE BALL" 


TOW-PILOT 


Cadalloystee! Coupler 


Dealers’ List F.0.B. Factory ........ 
Dealers’ Special Discount 25%.... 


Dealers Net with 2 $3925 


Standard plus 2 Large 
Adapter Clamps 
Federal Excise Tax Included 


Substantial Discounts 
To Distributors 
Write for lilustrated Catalog 
Factory Sales Division 
PILOT DISTRIBUTING CO. 
BATTLE CREEK 9, MICH. 
Phone WO. 2-5257 All Depts 
“Leaders in the Industry 
since 1939" 


Canadian Distributors 
3 Western: 







































COLT REVOLVER FOR SALE. 31 cal., 
boxed with accessories, around 1855, In 
good condition, James P. Ryan, Daniel- 
son, Conn. 


BEAUTIFUL LAKE BLOCK HOME with 


posses 


private beach, extra lot, two outside 
rentals—sacrifice, Will take station wag- 
on in on trade. P. O. Box 6383, West 
Palm Beach, Florida, 


SEE PAGE 73 
for the nation's 
TOP AUTO AUCTIONS 


Tow Bar Sales Co. 


Exclusive Factory Distributors 
DE 2-0700 AN 3-8888 Nites: BA |-8717 


Call Collect “$n7.07%. 
40 So. Clinton St., Chicago 6, Ill. 











New Subscription Order 


} 

| 

| 

| 

|] Send Automotive News to Address Below 
| U. S., Canada and U. S. Possessions 
One Year $9 [] or Two Years $16 [] 
if 
| 
| 
| 
| 
| 


All Other Countries — One Year $13 [] or Two Years $22 [] 





AUTOMOTIVE NEWS, 965 E. JEFFERSON, DETROIT 7, MICH. 
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New breakthrough in cooling system protection for your customers 


DOWGARD ENDS 

COOLING SYSTEM PROBLEMS 
CAUSED BY HEAT 

AND LOCAL WATER 


World’s first year ’round cooling system fluid 
—the new concept in customer service 





Now you can assure your customers 
carefree motoring this summer—even in 
blistering heat and bumper-to-bumper 
traffic. How? By completely filling their 
car cooling systems with powGarp cool- 
ing system fluid. This new product from 
Dow keeps cooling systems operating 
efficiently at temperatures as high as 
240°F., or as low as 40°F. below zero! 





Water is prime cause of rust and corrosion damage 


Scientific Formulation 


DOWGARD fluid is a scientific formulation of 
specially treated de-ionized water, glycols and 


This attractive blue-and-white radiator cap is provided to you to place on cars after DOWGARD has 
been installed. It 1s a badge of prestige for the motorist and a reminder of the date for reservicing——> 


<> THE DOW CHEMICAL COMPANY «+ MIDLAND, MICHIGAN 


protective chemicals. It fills the cooling sys- 
tem completely. You add nothing to it—not 
even water! The result is controlled, pre- 
cise protection—an end to overheating and 
freezing. And because you don’t add local 
water to it, you also put an end to rust and 
corrosion damage. 





Complete draining of water from radiator, block and 
heater is essential for proper installation of DOWGARD 


Replaces Water or Antifreeze 


DOWGARD protects for one full year. Recom- 
mend its installation now to stop further rust 
and corrosion damage which occurs many 
times faster in hot weather. DOWGARD ends the 


YEAR "ROUND 
COOLING SYSTEM 
FLUID 


need for seasonal changes, protects from over- 
heating this summer and freezing next winter. 


Sold Only Through Service Dealers 
To install DowGarD, first completely drain 
the radiator, block (both sides on V-8’s) and 
heater. Service and clean if necessary, then 
completely fill with powGarp. You have the 
facilities and know-how to do this important 
job right. That’s why powGarD can be sold 
only through service dealers. Dow 1s putting 
cooling system service—and profit—back where 
it belongs! 


“TRADEMARK 





DOWGARD is backed by powerful multi-million-dollar 
advertising campaign in magazines, newspapers, and TV 











